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FTER November Ist there will be no Regula- 
tion W. Installment terms will therefore re- 
turn to a level more nearly adjusted to the 

abilities, of the great mass of consumers, to pay out 
of current income on a moderate monthly basis. 

This is welcome news to appliance people. For 
some months now it has been apparent that the one- 
third down and 15 months to pay was acting as a 
deterrent to purchases in high priced bracket major 
appliances. More flexible credit both in the down 
payment and the length of terms will sustain and 
broaden public demand. ‘This will tend to keep sell- 
ing expenses down. It should also tend to stimulate 
the replacement market, which has not yet devel- 
oped, on a broad scale. A further important effect 
will be to offset, to a degree, any unfavorable reac- 
tion on the consumer's part to higher prices that 
rising costs seem to make probable. Past experience 
shows that it is not the price of our high-grade, long- 
lived, economical devices but the monthly bite out 
of the pay check. It is therefore of great interest 
to see what the finance institutions are suggesting on 
appliance terms. 


‘= American Bankers Association is furnish- 

ing all member banks with a schedule of down 
payments and maturities for different classes of 
installment loans. When ABA announced the dis- 
tribution of this schedule, it stressed the fact that it 
is offered only as a guide on the basis of economic 
conditions now existing. 

The announcement also warned that “Excessive 
debts should not be made attractive and merchan- 
dised in easy payments. Consumer credit has 
created mass markets and made possible mass dis- 
tribution of durable goods. This credit necessarily 


McGRAW-HILL PUBLISHING COMPANY, 
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Terms 


will play a leading role in maintaining our economy 
on a high level. Banking has definitely assumed 
the responsibility to business to provide adequate 
credit both to dealers and to purchasers in order 
to permit the maximum flow of goods that can be 
soundly and profitably absorbed.” 

The conservative schedule recommended to mem- 
ber banks by the ABA suggested that for refrigera- 
tors, washing machines, and ranges, terms should 
be a minimum of 20‘ down and 36 months to pay. 
Television sets are recognized in this schedule as 
likely to be important installment merchandise, and 
ABA recommends 25‘ down and 18 months terms. 


LIIS sounds like a well considered basis for 

appliance selling. The 20% down payment as 
a minimum certainly should be adhered to. Much 
trouble and expense came back onto the dealer be- 
cause of the very low down payments that were com- 
mon before the war. An equity of 20‘¢ or more 
should be the minimum that the dealer will accept. 
An extension of terms to 36 months makes it easy 
on the buyer. Present consumer demand continu- 
ing, there is no reason why the dealer should be 
tempted to take less than 20° down. Certainly 
for his own protection he cannot afford to do so. 

In a statement regarding the future of installment 
selling, Howard L. Wynegar, President of Com- 
mercial Credit Corp., announced that “We are op- 
posed to the practice of selling terms instead of 
merchandise.” That should be the thinking of ap- 
pliance manufacturers, distributors, and dealers. 
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Cleaning problems are 
simplified. The rich rayon 


satin 


be dry-cleaned 


Comforter won't slip off 
the bed. The underside 
of spun rayon faille clings 


te the sheet 


No worry over moth prob- 
lems. There's no need for 
moth bolls, spraying or 
cedar chest protection. 


inside warming sheet can 
at be easily washed if neces- 

te sary. Merely suds and then 

rinse thoroughly. 


Lf 


\ 


ovter covering can 


\ Comforter makes bedmaki 
easy .. . fast. There's only 
one bedcovering. No spread 
is ever needed. 


The Automatic Watchman 
Control is as dainty as o 
powder box. Always main- 
tains the warmth you select. 


protective, waterproof ther- animal fiber in the entire 
mostots Approved by Under- Comforter 

writers’ Laboratories, inc 


w 
*STINGHOUSE 


THE WORD SLEEP LUXURY 


NOW AVAILABLE FOR NATIONAL DISTRIBUTION 


Every house needs Westinghouse 
Maker of Quer 30 fygpliances 


WESTINGHOUSE ELECTRIC CORPORATION «+ PLANTS IN 25 CITIES « OFFICES EVERYWHERE « APPLIANCE DIVISION, MANSFIELD. Oty , 
<a Tune in Ted Malone . . . every morning, Monday through Friday . . . ABC Network RE i 
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SAY THE LADIES: 


'* NESCO is the roaster fo buy! 


SAY THE DEALERs. 


‘"NESCO is the roaster to 


TAT 
AUTOMATIC THERMOSTAT | 

a her evening ts. Signal light in 

The housewife places tho dell she se 

meal in the Nesco, sets 


urrent is on. When light is 
i nd goes out is cooking on stored heat. 
and thermostat, a pr , food 
Comes home to a perfect 


NATIONAL ENAMELING AND STAMPING COMPANY 

% EASY-OPEN 270 NORTH 12TH stReer, MILWAUKEE 1, WISCONSIN 

INSULATED «UST TWIST THE 
NeSCO HAS IT! on the right of SALES OFFICES. 

Nesco cover with Merchandise Mart, Chicago « 200 F 

Positive latch. Candler Bidg., Atlanta Amb 

Western Merchandise M 


ifth Avenue Bidg., New York 
assador Bldg., St, louis 
‘art, San Francisco 
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ealer’s Balance 


As merchandise becomes more plentiful and competition increases, selling costs 


must rise and other business expenses be held down, this authority warns .. . 


Now is the time to check your inventories, accounts receivable and goodwill position 


NOW IS THE TIME to check inventories carefully. 


Get rid of wartime lines, off-brand 


stuff that doesn't move and buy only items in your regular field. 


S an industry, we had a success- 
A year in 1946 and are well into 
another one; 1947 should be a 

year in which all of us will chalk up a 
t. This means that last year most 


idded a substantial amount to 


the ownership in their business in addi- 
tion to the salary they took. This means 
that their business has grown in its 
financial strength—that is, its strength 
to meet greater opportunities or 


weather adverse conditions. 


success in business is more ojften 


achieved through observation of a few 


simple, obvious rules than through 
any uncanny shrewdness or cunning. 
This is especially true of retail mer- 


chandising. 

It is important to have good under- 
standable records. Your records may 
be very simple but they must tell you 
four things: (1) What you have (2) 
How much income you have received 
(3) What you owe and (4) Your total 
expenses. 

Your operating costs are higher than 
they were. Your margins are closer. 
Labor is more expensive. Rents are 
higher. You're still paying high prices 
for merchandise. People no longer 
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id fall over 
themselves to buy just any old kind of 
merchandise. And so—you’ve got to 
lepend more and more on the efficiency 


come into store 


your 


sur store operation. That’s just 
i everyday common sense. 
here is one angle of vour business 
iat has a lot to do with how efficient 
is. That’s the way you handle your 


rds, your bookkeeping, and your 
iccounting. If this part of your busi- 
ess isn't efficient, you’re either going 

ike it efficient or you're going to 

‘gret it. You can’t afford to simply 
figure that each dollar of your invested 
capital is doing its full job. You’ve 
got to know that it is. And how are 
you going to know this unless you keep 
the right kind of records? The answer 
is: you’re not. 

A balance sheet means exactly what 
it says—a balancing of items owned 
and owed against each other. Those 
ywned are written down on one side 
of the sheet and those owed on the 
other. 

Your statement usually starts with 
cash because all transactions begin and 
end with money. Until the complete 
cycle has been made and the money 


you paid out for buying something has 
been returned to you, plus or minus in 
amiount, you have not made a profit 
or undergone a loss. 

However, let’s keep the cash item 
back for a while and talk about what 
other people might owe you—your ac- 
counts The jobbers and 
manufacturers are tightening up on 
their credit terms. This market indi- 
cates that you, as retailers, should do 
two things: first, strictly enforce your 
normal credit terms whatever they are 
—in my opinion, they should not ex- 
ceed net cash thirty days ; second, make 
arrangements for financing term con- 
tracts. In doing this, we have a com- 
petitive market for loans at present, so 
you have a choice in making arrange- 
ments with either your bank, a com- 
mercial credit company, or perhaps a 
commercial credit company sponsored 
by the manufacturer of the principal 
hit suggest 
you investigate all of these and make 
arrangement with 
one firm and then give that firm 
ill of your paper and work closely with 
them. Don’t try to finance your own 
contracts even though you have the 
funds to do so unless you are willing 
to set up a separate department and 
devote its entire activity to this work. 


receivable. 


1 of products you retail. | 
the rest possibie 


some 


Check Your Accounts Receivable 
—don’'t let this phase of your business 
get the upper hand. Go over your re- 
ceivables and see what condition 
they’re in. Check their age, condition 
and characteristics. You'll likely find 
some sick ones, Either doctor them up 
and make them well, or get rid of ’em. 
Don’t let your receivables get clut- 
tered up with a lot of cats-and-dogs. 

3efore any item goes into your ac- 
counts receivable, see that it belongs 
there. In other words, this whole mat- 
ter of credit is one that’s likely to cause 
you a lot of headaches if you depend on 
guesswork. Get some credit checking 
agency to assist you. Don’t trust to 
luck. 


Check Your Inventory. —find out 
the nature and age of all items in stock. 
Your code prices on merchandise 
should include some kind of symbol to 
know just when it was purchased. Re- 
member—every piece of merchandise 
that comes into your store and doesn’t 
promptly move to the consumer may 
end its career as unwanted merchan- 
dise. And too many of ’em may end 
your career, too. That’s why it’s so im- 
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portant not only to buy wisely, but to 
install and maintain an adequate sys- 
tem of stock control. 

Some retailers can best use a form 
of perpetual inventory. Others can use 
the retail inventory method. Still others 
can profitably employ a system of cost- 
ing out sales which will tell them what 
their gross profits are from day to day, 
and week to week. 

You have heard a lot of talk about 
long inventories. It is very true that 
nationally inventories of merchandise 
are increasing. In fact, in some com- 
modities they may be now at the dan- 
ger point. But what interests you most 
in your inventory is to keep the kind 
of merchandise in stock which your 
customers need and will buy. In this 
connection, I suggest you (1) sell at 
once any slow moving merchandise and 
get as much scarce merchandise on 
hand as possible, (2) buy only items 
in your regular field of activity, (3) 
broaden lines only when market is 
assured. It is far better to be long on 
standard makes and models of quality 
merchandise than to gamble on a big 
profit from seasonal merchandise that 
you may not be able to sell. This is 
definitely a brand name market. Na- 
tional advertising has created an un- 
usual demand for tradename merchan- 
dise. Your name in your community 
will be definitely benefited by identi- 
fying it with nationally known brand 
name appliances at this time. 


Fixed Assets. Now is definitely 
the wrong time to make plant expan- 
sions unless very special conditions 
face you. Building costs are high. 


Rents. I would definitely advocate 
short term leases if new leases have 
to be made and if possible they be put 
on a 3% basis. 


Current Liabilities. Keep your 
bills paid up as closely as possible is 
always good advice to the businessman. 
But there is more to it than just this— 
in the first place, it is only fair to pay 
on terms if possible and not to take 
discounts unless they are earned. Ii 
some bills cannot be met then it is not 
good business to always lean on the 
same firm for accommodations, and it 
becomes a particularly bad habit to be 
slow in paying firms which are doing 
the best job in serving you. 


Check Your Waste—You'll proba- 
bly find many ways in which your 
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SING 


By 


KENNETH L. HAMPTON 


Manager, Valley Electrical Supply Co., 
Fresno, California 


profits are dribbling away. Sure, it’s 
only a little here and there. But it 
counts up. Plug up these “rat-holes” 
and keep them plugged. Stealing, 
damage to merchandise or fixtures by 
customers or employees, yes—even 


Ty 
co 
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SELLING EXPENSE in the days ahead must rise, which means that normal operating 
costs of administrative kinds must be held down. 


such trifling things as waste of string, 
paper and other supplies, all have their 
cumulative effect. Also, correct any 
condition that might create a fire haz- 
ard. In other words; fight waste and 
potential loss wherever you find them. 


Adequate Reserves. In connection 
with increasing credit hazards, I sug- 
gest that bad debt reserves be increased 
to 5% of the total amount of ac- 
counts receivable being carried. The 
way to do this is to set a fixed sum 
that would increase the reserve account 
each month and at the end of the year 
provide a sum of approximately 5% 
of the anticipated balance of accounts 
receivable. 

Depreciation reserves in the retail 
business should probably be limited to 


ACCOUNTS RECEIVABLE should be carefully checked to see what condition they are 
in. You'll find plenty of sick ones you can't afford. 
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10% per year of the equipment to be 
depreciated. This goes for everything 
except automobiles which should be 
depreciated either on a mileage basis 
or over a period not to exceed five 
years. 


Check The Items That Go Into 
Tax Returns. —and keep the kind of 
records on them that will permit the 
efficient and proper preparation of your 
returns. This is important, whether 
you make up your own tax returns or 
have someone do it for you. 

Check Your Expenses—all of ’em. 
If some of the items are topheavy, cor- 
rect this condition. If some are out 
of line with what they should be for 
stores of your size, your type of busi- 
ness, and in your community, get 
them back into line. Advertising ex- 
penses will and should be increased 
this year. Salary expenses, particularly 
sales salaries, should increase; in fact, 
all new business expenses will prob- 
ably begin increasing. In talking re- 
cently with the Department of Com- 
merce officials, I learned that their 
contacts with retailers have convinced 
them that new business expenses have 
started the upswing from the lowest 
point in history and that considerable 
more money will need to be spent on 
new business in order to hold retail 
volume to the level desired. This means 
that general expenses should be thor- 
oughly scrutinized and kept as low as 
possible. 

Up to now your sales expense has 
been at an all-time low. In fact, most 
of you have been using the money that 
would normally go to pay salesmen or 
for advertising to either pay your own 
salary or for some extra personal ex- 
pense. 

Analyze your business tomorrow 


ud see how much profit you would 
have if you had paid a 10% sales 
commission on major appliance sales 
this year. You may be surprised. Yet 
I think most of you will agree that on 
a competitive market, losses on trade- 
ins, and sales commissions will ex- 
ceed 10%. 


Don't Forget Good Will 


So much for your direct tangible 
balance sheet items. They are as im- 
portant as any credit man will tell 
you. But there is another plus value 
that your business needs—that is good 
will. Nothing in the whole world is. s 
good for your business as a satisfied 
customer. 

Among the important things that 
customers want from a merchant are: 


|. Satisfactory personal treatment at all 
times. 

2. Full value for their money. 

3. Information and assistance in deciding 
upon the merchandise or service that will 
best suit their wants. 

4. Satisfactory adjustment of claims. 


This summary of what customers 
want suggests some general require- 
ments which are to be met when seek- 
ing to build good will sales. In order 
to increase his income, the merchant 
should: 


1. Know how to attract people to his 
store. 

2. Know how to please people when deal- 
ing with them. 

3. Give the best possible service or the 
greatest value for the money. 

4. Know as much as possible about the 
merchandise or service he sells. 

5. Remember the preference of his cus- 
tomers. 

6. Give all the information customers need 
about the merchandise or service he sells. 


(Continued on page 104) 
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1 Learn the controls before you give a demonstration, says Newt. Remember every- ? The guy who has to grope his way around like this is licked before he is started. 
thing must go evenly, smoothly and effortlessly if you want to convince your He proves to the customer by his actions that he doesn't know anything about 
prospect. 


the machine he is talking about. 


if 


5 Tie these towels up in true “chaw beef" fashion, letting your prospect help. 6 Now bring out your bag of demonstrating tools. Keep them handy around 
Let her toss them in the machine so she can see there is no monkey business. the machine so you can be ready without any hunting. 


By TOM F. BLACKBURN g Feed your log chain through the wringer rolls. First of all, however, put the lid 


to the washer behind the wringer. The chain will fall with an awful clang, and 
make it seem twice as big to the prospect. 


2 
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Newt Merritt, Who Has Been Peddling Them Since He 
Was a Boy, Insists on a Complete Story Being Told. 


3 Get ready before you start. If anything goes wrong—like this wringer springing 4 Take three towels and braid them up, like this, for your washer demonstration. 
apart—it undermines the prospect's conviction. You can't explain it away after Everyone knows how old-fashioned washers used to tangle up stuff. 
it has happened, so be prepared before you act. 


Bring out your medicine dropper and feed it through the rolls. It's a delicate 


7 Run a stick through one end of the wringer roll. Start a dollar bill through 8 
little thing, and will go through without breaking. 


the other end. Both will hold. Offer your prospect a dollar free if she can pull 
it out without tearing it. She can't. 


10 By now the washing action has untied the towels and your prospect can see this 1 1 Don't forget to trot out your printed guaranty. People like diplomas and things 
miracle happen. It's something the old, tangling type of agitator never did, in writing, and this certificate is a swell windup to closing the order. 
and it makes a terrific impression. 
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MEETING PLACE for customers and neighbors is the Hartsdale, N. Y., 


BIGGEST ATTRACTION for kids is the G-E television set. They flock in every after- 
noon, cover the floor and half the appliance displays, but Robison's likes it that way. 


MOST ANYTHING can be bought at the store and this young woman, about to be 


married, looks with her mother at an electric iron. 
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The salesman won't urge her to buy. 


store of E. Robison, Inc. 


Started in 1921, firm now has a second, more modern store in Scarsdale. 


THIS FRIENDLY STORE 


E. Robison, Inc., started doing business with 
friends in 1921. Today, with a $2,000,000 annual 
gross, it's still doing business that way. 


EOPLE who go into Robison’s 

on a Saturday afternoon watch 

their feet. Otherwise they might 
stumble over the kids who sit on the 
floor to watch a televised baseball 
game. If a customer goes back to 
the service counter he might have 
to wait a minute while a service man 
digs out a defunct and battered radio 
chassis for the red headed 12-year-old 
who likes to fool around with “con- 
densers and_ stuff.” 

That’s Robison’s, more formally 
known as E. Robison, Inc., with stores 
in Hartsdale and Scarsdale, N. Y. 
Although the three divisions of the 
firni—automotive, oil heating, and 
hardware and appliances—did an ag- 
gregate $1,600,000 in 1946 
$2,200,000 this 
year, a friendly and neighborly spirit 
is part and parcel of its operation. 


Optimism in 1921 


eToss ot 


and expect to reach 


It was the same story back in 1921 
when Eben Robison opened a gasoline 
station and Hardware store on Harts- 
dale Ave. He had an area of 22 by 
35 feet, two gasoline pumps, a stock 
on the small side of $1,000, and the 
predictions of all his friends that 
he would lose his shirt. But he had 
something else, too, an idea of service. 


SEPTEMBER 1, 


Robison’s is still there in its orig- 
inal location, though in much ex- 
panded form. There’s a huge garage 
across the street and another garage 
and a modern store in Scarsdale. Both 
Scarsdale and Hartsdale are commuter 
towns, within an hour’s train ride of 
New York City. 

The original Hartsdale store has 
crown wings at either end and now 
occupies over 100 feet of roadside. 
But there isn’t enough room, The 
walls and floor are packed cram-jam 
iull of housewares, paints, gardening 
tools, hardware—and appliances. It 
is, in short, sort of a cosmopolitan 
general designed to fill the 
needs of the whole family. Ranges, 
washers, radios, ironers and refrig- 
erators jostle for room to stand. On 
Saturdays, when the commuting hus- 
bands down with their wives 
to shop and the kids crowd in to watch 
the baseball game, Robison’s takes on 
the appearance of circus day in East 
Overshoe. 


store, 


come 


Robison’s is a friendly store. When 
William Schramm, manager of the 
appliance and hardware department, 
says, “this is one place where the 
customer is always right,” he’s not 
kidding. “We started small,” he says, 
“and we've built up a personal at- 
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CRAM-JAM FULL of everything from paints to ranges is the store interior, about half 
of which shows in this picture. Customers are casual, unhurried, shop in family groups. 


mosphere. Many customers ask for 
salesmen by name. Even our new 
sales people have personal following.” 

Those remarks are curious, be- 
cause Robison salesmen make little 
effort to clinch a sale. Often as 
not they’ll tell a customer that she 
doesn’t really want what she thinks 
she does. Charles Beattie, vice-presi- 
dent and general manager of the 
company, puts it this way: “Mr. Robi- 
son would fire anyone who sold a 
customer something she didn’t need. 
Once in a while when he is in the 
store and sees someone he knows 
buying a product he'll boom out, 
‘Don’t buy that thing, Mrs. Jones, 
it’s no good.’” 


No Displays 


Add to this the fact that in the 
Hartsdale store, at least, there are 
no “displays” in the accepted sense. 
Merchandise is merely plunked down 
on the floor wherever there happens 
to be room for it within the rough 
limits of certain merchandise classifi- 
cations. Back in a corner a diligent 
searcher might find a dusty display 
card, but as a rule there are no efforts 
to display merchandise in accordance 
with “up to date principles.” 

In the company’s Scarsdale store 
the appliances and radios have two 
large, well-decorated rooms to them- 
selves and imerchandise is arranged 
with considerable care. But still there 
are few posters, window streamers, 
signs or display cards. 

Again, add these words of Mr. 
Beattie: “We don’t use the normal 
methods and media of selling. We 
don’t sell the way the manufacturers 
tell us. We do no pressure selling. 


And we don’t rely on a prospect list.” 

This avoidance-of-pressure type of 
merchandising is paradoxical in the 
light of the estimated gross for 1947 
—$2,200,000, of which between $200,- 
000 and $225,000 will come from ap- 
pliances alone. Probably 60 per cent 
of this appliance total will be achieved 
by the Hartsdale store, the least 
glamorous and eye-appealing of the 
two. 

The reconciling factor is service. 
On each of the 40 bright red trucks 
is emblazoned the company shield 
which says, simply, “Robison Serv- 
ice.” This same device is on the 
top of the monthly Robison Reminder, 
an envelope stuffer. It is also on the 
lips of employees and, apparently, 
well imbedded in their thinking. 

“This is essentially a service opera- 
tion,” claims Mr. Beattie. “Our cus- 
tomers buy our service day and night. 
No appliance is better than the serv- 
ice that is behind it. We sell auto- 
matic heat, not just oil burners. We 
sell refrigeration, not just refrigera- 
tors. That is what the customer 
wants—and we do our level best to 
give it to him.” 

From the success of its operation 
it is apparent that Robison’s must go 
beyond mere good service. It has 
made itself a liked and respected part 
of the community. It contributes to 
all charitable organizations, makes 
itself felt in the life of the people 
who are its customers. 

Last month, when the Hartsdale 
mailman was staggering around with 
a load of Robison bills a housewife 
said to him, “You must have to de- 
liver a lot of those every month.” 

(Continued on page 236) 
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NEIGHBORLY TALKis Robison's stock in trade. 


Sam Robins (left) assistant store 


manager, and William Schramm, manager of the store, are experts at it. 


THE SWANKIER Scarsdale store is run by Albert Schramm (left), who, like his 


brother in Hartsdale, never sells the customer what he doesn't want. 
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FRANK STIRITZ, right, manages the appliance service department for Strouss- 
Hirshberg, leading Youngstown department store. Note on partition in back- 


ground pigeonholes where servicemen receive work orders, etc. 


LOOKING DOWN the small appliances repair bench, with washer and refrigera- 
tor repairs in the left foreground and background. Paint booth to the far rear. 
The Home Service Station boasts the best in all equipment for doing a fast, good 
repair job. 


Can the Department Store Cash in on 


SERVICING 


It definitely can if the service operation is tied 
in with the merchandising program, says this 
Youngstown, O., store—and their experience 
would seem to prove it 
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ABOUT 4,500 SQUARE FEETof « Strouss-Hirshberg Co. warehouse are occu- 
pied by the Home Service Station, which boasts a good plate glass front for dis- 
play purposes, but doesn't depend upon passersby for its $6,000 monthly gross. 


RADIO AND RADIO-PHONOGRAPH repair, with the last word in equipment 


to aid these repairmen, is Strouss-Hirshberg's answer to how to make this phase 


of appliance repair and servicing profitable. 


Men are paid hourly, according to 


skill and service, and some earn $100 a week or better. 


AN the department store cash 
in on service ior all kinds of 
appliances ? 

“You bet it can!” 
Strouss-Hirshberg Co., 
Ohio. 
record: 

In a year of operation its Home 
Service Station at 120 W. Wood St., 
has leaped from two to twenty per- 
sonnel (including five ex-G.l’s.): 
service trucks number three and four, 
where one formerly sufficed; the busi- 
ness began with a monthly gross of 
about $1,000—now it tucks away six 
times that figure every month! 

“And we're still growing,” said 
Frank Stiritz, manager, for- 
merly with Kelvinator in Pittsburgh, 
who set up the new department. 
reasons for 


affirms the 
Youngstown, 
And it proudly points to the 


service 


“There are a number of 
our success: 
“Strouss-Hirshberg has an enviable 
— in this area for quality 
Mention this name at 
iy doorstep, and the ‘Welcome’ mat 
is thrown at your feet. You're in. 


rchat idise. 


SEPTEMBER I, 


I’ve marveled at this ever since coming 
here. 

“We really give them something for 
their money, because we’re set up 
that way. No one likes to pay $39 to 
have an old washer repaired. I don’t 
either—but when you get that washer 
put into top shape, plus a_ beautiful 
enamel finish, gleaming like new, you 
feel that the money is worth it. That's 
the kind of job we do; it has the extra 
touches that make it complete. 

“We're working hand-in-glove with 
the appliance merchandising program 
of the store itself. We have three out- 
lets in Youngstown pushing appliance 
sales, with all salesmen impressing 
upon customers that we are equipped 
to do all appliance repair and main- 
tenance work. We're opening a new 
$100,000 appliance retailing outlet this 
month (June). 

“And lastly, but very important to 
the Home Service Station, is a paper 
work system that eliminates as much 
department store ‘red tape’ as can 
possibly be eliminated and_ still tie 
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TO THE REAR of the Home Service Station are facilities for bringing in and 
taking out appliances at the warehouse loading dock. Here a refrigerator, 
completely refinished, goes back to a customer, carefully wrapped and handled. 


A LATHE AND ACCESSORIES and a drill press, are accessible to repairman 
at the Home Service Station. Here a worker turns down a part for motor that 
goes into the refrigerator at his right. This kind of work brings more and more 
service calls, is demanding expansion of present facilities. 


in with the complicated records of 
the store and its customers. I and my 
associates have devised our own way 
of handling all work here.” 


How It Looks 


Let’s look at the physical aspects of 
the Home Service Station. It occupies 
about 4500 square feet of floor space 
in the front of a firm warehouse that 
sets away from the city business or 
shopping center. Therefore, it sells 
few parts over the counter, although 
the salesroom and offices put up a 
nice front behind approximately 1,000 
sq. ft. of plate glass. 

Behind the salesroom and offices, or 
in the remaining two-thirds of the 
floor space, are appliance repair sec- 
tions about equally divided as to work- 
ing area. They include: radio repairs; 
small appliance repairs; washer re- 
pairs; refrigerator repairs, and a re- 
finishing room. To the rear there is 
1ccess to a truck platform for loading 
ind unloading everything handled. 

Accessible to all the repair sections 


and more or less included in them 
along one side of the working area is 
equipment installed to do practically 
every kind of machine shop task re- 
quired in any complete repair shop. 
This equipment includes a lathe, drill 
press, buffing and grinding wheels, a 
wringer testing machine, a sink and a 
refrigerant transfer setup. Needless 
to say, every repair station has a very 
complete complement of tools. 

All service calls are received by a 
girl who prepares a small report of 
it with date, name, address, appliance, 
date of purchase, customer’s com- 
plaint, phone number and answers the 
question, “Do you have an account?” 
From this information a work order 
is prepared. Every morning outside 
servicemen get eight to ten of these 
work order calls to make. 

The customer or the serviceman can 
order the appliance into the Home 
Service Station for major repairs, 
after the appliance is seen and the 
matter is discussed. Some customers 
bring small appliances in themselves. 
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THE HOME SERVICE STATION makes a customer pleased, even if a repair 
bill is high, with those “extras,” such as refinished exterior, gleaming like new. 
A complete refinishing department, spray booth and all, expedites this kind of 


service. 


REFRIGERANT TRANSFER, sink, buffer and grinder and wringer tester are 
but a few of the pieces of equipment in the Home Service Station working area. 


The work order, incidentally, is de- 
signed so that one half carries all the 
information required by the service 
department, and the other half, all 
that required by department store pro- 
cedure. When folded, the work order 
becomes the exact size of the depart- 
ment store sales check, or half of 
4x34”. The folded paper is sent to 
the department store office with the 
proper side facing the operator of an 
International billing machine, and thus 
the work is expedited for “no hitch” 
operation. 


Envelope Goes Along 


A heavy manila envelope was de- 
signed with information such as: 
From ... Service Order No. . . .and, 
Work To Be Done, printed on its top, 
with a note to see instructions inside 
and not detach. This has a string for 
attaching to an appliance the minute 
it hits the Home Service Station, and 
it never leaves until the appliance 
reaches home. 

Still another special form is called 


“Uncompleted service call report,” 
and must be filled out if a call is in- 
complete 24 hours after call is received. 
It includes the customary identifica- 
tion information, and has space for 
listing missing parts or other reasons 
for not completing the call. This goes 
to management and gets prompt at- 
tention. 

Also, servicemen make out daily re- 
ports. A report such as this includes 
work order numbers, first initial of 
the last name of each customer, which 
the serviceman fills in at the start of 
each day’s calls. The next morning 
before starting that day’s calls, he 
completes the previous day’s report, 
filling out such information blanks as 
calls completed, calls held parts, calls 
held rechecking, mileage, account dis- 
tribution (hours, labor) and time card 
hours. 

“The latter information gives me a 
good check on a serviceman’s work, 
whether he’s giving me the real dope 
on the rest of the report, and so 

(Continued on page 108) 
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One Man Refrigerator Delivery 


Zeller's of Denver Comes as Near Making it Possible as Anyone Has. 


HE MANUFAC 


Gulden’s 


TURER oft 
nustard once said that 
didn’t make their profit 
from mustard that was eaten but on 
the mustard that people left on the 
edges of their plates. 

In the appliance business the num 
ber oi 


they 


send out to 
deliver or pick up a job is almost as 
important as the markup 

truck, the 


you 


men you have to 


For the cost of the 
of the big 
send along to wrestle with it, plus 
the time they consume, all cut into 
your ultimate dividend. That is why 


Harold R. Zeller, proprietor of Zel 


Wages 


brutsers have got to 


ler’s Refrigeration and Elect Shop. 
220 South Broadway, Denver, is en- 
titled to step up and take a low bow 
along with the mat vho ate the first 
oyster, 

For Mr. Zeller has been turning 


his genius to bringing 
way to get things like 


into and out of | 


out an easier 


One-Man Handling 


He has devised a truck, probably 
not patentable, but certainly a marvel 
in ingenuity, that makes it almost pos- 
sible for one man to handle the 
or pickup of a refrigerator alone. In 
fact, Joe Trujillo, who doesn’t weigh 
an ounce over 125 pounds dripping 


Ge ) 
wet, succeeded beautifully in jugglin 


ggiing 
an old Majestic refrigerator while 
your camera man was taking pictures. 


Secret of the 


Zelle: 


tronted by tiny 


truck is its bal 
y truck tires 
When Joe nudges the truck under a 
reirig and straps it on, all it 


takes is a pull to throw it off balanc: 


loon tires, 


erator 
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HAROLD R. ZELLER. He remembered the 
ice cream factory when he was in the Navy. 


Che job is narrow enough to wheel 
through doorways, and he lets it drop 

step to step, the balloon tires 
taking the bounce. When he gets to 
up-ends it, it rolls 


the bottom 
along on the two tiny wheels and 


Irom 


and 


the balloon tires. 


Toughest part of “the job lies in 
loading it in the company truck. Pres- 
ent technique is to hook the legs over 
the low tailgate—the truck is specially 
built—and yank it upright. Chances 
are that a ramp will succeed this and 
the refrigerator will be wheeled 
aboard. 

Harold Zeller makes no claim that 
t is strictly a one-man job 100 percent 
of the The fact is that it usually 
a couple of fellows to get a 


time 


takes 


ahead and one behind the load. 


HERE'S SISTER MARILYN, who answers the telephone and holds the fort when 


the boys are out. 
new refrigerator into the house, one 
But 
the third man is out, a clear saving. 
\nd there have been plenty of cases 
that took four men at $1.05 an hour to 
wrestle a delivery into position. 


All Planned Out 


The Zeller company, which did a 
$22,000 business last year, is the 
result of a good deal of brooding by 
Harold Zeller when he was in the 
Navy. He learned precision stuff at 
the Denver Ordnance Works and back 
in Iowa City had taken care of the re- 
frigeration in an ice cream factory. 
Out of the Navy he came in 1945, and 
did the obvious thing at the time, set up 


a service shop. He has four men 


SEPTEMBER 1, 


working for him at $1.05 an hour. 
One specializes on washers, another 
on refrigerators and a third takes on 
general repairs, such as motor wind- 
ing, etc. He has about $1,750 worth 
of equipment for doing repair work 
in his shop, owns a truck and is just 
starting to get appliances. 3est 
break that he has enjoyed was the 
Conlon line. 

The company couldn’t afford to 
keep a secretary until school let out 
and now sister Marilyn Zeller, 16, 
who is attending high school, is hold- 
ing the fort in the store and answers 
the phone. 

That’s the way a small business is 
run with everybody cutting all the 
corners possible. End 
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The Inland Empire Electrical Dealers 

Association makes a study of cost 
ratios, compared to pre-war, and 
comes out with some significant con- 
clusions for the future 


RE operating and sales costs 
lower today than pre-war ? What 
will happen to the relatively 

high profit ratios of today in a com- 
petitive era when sales costs rise? 

Questions like these are plaguing many 
retailers. One group, the Inland Em- 
pire Electrical Dealers Association, 
with 200 members in eastern Wash- 
ington and northern Idaho, decided it 
was high time somebody took a crack 
at finding the answers. The result of 
their efforts, shown in the box on this 
page, is probably the first post-war 
study of retailer operating costs in the 
appliance business. 

As a basis of comparison for pres- 
ent-day costs, the Association took a 
study made by this magazine in 1939 
on the average costs and profit ratios 
of 24 stores (published in ELectRIcAL 
MERCHANDISING, September, 1940). 
These averages are listed in the fourth 
column of the table. With this pre-war 
yardstick, the Association then set out 
to find the comparable figures on their 
members, 1946 operations. 


A 


Committee Appointed 


John F. Boothe, president of the 
Association’s parent chapter in Spo- 
kane, appointed a committee of three 
accountant members—Howard Cole- 
man, John Ruffato and Stanley Scho- 
field—who worked with Robert Wil- 
kinson, executive secretary of the As- 
sociation, to obtain the data from the 
member companies. These members 
were asked to submit confidential re- 
ports of their 1946 expenses on cost 
breakdown forms. Many of the 
dealers, the committee realized, were 
not fully aware of the extent or nature 
of their operating expenses and needed 
this information to influence their net 
profit. 


Three Sets of Costs 


Three sets of average cost ratios 
were developed from the reports: The 
average ratios of dealers reporting a 
net profit of more than 3 percent, the 
average ratios of those reporting less 


ELECTRICAL MERCHANDISING—SEPTEMBER I, 


than 3 percent, and the averages of 
all reporting dealers. 

The most significant interpretations 
oi the cost study can be made by com- 
paring the third and fourth columns 
of the table. Here it can be seen that 
the Inland Empire dealers enjoyed an 
average net profit in 1946 of 8 percent 
higher than that of the group of 24 
dealers studied in 1939. The Inland 
Empire dealers’ advantage lay entirely 
in operating expenses which totaled 
less by 16 percent than the ’39 group. 
Most of this difference was in selling 
expenses—salesmen, advertising, bad 
debt losses, trade-in losses, etc. In an 
era of heavier competition, these ex- 
penditures will naturally rise. 

Cost of goods sold to Inland Empire 
dealers in 1946 was higher by 8 per- 
cent of net sales than it was to pre- 
war dealer. This increase in the cost 
of goods (computed as beginning in- 
ventory, plus purchases, plus freight 
in, minus ending inventory) was not 
unexpected because of the reduction 
in discounts since 1939 and the higher 
costs always experienced by Western 
dealers as a result of distance from 
manufacturing centers. Higher cost of 
goods reported by “low profit” dealers 
(column 2) probably resulted from 
less cautious buying and inclusion in 
their cost ratios of some non-electrical 
items which tended to yield lower 
profit margins. 


Two Factors 


As for the 16 percent advantage in 
total operating cost enjoyed by Inland 
Empire dealers over the pre-war group, 
the evidence would seem to point to 
two important factors: improved oper- 
ating efficiency and the fact that in a 
seller’s market there was less need 
for training and paying salesmen and 
for advertising and promotional ex- 
penditures. However, as Mr. Wilkin- 
son very properly points out, a com- 
pletely fair interpretation of the data 
will credit some of the difference to 
lack of uniformity in reporting owners’ 
income. The success of a business is 
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ITEM COST RATIOS 
1946 IEEDA Cost Ratio Averages | 1939 
Net Profit | Net Profit | Average of | Aver. of 
over 3% |under 3%) all reports | 24 stores 
1. NET SALES 100.0%/,| 100.0°/,| 100.0°/, |100.0°/, 


ll. COST OF GOODS SOLD 
(Gross Profit) 


lll, OPERATING EXPENSE: 
A. Occupancy 


B. Administrative & 
General 


C. Selling: 
1. Compensation 
of Salesmen 
2. Advertising & 
Promotion 


3. Other Selling 
Costs 


Total Selling Expense 


D. Other Operating 
Expense 


TOTAL OPERATING EXPENSE 


IV. NET PROFIT 


71.9 76.2 72.9 | 64.9 
(28.1) 


15.9 21.4 17.1 33.1 


reflected not alone in net profit, but 
in the combination of net profit and 
owners’ salaries. It is possible, there- 
fore, that the 1939 figures included a 
higher proportion of owners’ income 
under administrative expense than did 
the 1946 averages. 

One of the direct results of the study, 
apart from providing the Association 
members with valuable data on their 
present operation, was to flash the red 
light on possible future trends when 
selling costs mount. This possible 
trend was outlined by Mr. Wilkinson 
in a letter to important appliance manu- 
jacturers. He warned them that: 

It can be assumed that future 
selling expenses will have to represent 
about as large a percentage of net 


(23.8) | (27.1)v | (35.1) 


3.4 3.2 3.4 3.5 


7.3 13.8 8.8 12.1 


3.9 0.4 3.1 7.7 


5.1 3.8 4.8 14.0 


sales as they did in 1939. We can, 
therefore, add 9.2 percent to the 1946 
average total operating expense to 
project it into the future. If by main- 
taining the highest degree of operating 
efficiency, dealers can keep their other 
operating expenses (administrative, 
occupancy and miscellaneous) at 1946 
levels, we will need to add nothing 
else. The addition of 9.2 percent to 
total operating expense will bring that 
figure to 26.3 percent, leaving a net 
profit of 8/10 of 1 percent. Such a 
condition would force most dealers out 
of business . 
these statistics will cause you to agree 
that most retailers will be seriously 
handicapped unless their gross margins 
can be extended. . .” End 
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KEYNOTE of Steiger's whole merchandising 
Ted Bedell to salesman Bob Howe. 


Steiger 


THEN the Albert 
Springfield, Mass., 


Co., 
depart- 


: ment store decided near the 
end ~ the war to re-enter the ap- 
pliance merchandising field which it 
] earlier deserted, no great inspira- 


7 


n was behind its selection of a sepa- 


rate building half a block away from 
e main store It was simply L (jues- 
space 
They had this partially empty 
building at 161 Bridge St.,” savs Ted 
Bedell, manag the hon appli- 
ce division which was used for 
storage and which had, on ihe zround 
floor, their hotel and restaura:' supply 
department. They casually suggested 
that it might be suitable.” 
Bedell snapped at the opportunity 
like a starving barracuda. Iere was 
the department store man’s dream, 


ipped right in his lap 
up his own de 


-a chance to 
partment and run it 


policy is suggestive selling, here reiterated and demonstrated by manager 


his own way, without bickering with 
other sections over space demands, ad- 
vertising problems, window display 
space, or location. 

The proposed new department im- 
mediately became his baby. After go- 
ing over the suggested plans of vari- 
ous appliance manufacturers who, quite 
naturally, tried to build the layout 
around their own products, Bedell got 
out pencil and paper and dreamed up 
his own ideas of what an appliance de- 
partment store should look like, especi- 
ally his appliance department store. He 
was mildly surprised, but gratified, 
when they received the unqualified ap- 
proval of Mr. Steiger. 

From the time the store opened in 
May 1, 1946, to February 1, 1947, the 
department did $307,000 worth of busi- 
ness. In March, 1947, the gross vol- 
ume was $61,009. In May it leaped to 
$70,000. Bedell’s ideas were begin- 


ning to pay off—and pay off hand- 
somely. 


Dollar Volume First 


In his initial planning, Mr. Bedell 
had to overcome one prime disadvant- 
age, that of location. The building was 
located on a side street, a good 100 
yards from Main St. This led him to 
the first link in his policy chain. The 
department must achieve dollar volume 
instead of traffic volume. Practically 
all other merchandising policies such 
selling, thorough em- 
ployee training, and complete product 
knowledge—stem from this one basic 
link. The proof of its strength lies in 
the fact that the average appliance sale 
is in the neighborhood of $200 and the 
average housewares sale totals $3.60, 
both comparatively high figures. 

The building, as Bedell originally 
found it, was not in the best of condi- 


as suggestive 


1 THE MAGIC CIRCLE of the Circle Shop, in the center of 2? NATURAL ENTHUSIASM was shown by both when they 


the first floor display area, is a wonderful place for promo- 
tional items, draws customers inst as it did this young 
couple. Sales manager Louis del Padre demonstrates an iron. 


came to the range department in the rear of the store. One 
of the most important items in a home, ranges were given 
a careful examination. 


The Albert Steiger Co., Spring- 
field, Mass., now devotes an 
entire building to appliances 
and radio, with sales and dis- 
play innovations to lure the 


cash customers. 


By ROBERT W. ARMSTRONG 


tion, had small windows, no appeal. He 
turned the front into windows that 
open the whole interior of the first 
floor. There are no window cases; 
the display floor is itself the window. 
On the first floor he put major appli- 
ances, the record shop, some radios. 
Housewares and radio display rooms 
occupy the second floor and heavy 
housewares (including the hotel de- 
partment) and the service department 
are on the third floor. Modern lighting, 
tasteful displays and a pleasing back- 
ground complete the interior picture. 
About planning the layout, Mr. Be- 
dell says, “My first thought was to 
have some spot on the first floor which 
would exert traffic pull. Being off the 
main street, we needed that. Traffic 
appliances were the natural answer. 
We set up the Circle Shop in the cen- 
ter of the floor and the 800 feet of 
space there has since become a won- 


NEXT STOP for the young home 
makers was the refrigerator and 
washer department, in plain view 
from the front windows. Steiger's 
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Steiger's 


Side 


deriul place to display promoted items. 
In July, for example, we used this 
area for a mass display of fans. We 
load the feature counter with items 
we are trying to promote and tie-in the 
windows and our advertising with this 
display. When General Mills irons 
first came out, for example, we used 
the whole area to promote them. We 
bought a lot of red and white polka 
dot cloth to carry out the General 
Mills motif and found the promotion 
quite effective.” 

Fanning out from the Circle Sinp 
are the store’s major appliance sec- 
tions. On the left, as the visitor looks 
toward the rear, are washers, freezers 
and refrigerators. On the right is the 
sewing machine department. At the 
left rear are the model kitchen and 
model laundry. Center rear are ranges, 
and in the right rear is the Record 
Shop. 

The success of the Circle Shop as 
a traffic puller is amply demonstrated 
by the fact that last Christmas it was 
used to promote gifts and turned a 
volume of $12,000 in the short pre- 
Christmas period. 

Second only to the Circle Shop as 
a traffic maker is the record depart- 
ment, managed by Hildegarde La- 
moureux, an active concert pianist, 
whose advice on records is law with 
many customers, 


Records Boost Sales 


“Frankly, I don’t look to records as 
a highly profitable department,” Be- 
dell admits. “However, it has been 
responsible for increasing our radio- 
phonograph sales about 30 percent. We 


does not go in much for diversi- 
fication of lines on major appli- 
ances, but is satified to stick to a 
few of the well-established lines. 


CROWDS LINED the streets during Steiger's pre-Christmas sales of hard-to-get small appliances, bought $12,000 


worth from the Circle Shop alone. 


try to keep as complete a classical stock 
as possible, mainly because our clientele 
shows about a 75 percent preference 
for classical music. Basing an appraisal 
otf the department on _ investment 
and inventory would reveal it as the 
least practical in the store, but on the 
good it does the appliance department 
it is an excellent department to have.” 

The origina! thought in creating the 
record department was to make it as 
completely a self-service cperation as 
possible. The idea proved inipractical 
because it limited the salesman’s op- 
portunities to increase sales volume 
and left teen-agers pretty much to their 
own devices—with the result that they 
could and would gather up an armful 
of the latest jazz discs and disappear 
into a listening booth for a whole 
afternoon, without making any pur- 
chases. Recently remodeled, the de- 
partment is now a combination of self- 
service and salesman-service. One rack 
in the center of the section, which holds 
the latest jazz numbers, is self-service. 
The rest of the department is operated 
on a “May I help you?” basis. 

As it now stands, the record section 
has six listening booths and includes, 
as one of its best features, the inclu- 
sion of all inventory in one area. 


RECORD PREFERENCES varied. He likes jazz, she likes 5 
classical. But they found both in the record section, man- 


Blonde wood counters and _ tables 
hold the housewares and small anpli- 
ances on the second floor. What was 
originally designed as the sewing room 
is now a display room for small appli- 
ances because Bedell found that the 
sewing machines sold better from a 
first floor location and that traffic ap- 
pliances increased second-floor traffic. 
Two huge, well-decorated radio listen- 
ing rooms run the length of this floor. 
One is devoted to table models and 
low-priced consoles while the other dis- 
plays high-priced models. 


Keep the Balance 


“We treat the housewares depart- 
ment as a specialty department,” Be- 
dell says. “Unless a customer de- 
mands a specific make of pressure 
cooker, for example, a salesman pre- 
sents the merits of all six available 
brands. In this way we can do a bal- 
anced job of selling and the practice 
has resulted in many manufacturers 
bringing us merchandise to offer it 
first in Springfield, simply because they 
know we will apply as much sales ef- 
fort to one product as any other. We 
feel that if we carry several lines we 
owe equal treatment to them all; other- 
wise we should limit the lines.” 


aged by Hildegarde Lamoureux (far right), an active con- 


cert pianist. 


The wide variety of merchandise is 
evident in the radio department. Some 
of the makes handled, for example, are: 
Bendix, Crusley, Emerson, Garod, Gen- 
eral Electric, Lewyt, Motorola, Philco, 
RCA, Sparton, Sonora, Stewart-War- 
ner, Telicron, and Zenith. Diversifica- 
tion is not so wide-spread among 
majors. Retrigerators are limited to 
General Electric and Philco; washers 
include General Electric, Bendix and 
Speed Queen; Universal and General 
Electric ranges; National Rotary sew- 
ing machines ; Eureka cleaners; Bendix 
and G-E ironers. 

The hotel and restaurant house- 
wares department, now on the third 
floor, was formerly operated pretty 
much by telephone. Today Mr. Bedell 
has two outside salesmen covering 
western Massachusetts and the depart- 
ment accounts for about 10 percent of 
the store’s volume, as against 66 per- 
cent for the major appliance depart- 
ment, 15 percent for housewares, nine 
percent for records and phonographs. 

While the store layout and decor is 
important in that it must attract cus- 
tomers down a side street, he most im- 
portant and most outstanding phase of 
the Steiger operation is the selling. 

(Continued on page 230) 


BREAKFAST TABLE appliances they found on the second 
floor, in what used to be the sewing room. 
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MAN WITH A PLAN —W. C. "Bud" Bradshaw, whole- 
saler of refrigeration and air conditioning, has brought the 
small town appliance dealers into the full line picture. 


Even the small appliance dealer is sell- 
ing large air conditioning and refrig- 
in California's 
Joaquin Valley, thanks to the dis- 
tributor-dealer program of W. C. 
Bradshaw, Fresno wholesaler. 


eration jobs 


San 


By HOWARD J. EMERSON = 


BEHIND THE DEALERS is the newly-remodeled office, engineering, service and shop facilities that 
handle any size installation. Bradshaw's business was destroyed by fire in 1946. 


EFRIGERATION air 
R conditioning can be a profit- 
able line for many i 
appliance retailers if they receive the 
proper help from their distributor,” 
says W. C. Bradshaw, Fresno, Calif., 
wholesaler of the York and McCray 
lines, who has developed a dealer-dis- 
tributor program that is enabling deal- 
ers in his area to do nearly $400,000 
worth of air conditioning and refrig- 
eration business this year. 

Bradshaw has worked out a plan 
that enables any properly franchised 
retailer, even the small town appli- 
ance dealer, to sell up to 10 hp. 
refrigeration and 15 hp. air-condition- 
ing, and to do it profitably without 
extra overhead, The answer is a well- 
developed distributor’s organization 
with men, materials, facilities and ex- 


] tric 
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perience which can be fitted in where, 
when and if needed to complete the 
lealer’s requirements for the job. 
sringing about the development of 
this program was Bradshaw’s analysis 
of the air conditioning and refrigera- 
tion business: “This industry has come 
of age. No longer is it a by-product 
of the sheet-metal trade and the home 
refrigeration business. We can’t leave 
it up to the public to buy. Nor can 
we rely on the fabricators to do the 
selling. Refrigeration and air condi- 
tioning need the same quality specialty 
selling that it took to put over the 
older, closely related major electrical 
appliances. And we all know that the 
strong factor that helped build the 
appliance business was the dealer-dis- 
tributor relationship. It is time now 
to have that same team working in 


WHAT WILL BE A FULLY-EQUIPPED, 


AIR CONDITIONING 


this business. We believe we have 
made a major step toward putting the 
merchandising of air conditioning and 
refrigeration on a sound, profitable 
through this plan which we 
worked out over the last two years.” 


The Bradshaw Plan 


All retailers franchised by Brad- 
shaw fall into one of three groups: 


|. Those who purchase air conditioning 
and refrigeration machinery on an outright 
basis, assuming their own responsibility for 
engineering and installation. 

2. Those who sell and install any size equip- 
ment, but who rely on the W. C. Bradshaw 
Co. for engineering data, material list, 
layouts. 

3. The dealers who function as salesmen 
only, turning over to Bradshaw all the engi- 
neering, design, layout, fabricating and 
installation. 


basis 
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W. C. Bradshaw Co, — 


17 by 60 foot showroom for full lines of air conditioning 
refrigeration equipment, is now rather bare because Bradshaw's dealers sell everything they can before 
they get it. 


REFRIGERATION 


4a 


The result to the customer is the 
availability of local dealers who can 
sell and install quality air conditioning 
and refrigeration regardless of their 
size. To the dealer it is a plan that 
enables him to hold onto his local mar- 
ket by being able to sell it without be- 
ing handicapped by lack of or size 
of an engineering and _ installation 
staff. To the Bradshaw concern it re- 
sults in a complete coverage of its ter- 
ritory by dealers who, alone or with 
Bradshaw’s help, can provide custom- 
ers with the same high quality jobs 
necessary to build and maintain the 
reputation of the dealers, the distribu- 
tor and the manufacturers. 

A basic factor in the plan is that the 
independent dealer is top man—always 
it is the local dealer who maintains all 
contact with the customer. All men 
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ONE OF BRADSHAW'S FRANCHISED DEALERS, Madera Electric Co., Madera, Calif., is doing a $90,000 business in air conditioning and refrigeration as 


supplement to Hotpoint-RCA-Norge-Bendix appliance business. 


refrigeration, up to 15 horsepower air conditioning, with engineering and installation help from his distributor. 


from Bradshaw’s staff, when called in 
to work with dealers in groups 2 and 
3, are under the direction of the local 
dealer. All billings are made by the 
dealer to the customer. 


Appliance Dealer in the Picture. 


While the Bradshaw merchandising 
plan has its effect in developing strong 
refrigeration and air conditioning 
specialists, one of the most important 
results is to bring the small town ap- 
pliance retailer into the picture for 
much more of the air conditioning and 
refrigeration volume than he could ex- 
pect without such complete distributor 
help. It enables him to supplement his 
store sales of such plug-in refrigera- 
tion as household refrigerators, home 
and farm freezers, store walk-in and 
reach-ins, beverage and water coolers, 


plus evaporative coolers and room 
conditioners, with the sales of the oc- 
casional heavy duty, engineered cool- 
ing or refrigeration installations. 
Through his sales of plug-in equip- 
ment he has been in touch with many 
local jobs that he couldn’t consider 
because of the engineering and instal- 
lation staff needed. 

One such appliance retailer is the 
Madera Electric Co., Madera, Calif. 
Twelve years of appliance retailing in 
this 7,000 population community and 
its 45 mile trading zone have put 
owners S. L. Richmond and R. S. 
Ecker in a good merchandising posi- 
tion, backed up by such franchises as 
the full Hotpoint line, Bendix, RCA, 
Norge and Zenith. But until they be- 
gan to operate under the Bradshaw 
plan they were confined to plug-in 
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refrigeration and room-size air condi- 
tioning. Now, with the opportunity 
to sell quality engineered jobs, up to 
10 horsepower in refrigeration and to 
15 horsepower in air conditioning, 
their gross sales volume for air con- 
ditioning and refrigeration alone is at 
the $90,000 a year level. A relatively 
small dealer concern, in a relatively 
small market area, Madera Electric 
nevertheless can offer a complete line 
of air conditioning and refrigeration, 
from the heavy duty York jobs they 
can sell for Bradshaw to install, to 
McCray store fixtures. Amana and 
American R&M home freezers, Sim- 
plex reach-in boxes, Victor coolers. 


Backing Up The Dealer 


W. C. Bradshaw could not have 
created such a program for his dealers 


Co-owner R. S. Ecker, right, shown demonstrating a home freezer, can sell up to 10 horsepower 


until he had organized his own con- 
cern to provide all the experience, 
knowledge and facilities necessary to 
make the plan work. The company 
had been started in 1944, but founder 
W. C. Bradshaw was no newcomer in 
the business. From 1936 to 1938, 
he was a salesman for the California- 
Fresno Air Conditioning Co. From 
1938 to 1942 he served as manager. 
For the next two years he served the 
Army Air Forces, managing air con- 
ditioning installations in 31 air bases 
in 8 states. 

With this knowledge, he opened his 
own concern in 1944, Soon he had 
analyzed the industry, had come to 
certain conclusions: 

1. The mis-application of air con- 
ditioning and refrigeration equipment 

(Continued on page 244) 
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Profits 


ED W. SCHLOSS, manager of the store. 
Residents of the Gulfport area have come 
to refer to the shop as “the used radio 
store," 


IFFERENT from the usual run 
| ) of electrical equipment stores is 

the Guliport Appliance Co., 
2504 Thirteenth Street, Gulfport, Miss. 
It's different in appearance, in stock 
and in methods of merchandising. 

In the first place, this busy shop on 
one of the coast city’s main thorough- 
fares, is scarcely 15 feet in width but 
its shelves and display cases contain 
almost everything to be found in an 
electrical well as sporting 
goods, fishing tackle and hundreds of 
household articles. Shoppers who like 
to browse among gadget merchandise 
find it irresistible. 


shop as 


But these gadgets are traffic items 
only. The specialty of the Gulfport 
Appliance Co. is radio trade-ins, and 
according to Ed W. Schloss, manager, 
approximately 50 percent of the firm’s 
volume is radio business. While most 
radio dealers are fretting about profits 
and Mr. 
Schloss and his staff go blithely on 
their way, excellent net 
gain and laying the groundwork for 
future business. factors are 
chiefly giving the 
store a good net profit in radio turn- 
overs, Mr. Schloss 

“The first of these is 
arrangement,” he explains. 


competition these days, 


showing an 


Two 


responsible lor 


says. 
service 
“We have 


our 
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APPROXIMATELY 50 PERCENT of the firm's business is 
Customers walk in with radios and record 
players—like this one—in all kinds of condition and inquire 


radio business. 


about trade-in values. 


THE GULFPORT APPLIANCE CO. is in excellent position 
to utilize displays and depend upon word-of-mouth adver- 
tising since the store is in the heart of a zone where residents 


who “crank up and go to town" are sure to pass. 


The specialty of the Gulfport Appliance Co., Gulfport, Miss., is radio 
trade-ins. A good service arrangement and absence of advertising 
costs are the factors which boost net profits. 


a working agreement with a local elec- 
trical repair service 
man. He does all of our service work 
take 


cover our 


appliance 
and we in enough on repairs to 
own radio work. We charge 
repair work but 
such that 
there’s profit enough to take care of 


minimum rates for 


the volume of business is 
the costs of new parts, equipment and 
work on radios, 
which is the only repair work we do 
ourselves.” 

Mr. Schloss’ repair department is 
handled by two well trained radio men. 
After the radio is reconditioned it is 
placed on a display shelf, tagged with 
a price and offered for sale, backed 
by a guarantee. 


reconditioning used 


No Sales Commissions 


The second factor in boosting net 
income is the fact that Mr. Schloss 
has no outlay in advertising or sales- 
men’s commissions. According to his 
reasoning, the employment of outside 
salesmen would be an _ unnecessary 
He is in excellent position 
to utilize displays and to depend upon 
word-of-mouth advertising since his 
city is small, about 18,000, and is in 
the heart of a 15-mile Gulf Coast 
trading zone where the residents who 
“crank up and go to town” are sure 
to pass his store. 


expense. 


THE BUILDING OCCUPIED by the Guilf- 
port Appliance Co. is on one of the city's 
main thoroughfares and its display cases 
contain almost everything to be found in an 
electrical shop. Shoppers who like to browse 
among gadget merchandise love it. 


He depends upon two displays to 
market both his new and used radios. 
In the front windows which dominate 
the small store front, radios are the 
chiet showpieces, usually flanked by a 
number of eye-catching household 
The windows are changed fre- 
quently but the contents rarely are 
varied. Inside the store, a four-tiered 
section is featured containing almost 
every model and brand of radio, topped 
by a big sign marked “Used—Special”. 
These are the reconditioned radios 
which he has traded in. He sells 
them on down payments and guaran- 
tees them for 30 days. Since the 
store opened in April 1946, this used 
radio display has been a main exhibit 


needs. 


of the store and it is the constant fea- 
ture of this display which has made 
it widely known to buyers in the Guli- 
port section, 


No Standard Trade-in 


Mr. Schloss has no standard trade-in 
rate on radios. He allows 
he feels the traded radio is 
estimating the time and equipment 
needed to put it in good shape and 
figuring what a fair profit should be. 
Naturally, since it is a major source 
of income, he must maintain a repu- 
tation for fairness and honesty in 
his dealings, and he must impress 
his buying public that here is a shop 
which specializes in radio. End 


whatever 
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SPIN THE DIALSand you'll know how much to pay. All the dealer does is figure how much he can afford for average sales costs 
and what the salesman's volume should be. The Compensation Selector does the rest. 


HAT dealer is a fortunate man 


who can say to his new salesman, | 


“Joe, you and I both agree that 
you should be able to sell a minimum of 
$30,000 worth of appliances in a year. 
I can afford an average sales cost of 
10 percent. On that basis, I will pay 
you a weekly salary of $29, a commis- 
sion on each sale of three percent, a 
two percent bonus each month if you 
make your monthly quota, and a yearly 
bonus of 1.5 percent if you make your 
yearly quota. So, if you make your 
exact quotas during the year, you will 
get an income of $3,258.” 

The salesman’s next question, of 
course, is “Yes, but what if I sell $35,- 
000 worth?” 


Simple with the Gadget 


“Then you make a yearly income of 
$3,666,” comes the quick response. 
“And if you fall short and only sell 
$25,000 you make an income of $2,425.” 

That’s quick figuring, but by using 
Compensation Selector recently in- 
vented by the Frigidaire Division of 
General Motors Corp., it’s simple. It’s 
done with a simple plastic gadget that 
was worked out by G. W. Plumly, now 
of the company’s sales department, but 
earlier the designer of a wartime bomb 
‘alculator extensively used by the 
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AAF. Designing the compensation Se- 
lector took him 500 hours and involved 
50,000 separate calculations, but his 
product should save 500,000 hours and 
500,000,000 calculations by appliance 
dealers. A similar device is applicable 
for commercial appliance salesmen. 


Many Methods Used 


In one selling area it is possible to 
find ten appliance store owners who 
pay their salesmen in ten different 
ways. One will use straight commis- 
sion, another straight salary, another 
a big commission and a small salary— 
and so on. Many of these dealers will 
admit that it is pretty much a guess 
work operation. Some, who would like 
to pay commissions, are afraid of them 
because they have had no absolutely 
safe and sure method of working out 
the principles. 

Now that’s all been done for them. 
With Mr. Plumly’s plastic chart, the 
dealer simply turns a dial until the 
salesman’s estimated yearly volume 
appears in a window. Then he turns 
another dial to the sales cost percentage 
figure he thinks he can afford. By look- 
ing in the remaining windows he sees 
at a glance how much weekly salary 
that salesman should receive, what his 
commission per sale is, his monthly 
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and yearly bonuses, his monthly and 
yearly total income. Then, by turning 
the gadget over he can read the sales- 
man’s average earnings if he sells more 
or less than his quota and can see 
what his, the dealer’s, sales costs are 
for the salesman’s volume. 

In other words, no matter how close 
the salesman comes to his estimated 
annual volume, the dealer always knows 
exactly what he is paying that man 
and what his own sales costs are. 


Salesmen's Performance Record 


Accompanying the Selector is a 
pasteboard card, the Frigidaire Appli- 
ance Salesman Performance Record, 
one for each salesman in the organiza- 
tion. On this the dealer breaks down 
the salesman’s yearly quota into specific 
amounts for different appliances. 
Assuming that he expects the salesman 
to do a $30,000 business, he might set 
the January quota for refrigerator sales 
at $600, range sales at $430, and water 
heaters at $205. In adjacent columns 
he lists the salesman’s actual sales for 
those periods and those items. In an- 
other column he records monthly quo- 
tas and monthly sales. He also records 
monthly salary, commission, and bonus. 
These all add up at the bottom of the 
card to the salesman’s yearly income. 


A fair method for 
figuring compensa- 
tion is provided by 


Frigidaire's simple 


new gadget. 


The breakdown of monthly quotas is 
up to the dealer. No one knows better 
than he, for example, how well refrig- 
erators sell in June, how poorly in De- 
cember. 


Flexibility Provided ay 


According to Frigidaire, the Com- 
pensation Plan, which is an inherent 
part of the Selector, combined with the 
Performance Record, provides maxi- 
mum flexibility for both dealer and 
salesman. The dealer gets protection 
on all sales cost percentages even 
though the sales volume falls below the 
assigned quota by as much as one-third. 
Thus, if a salesman who is expected 
to sell $30,000 worth of merchandise 
only comes through with $14,000, the 
dealer’s sales cost is 13.8 percent, only 
about three percent greater than it 
would have been if the salesman had 
attained his quota. However, if Joe 
Salesman falls below that figure the 
dealer had either do some quick revis- 
ing or, better yet, hire a new salesman. 

The Compensation Selector provides 
60 different pay plans with sales costs 
ranging from six to 12 percent— 
enough to cover any dealer’s operation. 
It has the answers for paying salesmen 
who sell anywhere from $8,000 to $60,- 
000 of appliances a year. End 
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How Dealer Can Get PUBLICITY 


It's Not to Be Confused with Advertising, but It Often Pays Off Like a 20-to-1 Shot. 


AMBLING dollar of the pro- 
motion business is the dollar 
spent for publicity. 

T 


It can get a man or a firm talked 
about from coast to coast overnight: 
Witness the man who sold a refrigera- 
tor to an Eskimo, the firm that got 
Vice president Dawes to smoke an 
underslung pipe, the press agent who 
persuaded Anna Held to take a milk 
bath. Henry Ford was always rub- 
bing his hands and asking his adver- 
tising men, “Have you started any 
new Ford stories on me? No easier 
way to get your name in everybody’s 
mouth 

Don’t confuse publicity with adver- 
tising \dvertising is power, but it 
works in proportion to the power put 
beliind 

Publicity is a device that responds 
n proportion to the way it hooks up 
vith the quirks in human nature—and 

th the product. It can backfire, it 
can have the whole town talking, it 
can bring crowds on the run. But, 
like firing a cannon, it needs to be 


done by someone who understands 


to do it. 


Walt Daily's Methods 


rom Walter Daily, publicity ma: 
who has much as 


(General 


done as anvbod\ 


for appliances Electric, 
Bendix, Lewyt) comes the statement 
that nearly all publicity 
originate locally. 

Which means that the local dealer 
can get a mighty lift from publicity 
sources if he will pay attention to 


stories can 


is torce, 

Walter Daily got his start in study- 
ing publicity as a force when he was 
a Yale student. Summers he taught 
swimming at fashionable Allenhurst. 
He noted the magic of the big names 
—how they attracted interest and at- 
tention out of all proportion. He 
became advertising manager for Gen- 
eral Electric. Came 1933, the de- 
pression year, and General Electric 
was bringing out its complete kitchen. 
A good publicity theme was desper- 
ately needed. During his budding 
years he had known Broadway and 
theatrical people. A “42nd Street 
Special” train flashed into his mind. 
It would travel across the land and 
be good local publicity in each town. 
It could carry movie stars who would 
bring people to the depots in swarms, 
people who would hear the story of 
the new kitchen. 

Walter handled the train like a 
veteran showman. Each distributor 
in each town was visited, and he in 
turn stirred up dealers, who passed 
out tickets. The local papers and 
radio were flooded with pictures and 
stories of what was to come. There 
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WALTER J. DAILY 


PUBLICITY gives much-needed romance to an advertising pro- 
gram. It gives it a broadness and an effectiveness not possible in 
any other way. It can surround an ordinary washer, refrigerator or 


vacuum cleaner with glamour. 


ADVERTISING, SALES PROMOTION AND PUBLICITY work 
hand in hand to build brand preference for a product. No ingredient, 
even quality of peas or price, is so important. With brand prefer- 


ence, the merc 


andising structure is stabilized. The right dealers, 


retail salesmen and distributors are attracted. Very few manufac- 
turers seem to grasp this fundamental fact—which may partially 


explain why so few lead the field. 


PUBLICITY, LIKE ADVERTISING, is a strategic operation. It 


should be connected with the 


roduct—there should be a reason 


for it, and it should be timed, when possible. Knowing what to do, 
when to do it and how, are very important. 


THE BEST KNOWN DEALERS in any city are not necessary the 
largest advertisers—in fact one of the best known in the country is 


only a moderate advertiser. But he has a shrewd understanding of 
good publicity. In addition, of course, he knows good merchandising. 


was advertising of the complete 
kitchen to be seen by visitors at the 


train. 


Result, a dramatic smash that 
caught nationwide interest imme- 
diately. Over 5,000,000 people were 


contacted. While the interest was 
redhot, General Electric followed 
with a commercial film, “Just Around 
the Corner,” in which Bette Davis, 
Joan Blondell and several other stars 
acted. 

In the years that have followed 
Walter Daily has perfected his tech- 
nique of associating a product with 
the great—people, events, etc. 


At an Edison Electric Institute con- 
vention recently Dorothy Lamour 
dropped in and was _ photographed 
with numerous home service directors. 
It was an indirect approach, but it 
did things that no amount of adver- 
tising could accomplish. 


Appliances for Publicity 


Walter Daily developed the idea 
of keeping a certain number of ap- 
pliances for publicity purposes. He 
rushed a washer into a home just 
when Life Magazine was starting to 
take photographs on “Life in Cali- 
fornia.” A southern preacher in Ten- 
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nessee got a washer for his camp 
meeting at a time when they were 
not to be had for love or money. 
“Truth or Consequences” and other 
celebrated radio shows got washers 
when they were as rare as dinosaur 
eggs. 

He put a scout on the job to con- 
tact Hollywood and Broadway radio 
writers and get plugs put in for his 
product. That is how it happened 
that Jack Benny and Fred Allen ut- 
tered the name of his product on their 
programs. 

Walter Daily has even been sus- 
pected of running a humorous want 
ad offering a case of Scotch whisky 
for a washer, or two cases for his 
product—a gag that was copied by 
Time and went all over the network. 

In his presentations he frequently 
switches from dry statistics to a card 
bearing a funny cartoon. “It often 
gives much needed relief,” he said. 

Dealers and distributors can always 
benefit from the fact that they are 
local people, and local papers and 
radio stations plug them whenever 
possible, he points out. Not long 
ago Mr. Daily passed out little news 
stories, written with blanks, to mem- 
bers of the appliance industry to whom 
he was talking. Fill them out, have 
vour girl type them, and send them 
to your Icocal papers when you get 
back home, he advised. They did, 
and nearly 100 per cent found the 
local papers printed the material. 
It read: 


Heavy schedules of newspaper advertis- 
ing on Blank laundry equipment will be 
carried through the spring months in 
ee eee and other cities in the distribu- 
dea ..who returned yesterday after 
a two day advertising conference, etc. 


“Publicity must be news, not ad- 
vertising,” says Mr. Daily. “Never 
deliberately try to put over free ad- 
vertising disguised as publicity. It 
won’t work, but instead will turn an 
editor against you.” 

A few months ago he held a series 
of six advertising “clinics,” which 
were attended not only by the dis- 
tributors’ advertising managers but 
by many of the sales managers and 
the executive heads of distributor- 
ships. All phases of national and 
local advertising were included—but 
publicity was featured. For publicity 
was an activity which was _ not 
thoroughly understood. Plans were 
formulated, not only for local adver- 
tising, but for cohesion on the na- 
tional publicity program, as well—and 
the distributors exchanged ideas on 
the best ways in which the dealers 
can organize their publicity efforts. 

(Continued on page 233) 


1947—ELECTRICAL MERCHANDISING 


‘ 
how 
\ 
i | 
{ 


i—but 
icity 
not 
were 
udver- 
na- 
—and 
as on 
lealers 
fforts. 


SING 


COMPANY TRUCKS cover the city of New Orleans and the signs on the side of the 
trucks tell their own story. The enthusiastic heads of the firm specialize in obtaining 
scarce merchandise for appliance-hungry customers. 


The hustling operators of the firm of Felix J. 


Commagere, Jr., in New Orleans believe that 


selling electrical appliances is as much fun as it 


is profit and they are enjoying both. 


FELIX J. COMMAGERE, JR. president of the firm which bears his name in 
New Orleans, is a dynamic young man who operates a dynamic business. He 
says the photo exemplifies the firm's motto: ‘Just phone and it's yours!" 


= their efforts to ring up heavy 
sales, some retail appliance dealers 
swear by advertising; some swear 
by salesmen; others just swear. 

Not to be overlooked among the 
facets which make for good merchan- 
dising is the all-important factor of 
enthusiasm, and two live-wire opera- 
tors down in New Orleans, La., who 
practically have set that city ablaze 
with their merchandising methods, use 
it as their greatest weapon in selling. 

Felix J. Commagere, Jr., president 
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of the appliance firm which bears his 
name at 3340 Frenchman Street, New 
Orleans, and his partner, Alfred Lo- 
Cascio, Jr., are dynamic young men 
who operate a dynamic business, Their 
enjoyment in the business is apparent 
and their enthusiasm evident, and it is 
with obvious pride they point out that 
they have brought their company from 
a small, war-time maintenance and re- 
pair shop to a healthy sales organiza- 
tion. 

“We love this business!” says Mr. 
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COMMAGERE 
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WASHING MAL HINE 


THIS IS ONE FIRM THAT doesn't believe in large display space. Here, Mr. Com- 
magere dons his best sales smile and proceeds to demonstrate the washing machine to 
a New Orleans housewife, right out on the street. 


MR. COMMAGERE'S live-wire partner, Alfred LoCascio, Jr., shown here with Mrs. 
LoCascio, the firm's clerical head, looks something like a matinee idol but sells ap- 
pliances like bubble gum at a grammar school picnic. He says it's fun. 


LoCascio seriously. “It is a pleasure 
to every person in our employ to han- 
dle electrical appliances whether he be 
official, salesman, maintenance or re- 
pairman. I firmly believe this is the 
keynote to any success we might have 
attained and is the doorway to future 
business building. If you aren’t en- 
thusiastic over it, there’s not much use 
to be in this game.” 


Figures Don't Lie 


The enthusiasm shown by Messrs. 
Commagere and LoCascio has paid off 
in big profits and they don’t mind 
showing their books to prove it. In 
February, 1942, when the firm opened 
for business, it grossed $8.50 for the 
first week, In February 1947, just five 
years later, it grossed an average of 
$14,875 per week. The story of this 
rise in the business world is one which 
shows many enthusiastic angles of 
merchandising which these partners 
have used. 

In the first place, the firm has been 
unusually successful in obtaining 
equipment to sell. A carload of wash- 
ing machines, ranges or refrigerators 
looks like manna from Heaven to most 


dealers, but to the New Orleans live 
wires, such deliveries are common- 
place. Let Mr. LoCascio explain how 
it’s done. 

“There’s no secret about how we 
get goods to sell,” he says. “We hap- 
pen to know that Mr. X has motors in 
Tennessee, while Mr. Y makes wash- 
ing machines in Georgia. By keeping 
a close check on the nation’s industries 
and with friends throughout the coun- 
try to keep us posted, we know these 
things. Well, we make it a point to 
meet both Mr. X and Mr. Y and to 
bring them together. As a result, we 
get a very good quota of washing 
machines, 

“It’s the same way when we learn 
that Mr. B has found sufficient steel 
to manufacture window and attic fans 
in Louisiana; Mr. A, meanwhile, is 
making motors in Indiana; we intro- 
duce A to B and the result is that we 
are among the few dealers who can 
supply the trade with hundreds of top 
notch window fans—with motors.” 

This probably is one explanation of 
how the Commagere trucks can run 
about the city of New Orleans with 

(Continued on page 243) 
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PLENTY OF SPACE for personal selling is provided in Reiman's 3,000 square 
feet of showroom. Reiman, above, now sells one of every three who come into 
the store. 


SOCKET APPLIANCES AND VACUUMS get their break at the entrance to 
the model kitchen area. Miss Catherine Fitzgerald, above, completed the sales 
training course provided by the Los Angeles Department of Water and Power. 


REIMAN'S MODEL, ALL-ELECTRIC kitchen demonstration area was designed 


with help of loca! municipal utility's dealer relation department. Everything works, 
and usually there is the aroma of coffee on the Hotpoint range. 
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NEW STORE, new location, new neighborhood, for Carl Reiman, Los Angeles, is result 
of much research and planning, plus a desire to gamble on tomorrow's opportunities. 


ANY APPLIANCE dealers 
M have changed, many more 


will change their store’s loca- 
tion for one reason or another. Some 
will do it as wisely, with as much study 
and planning as did Carl Reiman of 
Los Angeles. Others may not be as 
successful when they make that difficult 
decision—whether or not to leave a 
well-known, well-established location 
where the market is known, and move 
to another spot, a new neighborhood 
where the appeal is the long-range 
market that will not reach its peak 
for sometime to come. 

For Carl Reiman made that deci- 
sion and made it successfully. He 
pulled up stakes and moved into to- 
morrow’s market. He moved Reiman 
Appliances from the Manchester-Ver- 
mont Aves. shopping section in south- 
west Los Angeles nearly two miles 
to a shiny new store on Western 
Avenue. At his old location you 
could hardly see the sidewalk for the 
people; where he is now, you'll never 
injure an elbow as you stroll down 
the avenue. Kids play soft ball in the 
several acre lot across the street. But, 
Carl Reiman already is doing a dollar 
volume 50 percent larger than he 
ever reached at the old location, and 
his real sales potential is ahead. - 

Behind Reiman’s success is a 
knowledge of how he wanted to oper- 
ate a retail appliance business, thor- 
ough familiarity with his market area, 
cooperation from the local utility (Los 
Angeles Department of Water and 
Power), and the willingness to gamble 
a known level of business today for 
a much larger volume in the years 
to come. 


Against the Old 


When Reiman decided to move, he 
had studied every factor for both loca- 
tions. He could even list them, some- 
thing like this: 


SEPTEMBER 1, 


For the old location: 1. Fifteen 
years of appliance retailing in the 
Manchester-Vermont shopping area 
had made Reiman’s store known to 
every oldtimer in the neighborhood; 
a large wartime service business had 
brought his organization in touch with 
the thousands of newcomers to that 
area; 2. Street traffic—he was located 
in one of the busiest neighborhood 
shopping sections in Los Angeles, 
where there was no shortage of people 
on the sidewalk. 

Against the old location: 1. The 
section had changed during the last 
five years, had become a concentrated, 
high-pressure, price-conscious, bally- 
hooing business center—Reiman had 
not changed, did not intend to change 
his method of retailing appliances 
through personal contact, with per- 
sonal service and attention to steady 
customers; 2. Competition—five other 
appliance retailers within one block 
created a constantly-increasing flow 
of comparison shoppers, increased 
Reiman’s store operating cost yet 
helped but little in enlarging his busi- 
ness which he had based on personal 
service and attention; 3. Franchises 
—too many dealers, too few good 
lines, was the situation at the old 
location. While Carl Reiman was 
content to operate a personally man- 
aged business with adequate profit 
from a volume running about $100,000 
annually pre-war, $150,000 now, an 
estimated $200,000 in ’48, he was not in 
a good position to fight for franchises 
in a neighbborhood where manufac- 
turers and distributors could expect a 
different kind of selling to produce 
much larger volume; 4. Physical rea- 
sons which made it necessary {for 
Reiman to have more space, but sot 
necessarily change his neighborhood. 
His appliance and radio service work 
had outgrown the space available at 


the old location. His showroom was 
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inadequate to provide space for the 


It takes courage to change 


neighborhoods after 15 years of appliance 


selling in one location, but Carl Reiman of Los Angeles saw opportunity in 
a newly-developing section, gambled present business for future profits— 
and is already ahead of the game. 


— model kitchen and laundry which he 
oo wanted as demonstration areas. 

= Reiman looked this over, figured he 
~ S would do better in the long run if he 
Fhood ; moved away from the Manchester- 
had Vermont intersection, 'ocated where ‘ 
h wie he could avoid the bad {features of this ASSISTING Carl Reiman and other LA dealers in store and merchandising problems is 
o that over-cpeuded comter. vee cold be the city's Department of Water and Power dealer relations department headed by 
located is Maar ’ Howard Burdick, above, left. Eddie Baker, right, is the dealer contact man who helped 
orhood where he could count on the increasing Reiman. The map shows the city of Los Angeles, with pins indicating location of every 


ngeles, 


business of a growing neighborhood. 
He felt that: “There was more chance 


retailer of major appliances. 


—— for my type of selling in a developing 
Ty neighborhood. People building new other dealers in southwest Los Reiman’s new store on Western is an area of one-family homes, mostly 
. oo homes, families living in recently- Angeles, Reiman was able to get a Avenue adjoins the new Alto Theatre, relatively new. There is plenty of 
he last over-crowded center, yet could be statistical picture of the area. He a movie house increasingly popular space for further building, with much 
trated, that need and appreciate personal serv- could see that his entire market area with residents in that area who for- of it under way now. Within eight 
Baga ice and attention from their appliance had 220,000 people, 69,000 residential sake the more crowded shopping sec- blocks of Reiman Appliances, 800 GI 
ea dealer. I needed a location where consumers of electricity, a potential tions where parking is difficult. To homes are under construction. De- 
change that type of market would be indicated 3,000 new homes in the near future. a great extent, Reiman found that partment of Water and Power fig- 
liances for the future to comprise my store Baker showed him that there were the theatre had a family clientele, a ures showed Reiman that there was 
fh per- trade ard local concentrated selling 3,336 electric ranges and 1055 electric valuable asset to his store. To cap- a higher-than-average number of 
steady area. At the same time I felt that I water heaters already installed there  italize on his position, he has his homes in this neighborhood which 
e other would be getting a location more suit- and that there were 2062 homes in showroom lighted every night, with already were wired for ranges and 
> block able for the people from all over the southwest section that were now _ the lights timeclocked to turn off after water heaters, but which were not yet 
g flow Southwest Los Angeles who come to wired for range and water heater but the last show is out. To get extra equipped. That is what Reiman sees 
creased my store or are brought here by which did not have these appliances. attention from the movie-goers, he de- as the basis for a satisfactory volume 
= = my salesmen. They didn’t like the The saturation for ranges was 5 per- signed a storefront that utilizes the in the future. But even today, with 
1s DUSI- 


yersonal 
unchises 


shopping madhouse that characterized 
the old location.” 


cent, compared to 7 percent for Los 
Angeles as a whole. Water heater 
saturation was 1% percent, compared 


movie-marquee type of letters to em- 
phasize “radios-refrigerators-ranges- 
washers-vacuums” to everyone that 


the new store in operation only since 
November 2, 1946, results are evi- 
dent. On the strength of his new 


v good Gets Utility Aid to 3 percent for all of Los Angeles. looks for the theatre’s listing of the location, his many years of experi- 
the old In selecting a new site, Reiman That was Reiman’s market area. current feature. ence, Carl Reiman has the Hotpoint 
an was enlisted the aid of the Dealer Rela- Within it he would locate where the The now-vacant land across the and Westinghouse franchises, Norge, 
ly man- tions Department of the Los Angeles neighborhood offered additional ad- street has been leased, and through Bendix, Ironrite, Maytag, and other 
e prot Department of Water and Power, the vantages. Such a site was found at the utility he found that his new store good lines. Although he has moved 
$100,000 city’s municipal electric utility. This 8956 South Western Avenue, two would be across the way from a new nearly two miles from his old loca- 
_, = dealer relations group, part of Bob miles from the old location. In se- Woolworth, a  Sontag-chain drug tion, he says that he still has main- 
wheha Cockfield’s Residental Sales Division, lecting this location, Reiman had store, a Newberry’s, a Kress Super- tained most of his regular customers, 
anchises and headed by Howard Burdick, has Baker's help in his study of the lo- market, and other large stores that that the latter are willing and pleased 
nanutac- facilities for assisting dealers in site cality, the number of competitive retail would eventually bring him a satis- to come to the new store because the 
expect a location, store layout, design, construc- outlets serving it, the various fran- factory street traffic, particularly that parking is easier, because they can 
produce tion and illumination, as well as co-_ chises held by these dealers, the num- coming in autos. meet and discuss their appliance needs 
ical rey operative appliance demonstrations, ber of adequately-wired homes where As for the neighborhood which or problems with Reiman in a more 
acy 10 salesman and executive training, home ranges and water heaters could be dealer relations man Baker helped him pleasant and quiet atmosphere. 

but sot economists, and merchandising helps. installed without additional expense _ select, there is every evidence that the Reiman’s expressed need of a loca- 
borh i. Through Eddie Baker, the depart- to the purchaser, the neighborhood’s tomorrow into which Reiman has tion that would enable him to carry 
vay in ment’s dealer relations man who called building program as projected in moved will be a profitable one for his on his method of personal selling has 
ilabl : regularly on Carl Reiman and the building permits and leases, etc. type of retail appliance business. It (Continued on page 92) 
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BIGGEST APPLIANCE NEWS SINCE THE TRU- HEAT Us 


iT SEALS 
(ITSELF: 


NO TWISTING or turn- 
ing to get this cover on! 
Simply place it in posi- 
tion on the pan and when 
cooking conditions are 
correct it seals itself auto- 
matically, perfectly. 
NO EFFORT to lock the cover in place or 
remove it! A fingertip touch on the Feather- 
touch Safety lock anchors the cover in position 
for self-sealing. Unlocks easily, too . . . but only 
after pressure is reduced. 

NO GUESSWORK about pressure or timing! 
A quick glance at the big, clear figures on the 
Cookminder pointer dial tells the amount of 


GENERAL MILLS PRESSUREQUICK SAUCEPAN— COMPANION TO THE SENSATIONAL TRU-HEAT IRON— Both sponsored by Bett Crocker 


PAGE 58 


pressure saucepan so easy to sell! 


pressure in the pan and when to start counting 
cooking time. Cookminder is also an automatic 
pressure release. 

NO WAITING for pressure to go down after 
cooking is finished. With most recipes, when 
cooking time is up, simply push the Pressure- 
Quick Slide Release and pressure goes down 
quickly, safely, right at the range. 

NO WONDER women will want the new 
General Mills PressureQuick Saucepan. They’ll 
be reading about it for the first time on the 
back cover of the November 15 Saturday Even- 
ing Post ... and they’ll be making beelines to 
your store to see it...and buy it. 


SEPTEMBER 


THIS BETTY CROCKER GUIDE comes with if 


the most authoritative cook hook ever pub- 
lished by a saucepan manufacturer. 


HERE'S YOUR TIMETABLE 
1. Shipments to distributors start in early October. 


2. Shipments to dealers start in early November. 
3. National advertising breaks Nov. 15 with a full 
color ad on the back cover of the Saturday Evening 
Post . . . plus ads in This Week Magazine, in local 
newspapers ... plus network radio on the Betty 
Crocker Magazine of the Air! 


isa 
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MISS JESSIE ISAACS, manager of the record department, is an authority on nearly 
all kinds of music and possesses a large record collection herself. She is in charge of 


the concerts staged by City Appliances. 


OFF THE 


RECORD 


The concerts staged by City Appliances of 
New Orleans aren't quite as elaborate as 
those seen in Carnegie Hall, but they're pay- 
ing off for an enterprising dealer who believes 


in fostering good music. 


EXT to the movies and the cir- 
N cus, probably the most popular 
type of amusement in America 
is the concert. Whether it’s a string 
ensemble in Boston or a hillbilly outfit 
in Boone’s Cross Roads, the concert 
is one of the most widely attended 
forms of entertainment today. 

One of the nation’s newest concert 
halls—though it isn’t quite as large 
or sumptuous as Carnegie Hall—is an 
attractive electrical appliance store 
occupied by City Appliances at 4120 
South Claiborne Ave., New Orleans, 
La. A series of concerts has been 
planned by Albert J. Harris, manager 
of the store, which will bring to 
residents of his community almost 
every type of amusement from the dis- 
sertations of Jerry Colonna to the 
violin wizardry of Fritz Kreisler. 

It’s all done with records of course, 
and while the plan has just been inaug- 
urated, Mr. Harris foresees a land- 
Office business not only in recordings 
and record players but in larger ap- 
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pliances as well. The concerts staged 
by City Appliances are not on such a 
scale as to worry James C. Petrillo, 
but Mr. Harris figures he will provide 
many an entertaining half-hour or hour 
ior club and high school groups, mean- 
while building up good will among 
the residents of his community and in- 
cidentally, laying the groundwork for 
increased sale of all kinds of appliances. 

His procedure for staging one of 
the concerts is simple but thoughtful. 
rhe first step is to invite one of the 
many clubs in his trading area to the 
concert, which is free of course. Natur- 
ally, the club officers are consulted as 
to the type of music and any special 
munbers desired. The fixing of the 
date and time is made, and nothing re- 
mains except for the club members to 
get in their cars and drive over to 
the store at the appointed time. 

“No selling is done during the con- 
cert at all,’ Mr. Harris says. “We 
simply want people to come, listen and 
have a good time. Of course we keep 
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MRS. MARION MORGAN, clerk at City Appliances, checks over the numbers to be 
used at a record concert, as Albert J. Harris, store manager, looks on. The concert 
room has a seating capacity of 50 to 60 persons. 


A WIDE VARIETY and choice of records has built this department into a major traffic 


puller. 


a register of those who attend. This 
identifies the invited group and furn- 
ishes a prospect list which we can call 
on at any time. 

“It’s a natural.” Mr. Harris con- 
tinues. “We have the space, the rec- 
ords, the equipment and the trained 
personnel, All the neighborhood has 
to furnish are the listeners. Where 
did I get the idea of giving concerts ? 
Well, there are plenty of club groups, 
high school groups and others who 
sometimes find it a hard matter to 
whip up a program. I figure we can 
provide a ready-made program for 
them and at the same time get them 
into the store here and acquaint them 
with our merchandise. It should be 
mutually beneficial.” 


Has Own Concert Room 


The first feature which Mr. Harris 
counts on to make his recorded con- 
certs a success is the fact that the 
entire second floor baleony of the City 
Appliances building is a natural con- 


Records are placed at the back of the store. 


cert room. Approximately 23 by 45 
feet in size and easily seating 50 to 60 
persons, it presents almost perfect 
excellent lighting and a 
roominess lacking in most 
small concert halls. The floor is pol- 
ished hardwood and fans are so lo- 
cated that they cool every part of the 


acOUsLICS, 


sense ol 


The second tactor tor making the 
concerts a success is the great stock 
Mr. Harris knows 
his concerts are a 
diversified group and while some of 
them will demand Bach and Beethoven, 
there are just as many adherents ot 
He is pre- 
pared to cater to the tastes of almost 
any listener and before his “concert 
season” runs through, he expects to 
present programs ranging from grand 
opera 


of records on hand. 
that listeners at 


Basie and boogie-woogie. 


selections to the crooning of 
burl Ives. 

Miss expert in 
recordings, has been placed in charge 
(Continued on page 96) 


Jessie Isaacs, in 
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ls The Small Town 
Dealer Getting His 


SHA 


nanaager of Central Illinois 


nafield, laims they re not and 
to a number of manufac- 
answers 


June 10, 1947 


I should like to present a thought for your careful considera- 
tion. It has to do with the allocation of major appliances 

to the distributors who are serving your dealers in the 
smaller communities. The thought is this: Wouldn't it be 
good business now to give these dealers a bigger share of 
your production? My reason for the suggestion is based on 

the present situation as we see it in our general area. 


First, it appears that many of the appliance manufacturers’ 
outlets in the larger cities are "filling up" and in some 
cases "backing up" on orders for appliances. Yet the dealers 
in the smaller communities are still receiving only an inter- 
mittent trickle of appliances. This situation understandably 
creates some "bad feeling" among the small town dealers, 
particularly those who have gone to St. Louis or Chicago and 
made their own check-up on the matter. Their natural 
conclusion is that they are not getting a fair break on 
allocations. 


Regardless of whether or not the conclusion is correct, 
wouldn't there be immediate as well as long-range benefits 

to your company to step up substantially the shipments to 

your distributors for supplying these small town dealers? 

The obvious immediate benefit is that these dealers still have 
people waiting to buy ranges, refrigerators, washers and 

water heaters, so that merchandise shipped to them moves out 
immediately instead of possibly standing still in a city 
warehouse or store. 


The long-range benefits are several, it seems to us. Con- 
Sider, for example, the fact that the big market for electric 
ranges has been, and undoubtedly will continue to be, in the 
smaller communities. Yet you, as well as we, are daily losinzZ 
a sizable part of that market and the loss is permanent—for 
some years to come. By that I mean that many people who 

would prefer to buy an electric range get tired of end)<ss 
waiting and buy an LP range instead. Not only is that par- 
ticular sale lost, but how many other potential electric range 
sales will it influence? If the purchasers of the LP range 
are satisfied with its performance (and most of them are) 

we can be sure that they will "sell" the LP idea to others 

who might otherwise buy electric. 

In turn, the future sale of electric water heaters is like- 
wise affected, since it is so closely linked to the use of 

the electric range. Concerning refrigerators, it is my 
impression that for every thousand meters, the small towns 
have a greater number of potential buyers, and of larger 
Sizes, than is true of the same number of meters in most 
cities. As for washers, there surely is no question that a 
bigger percentage of families in small towns do their launder- 
ing than is the case with city families. 


I am sure that your staff has been making plans for meeting 
the "buyers' market." Isn't this a logical time to give the 
"small town" classification of that market a better break 

on present allocations? 


Concerning our background in this matter, you may be in- 
terested in these few quick facts. We serve 161,000 resi- 
dential and rural customers, living in 498 communities. We 
do not sell anything but light bulbs. There are 898 appliance 
dealers in the towns we serve. In the reports they gave us 
for the month of April, 210 of these dealers reported "no 
sale" of any major electric appliances. Reason — they had 
none to sell. 

Very truly yours, 

B. L. PALM 

Commercial Manager 
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COMMENTS FROM MANUFACTURERS 
Company A 
Appreciate very keenly position you take. 
Quite rapidly turning to policy suggested. 
True that market outside metropolitan area more stable. 
Company B 


Thoroughly agree that larger city markets are filling up more quickly than 
smaller areas. 


From our first shipments after the war up to present time, we have shipped 
only on quota basis to large and small communities, regardless of pleas or 
pressure. 

Company C 


Have consistently favored small dealer in small town—in fact, have over- 
done this. 


Our company has for many years made the smaller dealer and small town 
its chief distribution. 


Think we have already followed your suggestion and assure you we will 
continue to do so. 
Company D 


Rest assured every consideration is given smaller counties, along with 
major markets. 


Part of reason 210 dealers in your area reported no sales—too many dealers 
in business today. 

Company E 
Cognizant of situation—closely watching our distribution in markets of 
this size. 


Under present production conditions, it is not possible to radically move in 
this direction. 


However, we closely work with problem to see that percentage of our pro- 
duction going into these markets is on basis that their potentials warrant. 


Company F 
We agree that we must be alert to buying trends in large and small markets, 


and must adjust our thinking in regard to distribution of products in line 
with existing conditions. 


Have endeavored to handle distribution of products on every fair and 
equitable basis, and not to favor any one type of dealership or market 
over another. 


In future, it will be our aim to distribute our products in such a way that 
all our products will move to ultimate consumer in shortest possible time. 


Company G 
First 5 months this year we have shipped to markets under 10,000 population 


approximately 60% more products than the buying power index figures 
indicate should have been shipped. 


In markets under 5000 population, we have shipped almost 100% more thar 
the potential indicates should have been shipped into such markets. 


Assuring you of our continued interest in the smaller markets. 
Company H 
Recognize considerable justification in your request. 


In general, in making allocations we have endeavored to take into considera- 
tion general economic factors, retail and wholesale estimates of current 
buying income, our own and the industry's pre-war and current distribution— 
extension of electric lines into rural areas, expansion of bottled gas activities. 


Handicap of material shortages resulted in low volume production and admit- 
tedly forced our distribution too heavily into larger metropolitan areas at 
expense of small towns and rural areas. 


Recently, with our expanding volume of production, we can tend toward 
former recognition of an increased scale of small town and rural markets. 
Company | 

We have continuously emphasized to all our distributors that their small 
town and rural areas are tremendously important now and for the future. 
lf the smaller cities and towns of the country are, being given less than their 
potential share of our allocations to distributors, this is being done without 
our knowledge or approval, and we can, and will, again call this to the 
attention of our distributors. 
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Presents the 


Easiest Ironing Teaching 
Method Ever Offered! 


Personalized 
Home Instruction 


COURSE 


The “HIT” of the Summer Market at Chicago. 


Consists of records and a visual guide with large illustra- 
tions—teaches a woman in her own home how to iron every- 


thing on a Qn&x Ironer. 


You’ll want this—it makes ironer demonstrations and sales 
simpler and easier. 


| EXCLUSIVE WITH 


WRITE TODAY FOR FULL INFORMATION 


WASHERS 
" ore DIVISION, 1824 So. 52nd AVE., CHICAGO 50, ILL. 
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CONLON-MOORE CORPORATION 
SIN¢ 


WHEN MOTHER NATURE 


When the darkness season starts in September, there’s 


going to be 3 times as much waking darkness . . . 


And during the Triple Darkness Season there'll be 


3 times as much need for flashlights and batteries ... 


Get ready for 3 times as much business with Ray-O-Vac 
LEAK PROOFS—they’re guaranteed and they stay fresh! 


DARK MONTHS AHEAD MEAN BRIGHT LEAK PROOF SALES... 


POWERFUL 
RAY-O-VAC 
AMPAIGN 
TARTS IN 
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-RAY-O-VAC LEAK PROOFS 
GIVE You 


THIS DRIVE IS TIMED RIGHT 4 | 
—TIE-IN RIGHT NOW! 
Ray-O-Vac’s powerful Triple 
Darkness-Triple Business fall 
campaign is big profit news 
for you. And you'll get more 
help than ever before! ees 

New Sales Calendar gives é | 
you timely LEAK PROOF | 
merchandising ideas. 

Free Sales Helps include new 
admats, door or window decal, 
window streamer, displays. 

National Advertising 
78,605,474 readers:6f Amét 
ica’s best magazines. Get set 
for September sales today!” 


Ray-O-Vac Company, Dept. E-97, Madison 3, Wis. 
Gentlemen: 
Please send me the free Ray-O-Vac Triple Darkness-Triple Busi 
1SCONSIN 
SAN FRANCISCO 
(1131 STERICK BLDG. 423 SHELDON BLDG. 
| 
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istinctive New Product... 
for Widespread Need 


METCHERS 


STYLED IN STEEL 


Here it is . . . the sink that most satisfactorily meets the 
need for unusual capacity and convenience—a product of 
the combined experience, research, and know-how that has 
made “American Kitchens” the pride of the homemaker 
and the envy of competition. 

This double bowl, double drainboard sink—66 inches 
wide—provides utmost working comfort, convenience and 
beauty. Its outstanding features—such as larger bowls, 
front to rear, due to exclusive American design, wide 
drainboards, extended front and recessed bases, rounded 
drawer interiors—give retailers and home furnishings men 


Total width . . . 66 inches Each bow! 15 x 193 gx7 inches 
Depth, front to back . . . 25 inches Three storage compartments 
Height, incl. backsplash .. . 40 inches Two regular drawers 
Drainboards 143 16x193 g inches Two concealed drawers 

* 


reason for pride over their part in its development—and 
provide important reasons for recommending its installa- 
tion in new homes or remodeled kitchens. 

Note the numerous and unusual advantages of this new 
sink...designed to make kitchen tasks easier for any woman. 


AMERICAN CENTRAL 


Division—Aveo Manufacturing Corporation 


Connersville, Indiana 


HETCHERS 


STYLED IN STEEL 
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A definite attitude toward open win- 


dows and outside salesmen has helped 
J. B. Duff, of Savannah, Ga., to build the 
Modern Radio and Appliance Corp. into 
one of the foremost firms in his section. 


“WINDOWS, like sideshows, were designed 
to draw people into the store." 


VERY passing blond is a mental 

hazard; a firewagon is a dis- 

rupter of organized thought and 
two or three oglers who stand and 
rubberneck through the windows can 
completely undo the finest sales talk by 
the most expert salesman. 

Those are the sentiments of J. B. 
Duff, owner and operator of the Mod- 
ern Radio and Appliance Corp., 111 
East Broughton Street, Savannah, Ga. 
Obviously an old head at the business 
of selling, Mr. Duff has done some- 
thing about it. Experience has taught 
him, he says, that the customer desires 
privacy when buying and good busi- 
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ness dictates that the dealer give it to 
him. 

“The customer isn’t a goldfish,” says 
Mr. Duff, ‘and he shouldn’t be treated 
like one. I’ve been in the appliance 
business a long time and one of the 
first great truths I learned was that 
people who buy major appliances just 
don’t like to be watched while buying 
them. I closed up my windows imme- 
diately and I haven’t had to contend 
with ‘snoopers’ and outside inter- 
ference since.” 


Has Closed Windows 
What Mr. Duff means by closed 


windows is that the windows of his 
store are complete in themselves and 
sealed off from the rest of the store 
by means of back walls. He formerly 
operated an appliance store in another 
city and during his occupancy of this 
store, which had open windows, he had 
plenty of time to observe the effect on 
the buying public. 

“Those open windows ceased to be 
windows and became part of the store,” 
he recalls. “People who came in to buy 
couldn’t concentrate on what the sales- 
man was saying and the salesman 
couldn’t concentrate on saying it. 
There was too much going on outside 
and we lost all kinds of business.” 

Mr. Duff advances some pretty good 
arguments for the closed window type 
of appliance store. Since he has tried 
both kinds, he appears to be well 
qualified to speak with authority. 

“Tt isn’t a trivial matter at all,” he 
declares, “I realize that there are mer- 
chants all over the country who are 
building shops with large plate glass 
windows which in effect, opens the 
shop right out on the street. It seems 
that the majority of architects are rec- 


By A. B. WINDHAM 
CARTOONS BY THE AUTHOR 


ommending such buildings. But con- 
sider the several angles. At bridge 
club meetings for example, the ladies 
have definite opinions on equipment 
and the most powerful source at the 
club predominates. Suppose shy little 
Mrs. Doaks goes out to buy a washer. 
She’s looking it over when powerful 
Mrs. Roe, the club president, barges by 
and peers in. Immediately Mrs. Doaks 
goes to pieces and doesn’t buy the 
washer because she knows Mrs. Roe 
favors some other washer. 

“Then there’s the fact that windows 
were designed to draw people into the 
store. They’re like a sideshow which 
puts out only one or two attractions to 
draw people in, If you have open win- 
dows, what good are spotlights—how 
can you focus attention on something 
with a moving background of people? 
No matter how much lighting and 


“PEOPLE who buy major appliances just 
don't like to be watched while buying them." 


decorating you do, it is still over- 
shadowed by the inside of the store 
itself.” 


No Outside Salesman 


Another argument advanced by Mr. 
Duff is that when the dealer eliminates 
his windows, he eliminates the oppor- 
tunity to appeal twice to the eye—out- 
side and inside. In other words, choice 
traffic items may be placed outside to 
get the customer in, and others may be 
placed inside to accent the store’s mer- 
chandise. 

A second business rule by which Mr. 
Duff swears is the rule of not having 
outside salesmen. He feels as strongly 
on this matter as he does about win- 
dows and has built his present business, 
one of the foremost in Savannah, with- 
out employing outside salesmen, al- 

(Continued on page 242) 
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for Appliances 


Some of the methods used in gather- 
ing votes work as well in business as 
in politics, the mayor of Meridian, 
Miss., has learned. He built a good 
business by using the experience 
gained in years of campaigning. 


J. H. LATIMER, manager of the Century Supply Co., discusses 
some new appliance literature with Mrs. Dugan Merritt, home 
economist, whose specialty is demonstrating washers and ironers. 


A WIDE VARIETY OF APPLIANCES is highlighted by a background of household sidelines in the modern store operated by 


FRANK L. "JAKE" JACOBS, head man of the 
city of Meridian, Miss., has learned a lot about 
the public during his term as mayor and now he's 
applying much of this experience to his electrical 
appliance business, 


MRS. DUGAN MERRITT, (left) home economist for the Cen- 
tury Supply Co., is a widely known Meridian housewife and 


mother of four children. 


Meridian'’s Mayor Jacobs. The store is one of the best known in East Mississippi. 
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THE REAR OFFICES of the appliance store are utilized by 
Mayor Jacobs as a campaign headquarters and customers are 
used to examining refrigerators and other appliances under 
signs which advertise both equipment and politics. 


IS honor, the mayor of Merid- 
H ian, Miss., hasn’t let any foli- 

age sprout under his pedal 
extremities. He not only is an astute 
politician, he’s a shrewd electrical ap- 
pliance dealer who knows how to sell 
appliances as well as he knows how to 
garner ballots. 

As this is being written, Frank L. 
“Jake” Jacobs, city father of the 50,000 
souls in Meridian and one of the city’s 
outstanding appliance dealers, has just 
cast his hat into the Mississippi guber- 
natorial race. When this article ap- 
pears in print, the race will be over 
and Mr. Jacobs will know his fate. (If 
he’s elected, he will join Gov. M. E. 
Thompson of Georgia, as one of the 
nation’s two state heads who are ap- 
pliance dealers. ) 

‘But win or lose, I’ll still be in the 
appliance business,” says Mr. Jacobs, 
owner of the Century Supply Co., 813 
Twenty-Second Avenue, Meridian, 
“and I'll still be serving the public as 
well as I know how with the best | 
can deliver in sales, service and satis- 
faction.” 

In his two years as an appliance 
dealer—he opened his shop in Novem- 
ber 1945—Mr. Jacobs has built up a 
business by extreme attention to detail 
and a wise course of sales planning 
which reflects a good deal of the ex- 
perience he has gained in his political 
life. Since going into business he has 
inaugurated a series of steps which has 
built his store into a major one of 
the East Mississippi area and has set 
an example which might well be fol- 
lowed by any up-and-coming dealer 
who wants to make good in the busi- 
ness. 


Steps to Success 


These steps are the same steps which 
many a successful political candidate 
has used to get elected to office and to 
stay there. They are (1) get a good 
manager; (2) get the vote of the 
women (3) stage a series of good ral- 
lies, and (4) advertise yourself. Of 
course, as Mr. Jacobs points out, these 
moves must be sincere and you've got 

(Continued on page 238) 
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TABLE TOP 


AUTOMATIC ELECTRIC 
HOT WATER HEATER 


TEL-50-D 


gaiton 


TEL-35-D 


35 gation 


There is a MERTLAND in the size 
and style your customers will want 
Tall round, low round, square or table top, you'll 
find just the Mertland Automatic Electric Hot Water 
Heater that suits your home. Round models in 
capacities from 10 to 80 gallons. 


CHECK THESE MERTLAND FEATURES 
for quality, durability, convenience and 
economy 

* UL APPROVED. 


* Heavy gauge galvanized steel tank, hot dipped. 
Made and galvanized in Mertiand’s ultra-modern 
tank and galvanizing plant. 


* Fully automatic, adjustable, snap action tempera- 
ture control. 

* Chromalox quick heating immersion type heating 
unit. 


* Working pressure guaranteed 150 Ibs. (Tested 
300 Ibs.) 


* Protected from corrosion by Mertland Magnesium 
Anodic Rod (optional equipment). 

* Thick, blanket type Fiberglas insulation all around 
tank. 

* Eight coats of white enamel baked on heavy 
steel jacket. 

* Inlet baffle evenly distributes incoming water. 

* Heavy gauge copper wiring. 

* Internal heat trap prevents hot water circulation 
through house system except when drawn. Saves 
fuel. 

4 Wattages and voltages to your specifications. Can 
be furnished wired for limited demand. 

* Black base conceals mop marks; flush to floor. 


> 


_ _M.M. HEDGES MANUFACTURING CO., Inc., Chattanooga, Tenn. 


— GOOD AUTOMATIC ELECTRIC HOT WATER HEATERS 


This is the FIRST table top heater in standard cabinet size that has 50 GALLON CAPACITY. ’ 
Special Fiberglas insulation, compact but with full insulation value, makes possible the extra 
tank capacity in a unit of standard overall size. This gives the highly desirable combination 
of a space saving unit which furnishes ample hot water for automatic laundries, dish washers, 
and the increased hot water needs of the average home today. 

Mertland Table Top models, 35 and 50 gal., are standard cabinet size 24” x 24” x 36” with 
4” back splash. Panelyte top is tough, acid proof, will not ring. Burning cigarettes will not scar. 
Cabinet finished in 8 coats baked white enamel. Black enamel base has 4” toe space. Point-by- 
point comparison with any other heater is invited. 


Mertland has all those extra features that count. 


WHOLESALERS in areas not conflicting with present outlets are invited to ask about the 
Mertland Franchise. 
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THE BOYS use this paint cabinet when working on metal. 
Ventilation takes all the metal dust out that way. 


L. M. BILDSTEIN, who heads the Maytag 
Rocky Mountain Co. 


O who has ever set 

ty] Kansas weekly there 

ing of familiarity 

n the y being so success- 
fully en pl Ve rv the M ivtag Rocky 
Mountain ( § Colorado Springs. 
It has be rty years since Old 
Doctor Drury used to stalk majesti- 


ally in country newspaper offices and 


“Here. boy, set th 5 up.” 

The copy he handed out rang with 
t headl [ cure Piles! Why 
suffer when Dr. Drury will be at the 
Montezuma Hotel Aug. 7-9. Make 
arrangements i private consulta- 
tion. See an expert with your 


troubles.” 
That 
whelming appeal to the local worthies. 
While 
S| > 


gna 


“expert” stuff had an over- 
the town doctors sat by and 

ied their teeth in jealousy, Dr. 
Drury filled his consultation rooms 
with afflicted brethren who probably 
did not want their private afflictions 
gossiped about locally. 
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pipe keeps the air sweet. 


SERVICE MANAGER Tom Beazley has a 


service school on the floor all the time. 


The Maytag Rocky Mountain Co., 
distributors work from lovely 
Colorado Springs, have dusted off this 
oldie and are working it 


who 


with per- 


fect success 
Expert Advice 


“They bring washers in in baskets,” 
relates Henry H. Perkins, sales man- 
ager. ‘We first set up an arrange- 
nent with a dealer who has a good 
department. Then 
forthcoming clinic. 


we adver- 
We give 


the local newspaper some publicity on 


tise the 


the visiting expert which always rates 
We invite the 
public to come in—and as you guessed, 
an ailing or 
squeaking washer on her premises, or 
who has not been satisfied with the 
repair work she has gotten from local 
authorities 


newsworthy mention. 


every woman who has 


comes dashing down to 
consult with the expert. <A hatful of 
logical prospects immediately _ tip 


themselves off as being in the market 
for repairs or new washers. 


OUTSIDE, PLEASE, for gasoline motor exhaust. This 


BUBBLE BATH blown by compressed air beats agitation 


for cutting the grease off parts. 


HENRY H. PERKINS, sales manager, got 
his job by growing up in Colorado Springs. 


“We invite other Maytag dealers 
in the area to attend the service clinic. 
They bring their service men along, 
and they work on the mechines under 
the supervision of our expert. These 
service men learn how to do a com- 
plete rebuilding job under the tutelage 
ot George R. Henderson, our service 
supervisor. 

“Figure that the dealer gets at least 
$20 of labor on each job, plus a profit 
on the sale of parts, and you can 
see that the clinic works out very 
well.” 

Maytag Rocky Mountain Co. stems 
from the days when members of the 
Maytag family started it in Colorado 
Springs because they liked the climate. 
Today under the guidance of L. M. 
Bildstein, president, Henry H. Perk- 
ins, sales manager and Tom Beazley, 
service manager, it encompasses a 
distributing operation that probably 
covers more rough territory than any- 
thing else in the United States. The 
Mountain States is their oyster. 


SEPTEMBER I, 


Maytag Rocky Moun- 
tain Co. finds the 
public will come 
a-running to discuss 


washer problems. 


How this territory is traveled may be 
something that any distributor will 
be interested in. 

“Mr. Bildstein, who is a flyer, uses 
a Stinson airplane,’ Henry Perkins 
‘But we do not find an air- 
plane economical for short jumps. The 
salesmen get around their territory 
by car. They go over some of the 
awfulest roads in the world. We have 
found it worked out best if we pay 
them $175 a month flat for expenses, 
which covers automobile mileage, 
repairs, foods and hotels. Of course 
each man turns in an expense book 
and if there is anything extraordinary 
it is allowed. 


relates. 


Flat Rate for Cars 


“We have found that automobiles 
do something to a salesman’s psy- 
chology. One man drives a Buick, 
another a Ford, a third a Chevrolet 
and another an Oldsmobile. The kind 
of car a man uses affects his men‘1! 

(Continued on page 239) 
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Here Is Why The Coleman Dealer Finds It Easier 
To Turn Oil Heater “Lookers” Into Buyers 


Coleman name—known to 
millions, an accepted quality 
standard for 46 years 


Coleman’s extra features— 
engineered for proved 
better performance 


Coleman’s national 
advertising that wins ready 
acceptance— easier sales 


Coleman’s hard-hitting 
sales helps identify your store 
as Heating Headquarters 


The Coleman oil-heater business isn’t running out 
of customers! That’s because customers get what 
they really want in Coleman. True, many “off- 
brand” dealers are being forced to costly price-cuts 
and unprofitable deals. But Coleman dealers are 
gathering in full profit sales! Coleman’s 46-year-old 
teputation and Coleman’s 99-million national ads 


Here’s one reason Coleman is selling! Every Cole- 
man ad sells women on cleaner heating — a nicer 
home. Every Coleman ad sells to the hilt the idea 
that a Coleman means less work — less dirt. Put 
the faith of these women in Coleman to work — 
let it make sales for you! 


this year, have “pre-sold” millions of people. They 
know that in Coleman they can get the features 
— the quality — the comfort they really want. 
These Coleman customers are coming to the Cole- 
man dealer. There are a very few Coleman oil 
heater franchises left. Why not find out NOW if 
there is one open in your locality — you'll find 
it profitable! 


Two more “Coleman clinchers” that sell the “man 
of the house”: (1) Coleman automatic features— 
no fire-tending work! (2) Coleman fuel economy. 
And millions of satisfied users of Coleman ap- 
pliances is proof of Coleman better engineering. 
That sells the men! 


Coleman’s extra-comfort 
features are easy to demon- 
strate—they close more sales! 


Coleman’s six models 
all buyers’ needs yet 
make stock-keeping simple. 


(Cutaway View ) 


THESE FEATURES HELP YOU SELL MORE 
Coleman heaters: (1) Hot tube radiator; 
(2) furnace type heat unit; (3) big open 
grille permits free heat flow; (4) power 
blower is optional; (5) heat-reflector 
doors for quick warm-up. 


The Women Are Sold — The Men Are Sold! That's 
why, with Coleman you can get full price and 
profitable sales. A Coleman franchise is a slice of 
this pre-sold market — investigate your chances 
of getting one! Mail coupon below — now! 


To: The Coleman Co., Inc., Dept. EM-929, 

Wichita 1, Kansas. 

6 7 Please have your distributor give me facts about | 
Automatic Oil Heater 0 Mn | Coleman Oil Heater franchise. 

Address 

City State 


| 
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America’s 


“The Age of Acquirement” 


Dollar for dollar your advertising budget goes farther in 
Collier's than in either of the other "Big 3°° weeklies. For 
FEWER DOLLARS you can penetrate the market deeper 
with more insertions... more weeks of national coverage. 
And you reach a greater percentage of the 25 to 45 year 
age group—the “Age of Acquirement’—the men and 


women who know what they want and are ready to buy. 
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the low-cost key 

Richest 
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ELECTRIC IRON 


NCREASING demands by women for products 
I of established name and quality call for com- 
parable selections by those engaged in the 
distribution of electrical appliances. 


The American Beauty electric flat iron is long- 
established in name and quality. It has long 
enjoyed the ready acceptance of discriminating 
buyers. 


The latest model, Catalog No. 79-AB, has a 
Thermoscope. The Thermoscope tells visually 
on its dial in fabric graduations—Rayon, Silk, 
Wool, Cotton, Linen—the operating-tempera- 
ture of the soleplate. 


The fingertip control lever makes easy the 
choice of heat for the work at hand... And the 
thermostat, in intimate contact with the sole- 
plate, maintains constant the chosen heat. 


ESTABLISHED 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 


324-M 


PAGE 72 


THE BREAD AND BUTTER, is earned in the back room, where the service depart- 


ment is kept busy. 


So Old Quaintance 
Shouldn't Be Forgot... 


. . . Dick Quaintance, Denver Dealer, Makes 
Politics His Hobby. The Public Keeps Him in Mind. 


HE hot breath of the army draft 
was breathing down the neck of 
Dick Quaintance not so long ago and 
he was so close to one of those “Greet- 
ings” letters from President Roosevelt 
that it didn’t seem good sense to stay 
on a job. 
While waiting to join the great 
army of democracy, he saw fit to re- 
pair the family washing machine in 
the garage out in back. A neighbor 
strolled over. 

“Can you make one of these things 
go?” he asked. 

“Sure, I can,” replied Dick Quaint- 
ance. ‘I used to work for Tony La 
Salle selling Maytags.” 

“For gosh sakes, what are we wait- 
ing for?” 


“That,” relates Dick Quaintance, as 
he dandled a glass of Coca Cola, “was 
the way I got started in business. 
When I was drafted they turned me 
down and I repaired one cleaner after 
another until that old garage was so 
full we hadn’t any place for the car. 
Finally, I quit the railroad job which 
I held nights and began working full 
time on my own business.” 


Service Is the Ticket 


That was three years ago, and to- 
day the Quaintance Appliance Co. has 
its own building at 1907 South Broad- 
way, Denver. Dick Quaintance has 
had experience selling Frigidaires 
and washers, but has found that serv- 

(Continued on page 76) 


1907 SOUTH BROADWAY is a long way out, but it's a neighborhood with kids, 


dogs and mothers. 
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WILCOX-GAY 


Trim and compact, this newest RECORDIO offers Don’t sell half a radio. Sell RECORDIO... 
your customers complete home entertainment. with all of the things your customer wants... radio 
Equipped with an automatic record changer that —phonograph—record changer—and home re- 
slides out at a finger touch, the Manhattan makes — corder...all housed in this space-saving walnut 
recordings from its own microphone or self- or mahogany console. Priced to win customer 
contained radio .. . easily, economically. approval in a price-conscious market. 
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See your distributer or wire... 


kids, 
134.M 


WILCOX-GAY CORPORATION @ CHARLOTTE, MICHIGAN 
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WIN A WONDERFUL BIG 
RADIO-PHONOGRAPH SET 


WIN A SHINY NEW 


1947 AUTOMOBILE 


WIN cotr cuss, A SHOTGUN, 
A WATCH, OR OTHER EQUALLY 


ATTRACTIVE MERCHANDISE PRIZES 


gutomatic 


Washer 


— 


WIN a prize YOU'LL BE PROUD 
TO SHOW YOUR FRIENDS 


BENDIX SALES CONTEST BIGGEST IN 


APPLIANCE HISTORY 


On August Ist, Bendix started its mammoth mil- 
lion-dollar sales contest! Profits galore—and prizes 
by the score—for Bendix Home Appliance Dealers 
and their salesmen. 

Imagine winning 4 glamorous all-expense winter 
vacation trip! Picture yourself at the wheel of a 


shiny new car! Or... wina wonderful big radio- 
phonograph set ... a shot gun.-- golf clubs... 4 
watch .. . or other equally attractive prizes! 


There's super incentive for every Bendix salesman. 
Tips for winners: Make sure your Bendix Washer 
prospect lists are accurate and up-to-date. Make 


SEPTEMBER | 


sure your machines are prominently displayed in 
your store. Advertise your demonstrations—and 
schedule as many as you can. For Bendix mer 
chants know how the Bendix Washer will sell itself 
if you give it a chance. 


You will have the biggest advertising campaig® 
in the history of the appliance business, right back 
of you. Tie in with it by your local promotio® 
efforts—and you'll go places in this history mak- 
ing contest. 

Your distributor will supply you with the cv 
test rules. 
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ADVERTISING PROGRAM 
BIGGEST IN APPLIANCE HISTORY 


Full page ads in color will appear the | 


i 


big magazines that influence buying hab- 
its. The Bendix story will be powerfully 
told in: LIFE, THE SATURDAY EVENING POST, 
LADIES’ HOME JOURNAL, GooD HOUSEKEEP- 
ING, McCALL'S, WOMAN'S HOME COMPAN- 
ION, PARENTS MAGAZINE, BETTER HOMES 
AND GARDENS, AMERICAN HOME, HOUSE BEAU- 
TIFUL, HOUSE AND GARDEN and TRUE STORY. 


Millions upon millions of sales-impres- 
sions will multiply the present Bendix 
prospects—and intensify the desire for 


the world’s most wanted washer. 


TREMENDOUS SALES 
POSSIBILITIES IN BENDIX 
DRYER AND IRONER 


Two new work-savers: the Bendix Dryer — 
ont ts LOCAL EWSPAPER ADS WILL FUNNEL 
ciency standards as the Bendix Washer— B E N D | "4 T RAFFI C T O YOU R ST O R E 


easy-operating simplicity of the Bendix story of the Bendix Appliances from every petitive cast—they’re all ready for you. 


ed in already enjoy the approval of the Ameri- 
—and can housewife. Preference surveys show Timely, hard-hitti 4 
that. To this appreciative audience the ocal conditions ca dramatic 
| itself . : available through your distributor in sizes ductory ads, or ads stressing work-saving i 
convenience of the Bendix Dryer, and the 2 
to fit your needs. hese cover the selling or economy, OF ads with a strongly com- ae 


npaiee Jroner will make them naturals for dem- conceivable angle. Designed to slam home 
it back onstration. They will give you new sales, the basic Bendix story, yet they are tuned And the Bendix Co-operative plan 
ts new volume, and an enormous increase to the various selling situations that the makes them available to you at low cost. 
Aceon in profit dollars. Fall market may present. Whether your Keep in touch with your distributor. } 
he 
BENDIX HO ME APPLIANCES, INC., SOUTH BEND 24, IND. | 
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HERE'S WHAT THIS 
ATTRACTIVE BOOK 


OFFERS YOU! 


A comprehensive presentation of 44 
lines, covering parts for all makes 
of washing machines .. . In addition, 
there is a section showing miscellane- 
ous items. 


Trade names and names of manufac- 
turers are listed, along with a motor 
direction chart. 


An innovation in the form of a section 
devoted to component parts of the cen- 
ter post assemblies of the various 
makes and models. Included in these 
charts are model numbers, shaft 
lengths, parts numbers of shafts, center 
posts, agitators, torques, etc. 


MEMBERS 


of Appliance Parts Jobbers 


Association, Inc. 


A-1 Master Electric Shop, Salt Lake City 5, Utah. 
Akron Washer Parts Company, Akron 4, Ohio. 
Allied Electric Appliance Parts, Inc., Philadelphia 40, 


Pa. 
Allied Supply Company, Dayton 2, Ohio. 
American Electric asher Co., Cleveland 3, Ohio. 
Appliance Parts Company, Indianapolis 4, Indiana. 
Appliance Parts and Service Co., attle 1, Wash. 
Cooper Washer Parts, Inc., Sioux City 17, lowa. 
Detroit Appliance Parts Co., Detroit 8, Michigan. 
Electric Appliance Parts, Waterbury 14, Connecticut. 
Finch’s Washer Parts Company, Grand Rapids 3, 
Michigan. 
Good Housekeeping Shop, Boston 16, Mass. 
Gopher Appliance Company, Minneapolis 1, Vinn. 
Electric Appliance Parts Co., Billings 5, Montana. 
Home Electric, Inc., Youngstown 3, Ohio. 
Jesse Company, Chicago 47, IIL. 
Wallace Johnston Appliances, Inc., Memphis 3, Tenn. 


Ray Jones Washing Machine Parts & Service Co., ¢ j 


Denver 9, Col. 
Keystone Washer Parts Co., Philadelphia 6, Pa. 
Klinker Brothers, Cincinnati 2, Ohio. 
Mar-Cone Sweeper Company, St. Louis 1, Mo. 
W. L. May Company, Inc., Portland 9, Oregon. 
Midwest Appliance Parts Co., Chicago 22, th. 
Minnesota Appliance Parts Company, St. Paul 2, Minn. 
O'Dell Parts & Service Company, Wichita 2, Kansas. 
Pearsol Appliance Corporation, Cleveland 15, Ohio; 
also Dallas 1, Texas. 
D. J. Phelan Sons, New York 7, N. Y. 
Pritchard Electric Company, Oklahoma City 4, Okla. 
R. & S. Parts Company, Milwaukee 5, isconsin. 
Radio Electric Service Co. of Penn., Philadelphia 6, Pa. 
Refrigeration Equipment Co., Kansas City 6, Mo. 
Refrigeration Supply Company, Harrisburg, Pa. 
Refrigeration Supply Company, Richmond 20, Va. 
Cc. J. Roberts Engineering Co., Springfield 3, Mass. 
Servall Company, Detroit 7, Michigan. 
Shand Radio Specialties, Flint 3, Michigan. 
Standard Mercantile Company, H t 10, Texas. 
C. E. Sundberg Company, Chicago 20, Ill. 
Trible’s, Washington 1, D. C. 
Wash Machine Parts & Sales Co., St. Louis 16, Mo. 
Washer Sales & Service Co., Pittsburg 12, Pa. 
Wynar Parts & Service Co., Rochester 4, N. Y. 
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THE MOST COMPLETE VOLUME OF WASHING 
MACHINE PARTS EVER ASSEMBLED 


Every appliance dealer needs this book. and already it is meeting 
with a widespread demand... It's new, complete, indispensable. 
It's more than a catalog; it’s a guide that will be constantly 
used. It was compiled by the Appliance Parts Jobbers Association 
with the cooperation of washing machine manufacturers at a cost 
of more than $75,000. It contains more than 10,000 actual photo- 
graphs and required over four years to produce. The value of this 
Manual far exceeds its remarkably low price of only two dollars. 
Get yours . . . Use the coupon today and the Manual will come 
to you promptly. 


APPLIANCE PARTS JOBBERS 
ASSOCIATION, INC. 
A National Organization 
Executive Offices, Detroit 26, Michigan 


Mail this coupon to any Jobber listed, enclos- 
ing $2, and he will send you the new Parts Manual 
prepaid. 


NAME 
STREET 
CITY 


... ZONE STATE 


SEPTEMBER 1, 


Old Quaintance 


ower (Continued from page 72) —— 


HERE IS Dick Quaintance before the 


alley garage where he got his start. 


ice is the nearest thing to a self 
cranking business he has yet encoun- 
tered. He has always had all the re- 
pair work he can take care of. 

He took care of approximately 1,00 
washers during the year 1946. At the 
present moment 80 percent of his vol- 
ume is in service. Dick thinks servic 
offers the easiest way to merchandis 
he has yet encountered. People ti 
themselves off that they are in the 
market for a new machine, he says 
You get a chance to look the ol 
family washer over and can estimat 
to yourself how soon they will have t 
have it. You have an inside track in 
making the sale because nobody els 
knows that they need one. 

As a consequence, a lot of futur 
sales are going to go right out of th 
Quaintance store without any chain 
ever getting a sniff at th 
prospect. 


store 


Repair Business Off 


The only catch in the situation toda 
is the fact that service for the moment 
has dropped about 50 percent, wit 
new machines coming on, and tl 
firm cannot get the appliances it need: 
to keep up its dollar volume. However 
Mr. Quaintance feels that when t! 
first blush of buying is over the vol 
ume of repair business will return 

The service department is in th 
back and at times he has had as man 
as four men working for him. Wag 
scale of service men in Denver ! 
around $1.25 an hour. 


Mrs. Quaintance runs the sho; 
while Dick is out, and doubles 
housekeeper also. The store carrie 


Conlon and Horton ironers, Coolera- 
tor, Conlon washers, Stokermat! 
stokers, Majestic radios. 


Busy Politician 


Unique feature in the operation 0! 
the Quaintances is their tie-in wit 
politics as an avocation. As a Young 
Republican, Dick Quaintance is activ’ 
in all these affairs and does it as 
hobby. It pays off in giving him 
large number of influential acquaint- 
ances and putting his name before 


lot of people who thus have a spea!:ing 


knowledge of him. ina 
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Photograph by Beattie-Watts 
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N RES ULT 


STORY N 


Disease is off the menu 
»»e-because women acted 


WOMEN GOT MAD — about filthy restaurant conditions exposed in COMPANION Public 
Service article “Disease a la Carte.” New health programs and laws resulted in every 


part of the country! 


) 
WOMEN WERE EAGER — to send in 
ten thousand requests for COMPANION 
house plans—at two to five dollars 
apiece! All in response to offer of 
Step-by-step construction details for 
moderate-priced home. COMPANION 
homemaking articles are always timely! 


WOMAN‘’S HOME 


STRONG IN EDITORIAL LINAGE— 
First in Good Looks, Health, Amuse- 
ments linage . . . second in Children, 
Home Furnishings for first half of 
1947! What's more, the COMPANION 
showed the greatest percent edito- 
rial linage gain in the women’s field! 


A ONE-MAGAZINE TREASURE CHEST 
—A greater percent of its circulation 
than any other women’s magazine 
in the 24 states that lead in income 
(89.45% of national total) ...in retail 
sales (83.19%). That’s the COM- 
PANION! 


COMPANION 


Average Monthly Circulation More Than 3,700,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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U M BER 


WHERE ADVERTISING REALLY PAYS— 


Products advertised in the COMPANION 
show the results of the number one edi- 
torial boost. That’s why dealers find it 
more profitable to display these Electrical 
products: 


Air-Way Sanitizor Vacuum Cleaner 
Bendix Automatic Washer 
Bendix Radio 

Domestic Sewmachines 

Easy Spindrier Washer 

Emerson Radios 

G-E All-Electric Laundry 

G-E Irons 

G-E Clocks 

Majestic Radio-Phonograph 
Maytag Washers & Ironers 
Nesco Automatic Electric Roaster 
Norge Refrigerators 

Norge Washers 

Philco Radios 

Sentinel Radios 

Thor Automagic Gladiron 

Thor Automagic Washer 
Universal 2-Speed Washer 


PAGE 77 


9 
4, rt 
a4 
\) ‘ 
4 


PAGE 78 


SEPTEMBER |, 


IT PAYS TO SELL 
OUTSTANDING DISPLAY 
MANY SALES AIDS FOR 
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IT’S A WHIZ FOR EXTRA LIGHT BULB SALES! 


IT’S A WHIZ FOR BIGGER PROFITS! 


the new Lamp 


AS A FALL SALES-MAKER, the new Gen- 
eral Electric lamp display is a whiz all right 
—and it’s as timely as a harvest moon on a 
hayride! Right now most people are in the 
mood for buying lamps. Mothers want 
their youngsters to have plenty of light for 
homework. And with those long winter 
evenings not so far away, everyone needs 


See how effectively 
the display ties in 


with the big full-color 
G-E Lamp ad in THE 
SATURDAY EVENING 
POST, Sept. 6, and 
LIFE, Sept. 8. 


G-E LAMPS. 
MATERIAL IS ONE OF 
G-E LAMP DEALERS. 


ELECTRICAL MERCHANDISING—SEPTEMBER |, 


G-E lamps to make home bright and cozy. 

You'll get a flock of profitable G-E lamp 
sales, if you just make it easy for customers 
to remember they need to stock up. This 
new eye-catching display does the trick! 
And it packs a lot of extra sales appeal be- 
cause it ties in with the big full-color G-E 
Lamp ad that millions will see in the Sept. 6 


1947 


Many dealers are using 
this handy G-E lamp 
basket to cash in on pop- 
ular preference for the 


bulbs marked “G-E”’. 


issue of THE SATURDAY EVENING 
POST, and the Sept. 8th LIFE. 

If you haven't done it already, be sure to 
spot your new G-E Lamp display where 
it'll make ’em stop and buy a fresh supply 
of the bulbs that are being constantly im- 


proved by G-E Lamp research to Stay 


Brighter Longer! 


GE LAMPS 


GENERAL ELECTRIC 
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JOHN W. HAMILTON 


He Tumbled—But His 


| 


passes out a pencil as an advertising reminder. 


GOES FARTHER 


Buyers are quick to see that! 


The Automatic Duo-Disc 
Washer is today’s biggest 
dollar value in the field! 
And when your cus- 
tomers compare it with 
washers costing $5 to $15 
more, they quickly see 
that the Automatic 
Washer dollar really does 
go farther. For it offers 
more for the dollar in 
Quality, Feature, Beau- 
ty, Design and Crafts- 
manship. A comparison 
proves its greater sales 
appeal. Yes, Automatic 
isa ‘‘natural”’ for today’s 
buyers’ market. 


Business Didn't Slip 


Momma and Poppa Setup Proves 
its Worth in Denver Debacle. 


LADDER up in the attic broke, 

and John W. Hamilton pitched 
backwards down the attic stairs. It 
was an old house and before he stopped 
rolling he had gone full 60 feet to the 
basement, and was out like a light. 

At the hospital they told him his 
back was broken. 

That was three months ago, but the 
business didn’t slip, thanks to the wife 
who continued to carry on the affairs 
of the Domestic Appliance Sales and 
Service Co. at 702 East 17th Ave., 
Denver. 

“T was installing a $7.50 doorbell 
when it all happened,” relates Mr. 
Hamilton. “Before I got through it 
cost me a $1,000 doctor bill.” 

Decatur, Ala., is his home but most 
of Mr. Hamilton’s southern accent has 


gone with the wind. For years he 
worked in Lewistown, Pa., and for 
the last six years has been in Denver. 
Two years and a half ago he decided to 
open his own firm. He broke even 
financially within a year, after which 
time Mr. Hamilton bought out his 
partner and went it alone. 

The space of the store is 13x43 ft. 
in size, and is about seven blocks from 
downtown, It is a complete neighbor- 
hood, with shopping facilities that at- 
tract the public. A jewelry store 
nearby is very progressive. 


Twenty Years of Repairs 


“I’m older than I look,” explained 
Mr. Hamilton. “I’ve had 20 years 
experience repairing appliances. From 

(Continued on page 84) 


TOMATIC WASHER COMPANY 


MRS. HAMILTON presides over the sale of new merchandise. 
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with every new coal and wood range 


Sell 


yes The POT-TYPE range burner with 
le. 
es @ Mr. Dealer, there’s a big demand in your 
for community...RIGHT NOW ...for oil burning 
ae ranges. It means a chance for you to add another 
even $50.00 worth of business every time you sell a | 
re new coal or wood range. | 
2+ How? By selling and installing Superflame in 
from each new range before it leaves your floor. This | 
— amazing POT-TYPE range burner brings added | 
store comfort, convenience and economy to thousands of | 
homes... because it provides really modern cook- 
ing and kitchen heating plus low-cost operation on 
— fuel oil. Superflame is simple and trouble-free...it §& 
Ras does away with dirt and soot, puts an end to carrying 


‘wood or coal and ashes. 


There’s a big replacement demand, too. Every coal 
or wood range in your community is a prospect. 
Demonstrate the many Superflame advantages and 
see how fast these prospects become customers. 


Remember, it’s a two-way profit proposition— 
new range installations and old range conversions. 
Superflame’s “cool in summer, warm in winter” 
feature paves the way for year ’round profits. Get on 
the Superflame bandwagon today! Write for more 
information. 


ES: 
ADVANTAG 
Superflame 
No ta Electricity 


al FN STOVE WORKS, INC. + ALBERT LEA, MINN. | 
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THIS CALLS FOR A 


Sure and it’s the famous Crosley 
the only refrigerator on 
the market that gives a dealer an out- 
standing, exclusive sales edge! That 28 
feet of front-row food is a feature that 
has so much eye appeal. . 


Shelvador* ... 


downright practical 


| 


ere 
—— 


= CROSLEY Mule 


MODEL SE947 


Why? Because they give women THE BASIC 4 for easier, better 
cooking . . . and because they give Crosley dealers THE 
BASIC 4 for easier, better selling! 


That goes for gas and electric models. Both have: (1) OVER- 
SIZE OVEN, (2) WAIST-HIGH BROILER, (3) KALORIE 
KEEPER INSULATION, (4) SPEED-UP SURFACE UNITS. 
And in addition, gas and electric models have their own 
distinctive features . . . features that form a firm foundation 
for building range sales. 


Ready for another quick sales picture? Then consider this... 


- so much 
“help - women’; 
appeal . . . such a powerful buy appeal 


So your cash register isn't gathering cobwebs . . . 
yet. So your sales haven't come to a halt... yet. 
BUT . . . and check this with your own experience 

. dealers in all kinds of merchandise are practi- 
cally spang-dab in the middle-pf_a situation that 
calls for REAL SELL. | | ||) 


That's right, SELL. old, tolearth, 
give "em their money's worth SELL/The_ of 


SELL that doesn’t grow on buyingGprees /. «the 


kind of SELL that means work for every*thah- -jack 
in the dealer's organization . 
that’s based on products of quality and proved 
performance standards. 


Are you set for such a situation? Well, check your 
position with the Crosley hige-up. You'll find 
plenty to think about. For example, you"H find 
that... 


refrigerators just aren't in t 


And this \‘Speed Way For Meals’’ is 
backed up by the kind of beauty) the 
kind of refrigeration refinements that 
match that wa\-out-in-front feature 
the Shelvador*!\Do Crosley dealers 
have good reason to SELL-EBRATE? 
Well, you've had a Reek view of one. 
Now let's raise anothér question: 


TRADEMARK REG. U. S. PAT. OFF, 


SEPTEMBER 1, 


. the kind of SELL, 


\ 


\ 
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OR WILL YOU? 


You won't... if he wants a thrifty, kitchen-size frozen 
food cabinet . . . and you haven't anything that measures 
up to the Crosley FROSTMASTER! Yes sir, the FROST- 
MASTER answers every demand for practical, efficient, 
frozen food storage for the average family. This smart, 
compact unit holds 100 pounds of frozen foods . . . freezes 
15 to 18 pounds of meat or poultry, up to 10 pounds of 
properly processed vegetables. 


That isn’t all! The Crosley FROSTMASTER is designed to 
fit kitchens; its 36 inches high (exactly the standard work- 
surface height), 2934” wide, 2614” from front to back. 
It fits flush to walls, flush to floors . . . works right in as a 
supplementary unit that really belongs in the most 
modern kitchens. Toe space is recessed . . . the gleaming 
finish cleans as easily as a china dish. . . and, well—when 
it comes to frozen foods (and it’s coming to them faster 
every day!) the Crosley FROSTMASTER gives Crosley 
dealers the hottest cold-cash proposition on the market! 


Sell-ective ss rue worp ror 


Yes, and it also describes shoppers on the look-out for the best radio buy. 
They're mighty selective . . . they look at price, they look at performance, 
they look at features. And the dealer who wants to make sales has to offer 
all three. 


Crosley dealers can do just that. For example, there’s the small table 


model Rondo that’s smart and new from every view . . . the luxurious 
Carrollton that has the famous Crosley Floating Jewelt Tone System as was coossy 
well as too-many-to-mention other outstanding features . . . the years- 


ahead Crosley Spectator Table Model Television Set that puts television 
within reach of every home. That's only hitting the high spots, but it 


leads right up to this point... . 


You know that the starting point for any selling 
program is merchandise that gives you something 
you CAN SELL .. . some extra advantage your 
prospective customers can see, or hear, and always 
enjoy. That's why Crosley dealers are glad ‘‘It’s A 


‘ 
Sell Of A Situation.” 
give ‘em Sell! 


Shelvador* Refrigerators e Frostmasters e Kitchen Cabinets and Servisinks « Ranges 
Radios « Radio-Phonographs e FM « Television e Short Wave « Home of WLW 
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Division— Manufacturing 
Corporation Cincinnati 25, Ohio 


+Patented. 


© 1947 Crosley Division—Avco Manufacturing Corp. 
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Every housewife will want the precision 
Lux Minute Minder ... not only for her 
stove, but also for her pressure cooker 


and other household uses. Minute Minder 


can be set from one to sixty minutes... a 
pleasant sounding bell says “time’s up.” 
Attractive die cast case . . . tough, 
chip-proof, baked synthetic enamel finish. 


Retails at $3.75. ....pays you @ good profit, 


LUX CLOCK MANUFACTURING CO., INC 
Sales Office: Dept.H, 1107 Broadway, WN. Y. 
Factory: Dept. H, Waterbury, Connecticut 


MANUFACTURERS OF APPLIANCES: 


The LUX Clock Manufacturing Company 
makes a large variety of Timers . . . spring- 
wound and motor-driven (A.C.), ranging 
from short period timers such as used in 
automatic Toasters to the full-automatic 
Range Timers. 


LUX engineers welcome the opportunity 
to assist you with your timing problems. 
It is quite possible there is a standard unit 
that will meet your requirements. Write, 
wire or phone for further information. 


THE LUX CLOCK MANUFACTURING CO., Dept. H, Waterbury, Connecticut 
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the start we knew that our bread and 
butter was going to come from repair 
work and arranged our shop accor- 
ingly. Being a small business, we 
have the repair bench right behind 
the counter which divides the store 
in two parts. When I am working 
on repairs I can preside over the cash 
register and see what's going on up 
in front. The front part of the store 
has displays of new merchandise, 
While customers can see the repair 
bench, the appliances waiting for fix- 
ing are kept in the back room out of 
sight. In this way the messy business 
of a service department creates a 
minimum amount of disturbance.” 
As is usual with such a narrow 
shop, much of the smaller stuff is dis- 
played from cases on the wall. Its 
pastel colored background gives an 
appealing impression to the shop. 
“Our great trouble has been lack 


of appliances,” says Mr. Hamilton. 


g From HIS SERVICE BENCH he can 


“watch the store and the cash register. 


“At long last the firm is getting Con- 
lon washers and ironers, GE small 
appliances, Emerson and = Arvin 
radios.” 

Mrs. Hamilton, who has the double 
job of keeping house and helping out 
in the store, can talk appliances from 
the housewife’s point of view. 


Help Forthcoming 


“IT manage by making my _ two 
daughters responsible for things while 
I am away,” she says. “We were ter- 
ribly worried when Mr. Hamilton was 
injured and the girls were ready to do 
anything in the way of cooperation. 
Phey pitch ifi and help and give their 
mother more time in the store than | 
ordinarily might enjoy.” 

The firm obtains business by repair 
ads in the telephone Red Book, owns 
a truck and picks up three to five 
washers a day. Mr. Hamilton has a 
man helping him who does the heavy 
lifting, now that he has suffered an 
injury. 

They have seen no letup in the 
amount of service and expect a greatly 
increased volume when distributors 
remember to give them more merchan- 
dise to sell. Once again, the momm 
and poppa type of store seems to hav 
worked out. End 
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ELECTRIC STEAM 
RADIATORS 
AND GIVE YOUR al 
CUSTOMERS 


Rea. U.S. Pot. Off. 


THESE SURE-FIRE SALES AIDS 


for specialty salesmen . . 
clinch the sale every time it is 


demonstrated! 


Here’s a unit heater with an unchallenged 
record of satisfied users. Can be carried any- 
where. Sturdy steel construction; handsome 
finish. No moving parts to get out of order. 
Delivers clean, safe, evenly distributed 
steam heat from a wall plug. AC-DC current. 


1946 
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DOOR-OPENER 


This clever device encourages 
customers to check their homes 
and “sell” themselves the need 
for Electresteem Radiators. It is 
used successfully to qualify pros- 
pects by mail . . . to open doors 


} 


It’s two-fisted selling time again . . . and 
Electresteem leads the way with triple-action 
merchandising. That means faster sales, 
more sales, greater profit. No wonder Elec- 
tresteem Portable Electric Steam Radiators 


are always first on the “Best Seller” list! 


IT ADDS UP 10 THE Seavon 
IN Electreateem DEALER HISTORY! 


Never before have Dealers been offered 
such a dramatic and effective sales-getting, 
merchandising device. Never before has 
Electresteem backed-up their Dealers with 
such a hard-hitting advertising campaign. 
Every way you look at it. . . this is the sea- 


son to smash all Electresteem sales records! 


- to 


BACKED UP 


BY DRAMATIC ADS 
IN LEADING 
NATIONAL MAGAZINES 


You'll find half-page 
ads in such publications 
as American Home, Bet- 
ter Homes and Gardens, 
House Beautiful, House 
and Garden and Par- 
ents . .. to uncover 
maximum sales in YOUR 
community! 


Write for name of your nearest jobber 


ELECTRIC STEAM RADIATOR CORP. 


PARIS, KENTUCKY 


IN CANADA: Electric Steam Radiator Company of Canada, Ltd., Windsor 
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ee ‘That's at least 42 Ibs. of lifting on this one 

item. Sitting or standing, the Proctor Never- 

Lift saves you approximately 2'4 tons of 

cmrkc lifting on the average ironing day. 


it’s the easiest iron you've ever used 
ironing a handkerchief, you lift and 4 
tilt an ordinary 3'% pound iron 12 times on @.. 


USING THE WHOLE 
ARSENAL FOR THE GREATEST 
NEVER-LIFT IRON EVER BUILT 


=F 


: 
Announcing ...a revolutionay 
| 
Sit- ade iv | 
AS 
“4 


TWO WAYS 


»w Proctor Never-Lift Iron 


ERE it is . . . the completely new. bril- 
liantly designed 1948 Proctor Never-Lift 
Iron . . . with a host of amazing new features. 
See it and you'll call it a miracle. A touch of 
your finger and it lifts itself on its ingenious, 
cool, safe leg support. 

Pressure of your palm brings it instantly 
down for work . . . the leg support snaps com- 
pletely out of the way. 

Never was ironing so easy .. . but that’s not 
all. See that new Rayon Safety Signal. It shows 
green when the iron is safe for rayon, red 


rayons and nylons and other synthetics. 

Note the big, easy-to-read fabric dial, with 
fabric markings showing right side up. See the 
cool, plastic shield cover to prevent scorched 
knuckles . . . the rugged built-in cord that lasts 
for years . . . the convenient “Off” switch that 
saves plug pulling. 

Try it. Sitting or standing . . . and you'll call 
it the easiest iron you've ever used . . . the 
most brilliant iron achievement of Proctor’s 
decades of fine iron manufacture 


Buy no iron until you've seen this amazing 


Bg Easy to operate Easy to reac. 
fabric marting shows mgnt side up 
Conven 


“Off” switch saves plug 


Make it easy to won around buttons 
and you can see what you re domg. 


Evenly distributed heat makes wonng 
easer and faster and does better work 


Non-Overshoot Thermostat 


Proctor’s new double thermostat com 


git when it is too hot. It may save the Never-Lift's new 1948 Proctor Never-Lift. See it now ee ee een 
R, FA ot cost many times over by preventing scorched wherever fine electric appliances are sold. heated 
ows 
aw e 
new 
Its 
vow 
aw 
its 
PROCTOR ELECTRIC COMPANY, PHILA. 40, PA. 
fer repairs, 165 tactory 


FOUR-COLOR ADS in the 
NOVEMBER ISSUES of 
these MAGAZINES... 


* TRUE STORY * BETTER HOMES & GARDENS ® McCALLS 
* SATURDAY EVENING POST * GOOD HOUSEKEEPING 
*& AMERICAN HOME ® LADIES HOME JOURNAL 


PLU ADS IN 11 OTHER 


NATIONAL MAGAZINES! 


lift No Tilt No Twist 
Proctor Heat Distribution 
q 
istributo 
I = 


Everyone Agrees, 


theyre 
a hast 
selling 
trio! 


on any Make or Size Electric Range 


Service calls are filled in mini- 
mum time with maximum customer 
satisfaction when you feature fast- 
selling CHROMALOX Units for Elec- 
tric Range Replacement. 


This popular trio and a supply 
of CHROMALOX Adaptor Rings are 
all you need to insure perfect 


on new ranges and for replacement 


HEATFLO 


TRIANGULAR 


CHROMALOX 


Electric Range Units for Replacement 


\ 
) 


~ fit in any range opening. More 
Sales! More Profits! 


Put CHROMALOX to 
work building replace- 
ment sales. For de- 
tailed information on 
CHROMALOX Tri- 
angulars, Super- 
Speeds and Heatflos, 
send for your free copy 


of Catalog RU-47. 


CHROMALOX 


ELECTRIC Cooking at Its Best! 


EDWIN L. WIEGAND COMPANY - 7525 THOMAS BOULEVARD - PITTSBURGH 8, PA. 


Want Extra Profits? 


CHROMALOX 


FR 


REPLACEMENT 


ATERS 


WRITE POR DATA SHEETS 1.1025 AND 1-1026 
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Less Effort! | 


| tion in fast-growing San Carlos, he 


AFTER: You can't miss Biber Electric now. 
section of the building, the company has a display area 30 x 90 ft. 


BIBER ELEctRy 


Remodeled, and taking all but a small 


Neat Remodeling Job 


Biber Electric, San Carlos, Calif., 
Takes Over a Whole Building 


N THAT 


period 


seemingly interminable 
when an appliance store 
proprietor must decide just what a 
new store or remodeled layout should 
look like, William Biber of San Carlos, 


Calif., decided that his new place 
should look as little like a store as 
possible. His aim was to make the 


Biber Electric Co. display electrical 
appliances as nearly as possible as they 
would appear in the customer’s home. 

Within the limits permitted by short- 
ages, Bill Biber achieved his 
“store that isn’t a store”, in enlarged 
space with remodeling that was com- 
pleted in December 1946. To put 
himself in a strong competitive posi- 


has 


took his small, inconspicuous appli- 
ance-electric store and enlarged it ten 
times. Taking over practically all of 
the building, Biber allocated 1200 
square feet to appliance display space 
and 5000 square feet to 
offices and repair shop. 
Redesign of the storefront 
Biber Electric full-glass 


warehouse, 


gave 
windows 


the side- 
walk traffic and the all-important auto 
traffic on the four-lane highway. 


opening the showroom to 


Grouping Appliances 


William Biber, who operates the 
store as co-owner with his father, Al, a 
well-known Francisco electrical 
contractor, put the emphasis on the 
grouping of appliances as he laid out 
his new showroom. The features are: 

Living room ensemble—in this area 
Biber groups console radios and com- 
binations, table lamps on end-tables 
and cocktail tables, pin-up lamps on 
the wall, and suitably placed floor 
lamps. Electric space heaters are in- 
cluded, inconspicuously placed but 
effective. From the ceiling hang 
samples of the living room lighting 
fixtures that Biber sells. Each fix- 
ture is wired and has individual con- 
trol, 

Kitchen ensemble—not 


San 


yet 


pletely equipped, but designed to be 
a model kitchen with L&H and Cros- 
(Continued on page 90) 


BEFORE: You can find the pre-war store of Biber Electric Co. San Carlos, Calif., if 


you look closely. 
the cafe and the real estate office. 
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It is the unmarked section which is practically hidden between 


’ | 
Chromy Says: 
| 
é 
SUPER-SPEED 
f 
| 
of 
/ 
\ J 
™,_ 
~ 
| 
| 


...@ great new display to help you 
sell the countless household uses of 


Now you can let your customers know, at 
a glance, that Surf SEASON-AIR is far more 
than a convertible heater-or-fan for all- 


sall season room conditioning. On your counter 
or in your show window, this big, eye-catch- 
ing display in full color tells of SEASON- S 
AtR’s almost limitless range of household 
uses. Clear-cut illustrations on display wings . 
show SEASON-AIR used as a drier, heater, 
olif., air circulator and fan everywhere in the home. 
ding 
si As a DRIER: 
/ for ladies’ hair and lacquered nails . . . 
it auto PY \ photo negatives and prints . . . wet paint 
and varnish . . . damp closets and base- 
ay. ments . . . laundry and freshly pressed 
clothing . . . wet boots, umbrellas and 
galoshes . . . household pets after bath, etc. 
| 
es the | 
As an AIR CIRCULATOR: | 
on the \\ for in sickroom or any 
| room, SEASON-AIR tilts to vertical angle 
aid out ana | As a HEATER or FAN: —. ARSE and sends warm or cool air straight up. 
es are: for bathroom, basement workshop, children’s 
| playroom, utility room, garage—any place in | 
us area ie | the home, office or shop where a steady flow of — 
id com- 1 2 _ warm or cool air is desired for health or comfort. Boost your SEASON-AIR profits! 5 
-tables 
>» Ask your wholesaler for one of these displays NOW! 
d_ floor 
are in- TONLY SEASON-AIR HAS ALL THESE GREAT FEATURES! 
= ‘ie With shell in place, a 1320-watt forced air heater * nuts * Adjustable to vertical for no-draft air 
PE led With heater shell removed (in less than 1 minute), a circulation * Lightweight, easily portable; weighs only 
lighting big 10-inch fan with air displacement of 500 cu. ft. per 9 Ibs., 12 oz. * Keyhole slot in base for wall mounting 
ach fix- i minute * Easily cleaned, inside or out, without the use as a heater or asa fan * A unit heater without installa- 
ual con- ' of tools * Rugged all-metal construction * Velvet tion cost * Two appliances for one low price * Li-ted 
: | crackle finish * Hi-polish heater grill * “‘Rigidized”’ with Underwriters’ Laboratories, Inc. * Fully guar- 
aluminum fan blades * a fan guard for safety * anteed for one year against defects in materials and 
at = cori- i Silent operation * Shaded pole type motor—no radio workmanship. 
d to be interference * Porous type bearings with large oil 
| 1 Cros- reservoir * Bone-hard fiber washers permit friction 
- adjustment to any angle without loosening wing 
) 


DISING 


Remove 
It's a HEATER heater shell 
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G-M LABORATORIES INC., 4292 N. Knox Ave., Chicago 41 
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instant ‘‘allover’’ warmth for cold corners every- 
where. Conserves room space, is extremely light 
and portable, operates economically from 120 
volt AC current, 


A versatile portable electric heater that 
provides forced-air warmth in winter, cool- 
ing circulction in summer. Compact, beavu- 
tifully designed, safe (has no exposed 
parts). Has countiess uses around the home, 
in offices and commercial buildings. 


4 


Gentlemen: 
I am interested in knowing more about Thermador Portables. 
Please have my local distributor contact me. 
My preferred distributor is 


NAME 
ADDRESS 


THERMAD 


Manufactured by 


THERMADOR ELECTRICAL MFG. CO., LOS ANGELES 22, CALIF. 
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Neat Remodeling Job 


ley ranges, electric sink, Crosley re- 


trigerator, Crosley steel cabinets, 
plugged in socket appliances, plus 


overhead and wall lighting with a se- 
lection of fixtures. The kitchen en- 
semble is recessed but opens toward 
the main showroom. 

Laundry ensemble—in a space ap- 
propriately decorated as a laundry 
area, with a selection of lighting fix- 
tures suitable for laundry, bathroom 
or work areas, Biber has ABC, Hor- 
ton and Easy washers connected for 
demonstration. Hot water comes from 
the Wesix heater that is part of the 
lisplay. Space is provided for an 
automatic washer and electric dryer 
to complete the laundry showroom. 

Outdoor display—as lighting fix- 
tures are a major part of Biber Elec- 
tric’s business, there was need for an 
area in the new store where samples 
of outdoor lights, illuminated house 
numbers, Christmas house lighting, 
etc., could be displayed in the correct 
setting. Biber accomplished this by 
making one corner of the showroom 
into a section of a house. What was 
entrance from the showroom to 
the office space is now a full-size out- 


1 
ine 
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side door. A few feet away, two regu- 
lar double-hung windows are placed in 
the wall between the showroom and 
the office. The windows have regular 
shutters, and around and connecting 
the doors and the windows is clap- 
board. Painted white, it appears as 
a section of a house front. As well 
as a demonstration area for house 
lighting, the fro..t door becomes a 
logical and effective place to promote 
Biber’s line of Nutone door chimes. 


Area for Socket Appliances 


As these ensembles take all the 
available wall space of Biber’s store, 
there was left only the center of the 
floor for traffic appliances. However, 
this fit perfectly into Biber’s plans. 
He visualized the center of the floor 
as a hub which tied together the 
various wall-located displays. So lie 
designed low-seated shelves in pyra- 
mid form to hold his lines of Sun- 
beam, Knapp-Monarch, Winsted, 
Everhot, etc., socket appliances. By 
such arrangement, Biber exposes these 
traffic items to everyone who enters 
the store, regardless of the 
department that interests them. 


major 


“Bargain Offer’ In Ads 
Helps Maintain Volume 


Small appliance ads run on a 
regular basis do wonders for 


West Palm Beach. Fia., 


NMIANY electrical dealers 
complain of slow-moving small 
but actually do nothing 
iccording to H. Smith, head 
of Smith Radio & Appliance Co. at 
216 S. Olive, West Palm Beach, Fla. 

The Smith store, combining small 
appliances with major appliances, a 
package kitchen, and air conditioning 
sales, has kept up an exceptionally 
high turnover on all small appliances 
through a series of concentrated news- 


paper ids 


1; 
ippl inces, 


ibout it. 


From two to three ads per 
week, averaging 2-columns by 8 inches, 
are run exclusively on small appli- 
s, each ad incorporating a “hook” 
in the ot 


form a “bargain offer”. 


Limited Number Shown 


Only two or three traffic appliances 
it a time are covered in each ad, each 
accompanied by a cut of the actual 
item, and the price offer which will 

ost appeal to the housewife wh» is 
heginning to watch her pennies more 


losely. A small price reduction is 
quoted with every traffic appliance 
ulvertised, enough to demonstrate 


that Smith Radio & Appliance is doing 
its part in holding down inflation, 
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Firm 


and to stimulate ownership desire 
\ typical ad is headed “Tt 
amaze you, too!”. Beneath is shown 
a portable washer, with copy reading 
“Women stare openmouthed at t! 
perfect way this really portable elec- 
tric washer launders both personal 
clothes and household things. Com- 
Small price, for bathroom, 
kitchen, trailer or motel. Fornx 
....$35.75, sale price this week.. 
$29.75.” Many more portable washers 
have been sold from this type of ad 
than by window display or sidewalk 


Wii 


pact. 


demonstration, according to Mr. 
Smith. 

Catches All Items 
Over a 6-months period, Mr. 


Smith has separately advertised every 
traffic appliance carried in stock, with 
unfailingly good results. “We find 
that many women are hesitating to 
small appliances because they 
lieve that the price will come down 
in the near future,” he pointed out. 
“By making it obvious that we «re 
keeping prices down in every advyer- 
tisement, we make it unnecessary ‘of 
the housewife to wait.” End 
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portable profit makers 
4 There are volume sales and greater profits ahead i 
4 for dealers featuring the famous Thermador Port 
able Electric Heaters: Low in cost.- high in 4 
quality and efficiency” Thermador portables 
are the greatest value of the make 
new customers for you! Order roday before the peak 
of the heatet season arrives 
sEVEN LEAGUES AHEAD 


regu- 
ed in 
and 
gular 
cting 
clap- 


rs as 


well 
house 
les a 4 
ymote 
1s. 


| .. But does the Hermetic Unit 
have a built-in 


vever, 
. By 


plans. 
floor 
r the 
So he 
Protector 
enters 
major 


pyra- 
Sun- 


to Guard Against Motor Burnouts? 


on a 
for 3 | 
Firm 
esire 
Tt will 
shown 
reading 
le elec- Of course customers for electric refrigerators don’t always specif- 
erso ically ask you if the hermetic unit is protected — but if the units 
cnc you sell are protected with a Klixon Protector and you point out 
yrmerly is s eature, chances ar ur selling job wi ier. 
A Note to Refrigeration Manufacturers 
vs . : Besides, you benefit with Klixon Protectors because they will Look into the advantages of Klixon Dome-mounted Protectors 
ashers : : for the units you build. Inexpensive, easy-to-install, these pro- 
e of ad reduce service calls and maintenance and help build customer tectors will cut down factory returns for repairs and replace- 
stenwall goodwill by eliminating motor burnouts. ments... help build brand reputation. Write for further in- 
Mr. formation or engineering assistance. 
Klixon Protectors take into account such motor-destroying fac- 
tors as clogging of condensers, low voltages, poor ventilation, KLIXON MOTOR STARTING RELAY 
completes the combination required to start 
; hot locations — and shut “off” the power should the motor be- and protect the hermetic motor. Its posi- 
d. Mr. tive action and long life eliminate starting 
on cae come dangerously overheated. When the motor cools to safety, troubles and make it a fitting companion for 
ck, with they snap “on” the power again automatically permitting the us Kitann Pesseciee. 
ve “* unit to maintain refrigeration. And because the protector is 
ating 
they be- built-in by the manufacturer, you get a tested and proven com- 
re down bination of motor and protector which assures accurate protec- 
een a tion for the full life of the refrigerator. 
y adver- Be sure the refrigerators you sell have complete motor protection . 
sary 
) — specify and insist on units with built-in Klixon Protectors. 
End peciy 1709 FOREST STREET, ATTLEBORO, MASSACHUSETTS 
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Not at all. 


Not for the dealers of electrical appli- 
ances who advertise in the ‘yellow pages’ 
of their telephone directories. 


Why? 

Because shoppers do look in the ‘yellow 
pages’ first for buying information. 

Because these shoppers do look for 
dealers who handle the electrical products 
they want... who offer the service they 


need. 

Because the ‘yellow pages’ do help form 
buying habits. 

Because it’s a natural advertising me- 


dium for you. 


For further information, call your local telephone business office. 


He Moved 


Into Tomorrow 


CONTINUED FROM PAGE 57s 


been filled. “It is much easier to 
handle sales here,” he says, “because 
the prospect is able to concentrate on 


“what you are telling her or showing 


her. The lack of a flock of people 
who come into your store only to com- 
pare what they just bought or are 
thinking of buying across the street 
has cut down on my costs, has not 
cut down on my sales. For example, 
at the old location, we made one sale 
for every ten people who came into 
the store. Here, so far, our average 
is one sale for every three who come 
in.” 
Half Sales, Half Service 


No small asset to Carl Reiman in his 


new location are the size, appearance, 


layout and equipment of his new build- 
ing. Evidence of the importance he 
places on appliance and radio serv- 
icing as an important part of his busi- 
ness, is that one half of his 6,000 
sq. ft. of floor space is turned over 
to service work. No such operation 
was possible in the 1440 sq. ft. that 
comprised the entire old store. 

The appliance showroom was de- 
signed with the aid of the Depart- 
ment of Water and Power. Through 
Eddie Baker, the department made 
recommendations on store layout and 
merchandise display. Included were 
plans for a model all-electric kitchen 
and laundry demonstration center. In 
view of cooperative demonstration 
activities planned for this demonstra- 
tion center, the Department of Water 
and Power issued a cash contribu- 
tion toward the installation, in addi- 
tion to a wiring allowance for the 
electric water heater which supplies 
the demonstration center as well as 
the rest of the store. Illumination 
recommendations for the store interior, 
windows and repair section were pre- 
pared by the illumination engineers 
of the Department of Water and 
Power. Although these recommenda- 
tions called for an illumination level 
double that specified in the original 
plans, Mr. Reiman took the depart- 
ment’s advice and never has_ been 
sorry he put in a high-intensity fluo- 
rescent lighting level. 


Depression Experience 


Carl Reiman’s faith in the future 
of the retail appliance business and 
his confidence in the personal ele- 
ment in dealer-customer relations, be- 
gan to take shape during the worst 
year of the depression. It was in 
1932 that Reiman opened his first 
appliance store, on Florence Avenue in 
Los Angeles. He had been a credit 
man from 1927 to 1930, the year that 
he joined the Maytag organization 
In the beginning he kept going by 
buying up repossessed washing mia 
chines, reconditioning, and then pedd- 
ling them in his area. He took the 
depression in stride, concentrating on 
washers. He is willing to take his 
knowledge and start out in a new 
neighborhood with full confidence in 
his ability to sell profitably. End 
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m- 
are 
eet 
not A OR BUYERS 
ole, 
ale 
nto 
age Look at the cord and plug of the light 
9 
appliances you're asked to stock. 
If you find the power cord to be 
his General Electric FLAMENOL,* 
nce, and the plastic plug molded on, you 
ild- 
“a can be sure that the maker is quality- 
rv minded. 
usi- 
000 
ver 
Hon FOR 
| SELLERS 
de- 
art- . . 
ugh To help clinch a sale, point to the General Electric 
= monogram on the sturdy prongs of a FLAMENOL 
an 
oa cord-and-plug combination. It assures buyers: “no 
quality skimping here.’ Smart to look at, pleasant 
ion to touch, FLAMENOL cords mean business. | ; 
tra- 
ater 
ibu- 
| 
ddi- hy | 
the BUT | 
FOR USER 
as OR USERS | 
tion 
‘ior, 
pre- 
eers In the customer’s home, as on your own demonstra- 
_ tion table, even balky receptacles are no threat to this 
evel easy-grip molded-on plug. There’s no cord servicing 
on to cancel your profits on a sale. 
een *Trade-mark Reg. U. §. Pat. Off. 
and Electric makes FLAM&§NOL preassembled power cords we 
ele- in standard lengths of 6, 8, and 11 feet—ready to save 
be- 


your time in wiring and inspection. At present, in 
rorst ivory and brown. For facts and prices, write to Section 
5 in G] / / 2 Q52-923,Appliance and Merchandise Dept., General 
first ands Electric Company, Bridgeport 2, Connecticut. 
1e in 
redit with harmonizing plastic plug molded on for extra strength 
that 
tion 
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You've been hearing about the new Lewyt Vacuum Cleaner—you've known 
it's coming. Now, it's HERE, and we're telling your customers the good news! 


AUGUST 25—LIFE 
SEPTEMBER 6—SATURDAY EVENING POST 
SEPTEMBER 27—SATURDAY EVENING POST 
OCTOBER—GOOD HOUSEKEEPING 


..and this is only the beginning—November and December schedules are coming up! 


WHAT’S THE LEWYT CLEANER LIKE? 


It’s different—in appearance—in performance! « It has 
sales features that women say are just what they 


1 So quiet she can easily hear 
and talk with others while 
cleaning. No more shutting 
off the vacuum to listen to the 
radio or the ’phone. 


2 So easy to empty—no mess 
—no soiled hands—no litter. 
No bothersome dirty bag to 
clean or shake— she just pours 
out the dirt from the shiny 
“dust bowl.” 


3 For the first time, triple 
filtering has been engineered 
into a vacuum cleaner. Only 
the Lewyt cleaner has a dis- 
posable fibre filter, a perma- 
nent cloth filter, and a Micro- 
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Dust filter. These three filters 
prevent even the tiniest 
particles and dust odors from 
getting back into the room— 
nothing escapes all three 
Lewyt filters! 


4 All the brushes in the noz- 
zles and attachments are 
genuine “Fuller Brushes.” 
Think what that means to 
your prospective customer! 


5 At last a cleaner that’s easy 
to store! No more hose to rub 
against the clothes in the 
closet. The Lewyt Cleaner, 
hose and all, stores in an 
attractive French Blue con- 


SEPTEMBER 1, 


want—just what they’ve waited for! - Imagine all 
these advantages in one vacuum cleaner... 


tainer, hexagonal and only 
12” inches across, 21 inches 
high. The top part is a cute 
“Hat Box” that holds the at- 
tachments. 


6 And DOES IT CLEAN? 
Wow! Suction aplenty. The 
powerful motor, plus some 
new ideas in engineering, give 
it super-suction that opens 
the customer’s eyes. 


7 See the famous Good House- 
keeping Seal? The Lewyt is 
a cannister type cleaner that 


boasts the Good ge 
Housekeeping 
label! 
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HEAVY ADVERTISING 


eA TO HELP YOU SELL! 
‘ | 1 Good profit margin to work on! 
ca 3 Cooperative advertising program. 
? 4 Factory sales training program. 
“ 5 Floor and window displays. 
e 6 Booklets, folders, reprints, etc. 
...and a Vacuum Cleaner 
that almost sells itself! 

e- If a distributor has not yet been appointed in 
iS your area, write: Vacuum Cleaner Division, ‘ 
it Lewyt Corporation, for information. 


LEWYT CORP.—VACUUM CLEANER DIV. 
60 Broadway, Brooklyn, New York 


ISING ELECTRICAL MERCHANDISING—SEPTEMBER !, 1947 PAGE 95 


HEAVY DUTY BLOWER 


FORCED AIR FURNACE 


AIR COOLER PROPELLER FAN 


BLOWERS FAN COOLERS 


Utility’s line gives every dealer a big 


payoff...Highly saleable modern design 


...-Top performance and long life... Helpful 


Three bells for everyone and no lemons in this line. 


sales and installation material. 


Write for complete information and prices. 


UTILITY APPLIANCE CORP. 


4851 South Alameda Street, Los Angeles 11, California 


Fy 


DIVISIONS 


GAFFERS & SATTLER y% OCCIDENTAL STOVE CO. 
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Concerts—Off the Record 


of the concerts by Mr. Harris and Miss 
Isaacs serves as hostess, guide, com- 
mentator and conductor. Miss Isaacs 
was chosen for the role, according to 
Mr. Harris, because she is the posses- 


sor of a large record collection herself 


and has had considerable experience in 
explaining musical programs. 

“Miss Isaacs has set up the program 
in two parts,” explains Mr. Harris. 
“After the first part, which might run 
from 20 minutes to a half hour or more, 


there is a brief intermission during 


which the listeners may browse around 
the store, see various models of appli- 
ances on display and be served refresh- 
ments. And while our policy is not 
to sell anything during these periods, 
we will always have someone on hand 


| to demonstrate equipment which any- 


one desires to see in operation.” 

The City Appliances concerts have 
not yet been opened to the public, but 
Mr. Harris has such a plan under con- 
sideration. He is studying the feasi- 
bility of advertising such concerts to 
be staged weekly or at spaced inter- 
vals and of various types. One week 
perhaps the concert will be for child- 
ren, the next will be for high school 
groups, the next for classical music 
lovers and so on. 


Advertised on Radio 


The concerts will be advertised prin- 
cipally through the 15 minute radio 


program which the store conducts 
three times weekly over Station 
WJMR. This is a recorded musical 


program with a large following in New 
Orleans and vicinity and the response 
to this program, according to Mr. Har- 
ris, was one of the factors which sug- 
gested the inauguration of the store 
concerts. 

Nor will visiting celebrities be over- 
looked as far as making guest appear- 
to autograph records is con- 

Since New Orleans was the 
birthplace of jazz and has received 
more than its share of nationwide at- 
tention in this respect, it is a mecca 
for the tourist recording artist and 
many of them usually are glad to make 
an appearance at stores which feature 
their Mr. Harris plans to 
invite as many of them as possible to 
attend the concerts, thus providing an- 
other drawing card for his entertain- 
ments. 

“All the concerts will be held at 
night and will be completely informal,” 
says Mr. Harris, “and while the pro- 
grams will be arranged in advance, 
we will have no hesitancy in substitut- 
ing desired numbers for those already 
scheduled, as the program progresses. 
Our object is to get people into the 
store, then to entertain them with the 
music they want.” 


ances 


cerned. 


rec¢ yrds. 


According to Miss Isaacs, the con- 
certs now getting under way should 
go a long way toward the upbuilding 
of musical knowledge among the high 
school groups who will be invited to 
the concerts. 

“T am amazed at the knowledge of 
grand opera shown by many high 


SEPTEMBER I, 


(CONTINUED FROM PAGE 59) 


school youngsters who come in,” says 
Miss “Tf our concerts can 
foster and encourage this love of good 
music, we feel that we will be doing 
a great community service.” 

And such is a reasonable attitude, 
for Mr. Harris feels that here is an 
idea which not only combines the best 
features of a free course in musical 
appreciation but also may serve as a 
sort of ‘teen age canteen which keeps 
the youngsters off the streets and 
furnishes them a place to go when 
things are dull. 


Isaacs. 


Type of Concert Varies 


But the concerts are not for ’teen 
agers. They are being presented for 
women’s club groups and other or- 
ganizations. And there may be times 
when such groups desire only a meet- 
ing place without the concert, in which 
case Mr. Harris is willing to oblige 
with the loan of his concert room. It’s 
all a community service, he feels, and 
he is interested primarily in getting 
people into the store. 

As part of his merchandising plan, 
Mr. Harris has placed various types 
of appliances along the walls of the 
concert room where they may be seen 
and studied by the listeners during the 
course of the concert. At least one piece 
of equipment made by Philco, RCA, 
Admiral, Thor and Universal, his 
major lines, are displayed in addition 
to several smaller appliances. 

The present location of City Appli- 
ances was opened in December, 1945, 
in a building adjacent to New Or- 
leans’ most populous residential sec- 
tions. The owner of the store is Law- 
rence Bath, a prominent business man 
of the city who however, prefers to 
leave the operation of it in the hands 
of Mr. Harris, who has had long ex- 
perience in the appliance business. Mr. 
Harris is the head of a staff of 11 
employees, three of whom are service 
and repair men. The service depart- 
ment features a complete repair service 
to minor appliances only. End 


"SUCH WORK-SAVERS ARE JUST MADE 1° 
MAKE PEOPLE CONTENTED WITH 
CAPITALISM" 
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YOU'LL SELL MORE 
HEATER 


WITH THIS POWERFUL NEW SALES CAMPAIGN 


NATIONAL NEWSPAPER ADVERTISING 


Florence Oil Heaters will be backed by big- 
space, hard-hitting newspaper ads in o large list 
of selected cities during your best selling season. 


COMPLETE ADS AND CuTS 


Selection of sales-producing ads to run over 
your own name, written to help you sell more 
Florence Oil Heaters . . . also cuts in various 
sizes of all heaters. 


‘Attached to every heater at the 
they show just how much space each © 
model will heat, point out exclusive 
tures, make your selling easier. 


RADIO SCRIPTS 


Spot announcements to use over 
your local station to sell your store 
and Florence Heaters. 


“lets illustrating each model “ 


Florence Heaters. A grand way 
make new friends and cus 


The FLORENCE “MATCHED BEAUTY” LINE is the most com- 
plete line of oil heaters in the industry. New Styling makes 
“trading up” easier, increases your chances for multiple sales. 


GAS RANGES LP-GAS RANGES ELECTRIC RANGES OIL RANGES 
COMBINATION RANGES « OIL-BURNING HEATERS ; RANGES AND HEATERS 
@ FLORENCE STOVE COMPANY ... General Sales Offices and Plant: Gardner, Mass. Western Sales Offices 


and Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N. Y., 
1459 Merchandise Mart, Chicago; 53 Alabama Street, $. W. Atlanta; 301 North Market Street, Dallas. 
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_ DRAMATIC STORE DISPLAYS 
Life-size "FLORENCE" figure in full natural color 
plus striking stand-up cards for each type of Florence 
| 
(“J | 
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“THE BEST DEALER IN TOWN SELLS NORGE” 


Norge products, distributed worldwide, are 
typical examples of the values made possible 
by the American system of free enterprise. 
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As a Norge retailer, you stand to get a greater share of the biggest 
appliance market ever! For only Norge offers you seven great lines 
under one nationally advertised brand name . . . seven types of 
major appliances available through one distributor. Each product 
is a fast-moving, big-ticket item in its own right .. . each paves the 
way for profitable tie-in sales. 

These are a few of the reasons why, no matter where you go, 
you'll find that “the best dealer in town sells Norge!” Norge 
Division, Borg-Warner Corporation, Detroit 26, Michigan. 
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Refrigerators Electric Ranges Washers 
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HOME & FARM 
FREEZERS 


share ALL THESE MARKETS 


“ESTIMATED NATIONAL SALES FOR 1947 
Refrigerators............3,349,620 units 


Electric Ranges.......... 868,420 units 
Home Heaters........... 1,250,000 units 
Home and Farm Freezers.. 341,165 units 
2,000,000 units 


Electric Water Heaters..... 434,210 units 


ELECTRIC 
WATER HEATERS 


THAT’S WHY WE SAY: 


/ 


Gas Ranges Home Heaters 
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‘This Shaver Holds 
2 Big 


When the Merc. Corp. of Erie, Pa. 
put their new electric shaver on the market, they 
. long life 


insisted that it make good on 2 points. . 


and trouble-free operation. 


They realized that the success or failure of the motor 
depended on the behavior of the breaker arms. Vibrating 
at thousands of times per minute, these arms hold the secre! 
of the shaver’s smooth-running performance. 


. resist 
distortion which might throw out the accurate adjustments 
between contact points. 


Even when warmed up, these arms work perfectly .. 


They also resist corrosion in steamy bathrooms. And they 
lick metal “fatigue” which could result from the steady 
vibration. 


Why? Because Collman engineers selected an Inco Nickel 
Alloy — Monel* —for duty on this important job. 


Monel is hard... tough. . 
corrosion, heat and wear. 


. rustproof . . . strong. It resists 


In the Collman “58”— and in scores of other quality ap- 
pliances—the use of Monel proves again how the wise choice 
of a Nickel Alloy part helps bring you a product that is 
long-lasting ... trouble-free... and profitable to handle. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N.Y. 
OF SERVICE 


wate 


ON EL ONE OF THE INCO NICKEL ALLOYS 
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| the matter. 


sively and better price lines are sold, 


Outside Calls 


AT GIFFORD-MITCHELL, West Palm Beach, Fla., fans are merchandised aggres- 


Sell Electric Fans 


Home demonstrations by Salesmen of 
West Palm Beach, Fla., firm increase on- 
the-spot sales and build up store traffic 


N OUTSTANDING sales volume 

in portable electric fans has been 
rung up by Gifford-Mitchell, appliance 
dealership in West Palm Beach, Flor- 
ida,—because of the fact that every 
outside appliance salesman carries a 
fan with him on every call. 

“We are making outside calls and 
attempting to build up a future pros- 
pect list now, even though major 
appliance supplies are short,” H. 
Mitchell, head of the store, indicated. 
“At first, we merely called on the 
housewife, and explained the lines we 
carried, asking her to let us know what 
appliances she would be interested in 
in the future. This, of course, was 
good missionary work, but it was not 
producing revenue.” 


Some Rest in Ignorance 


Then Mr. Mitchell remembered 
that there are many people who swel- 
ter through hot summer weather with- 
out making any attempt to discover 
whether a cooling fan would alleviate 
He built a large window 
display of electric fans, ranging from 
$4.98 to $69, and began at the same 
time to ask salesmen to carry the 
moderately priced fan with them on 
every call. 

Now, whenever a salesman makes 
a call, and finds that the housewife 
is listless and tired with heat, he 
immediately invites the customer to 
“take a demonstration” of an electric 
fan. The fan is plugged in, and while 
it is putting forth its cooling breeze, 
the salesman attempts to determine 
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what type of fan would fit the cus- 
tomer’s circumstances best. Often, a 
stand-type circulating fan is ample to 
keep one or two rooms cool and com- 
fortable, the Mitchell store has found, 
and in other cases the horizontal cir- 
culating variety, or blower-type win- 
dow fans will do the job. 


Demonstrations Arouse Interest 


“In any case, demonstrating a 
simple 8-inch oscillating fan to the 
housewife always stirs up interest,” 
he pointed out. “We tell the housewife 
that we carry an exceptionally large 
choice of portable fans, stand-type 
models, oscillating types, and ventila- 
ting attic fans for permanent installa- 
tion. Quite often, the salesman sells 
the fan he has brought in for demon- 
stration—and it is not unusual for 
customers who enjoyed a brief fan 
demonstration to come down and buy 
a much larger model.” 


Repairs Get ‘Em, Too 


Another source of fan sales which 
has proven profitable for this West 
Palm Beach store comes from the 
repair department. When a cus- 
tomer brings in a venerable portable 
fan which has seen many years of 
rugged duty, the salesman points out 
that the fan’s revolutions per minute 
are limited, and that it is now too 
weak to do the cooling job which it 
was designed for. With this as 4 
springboard, customers are frequently 
sold more modern, effective fans “on 
the spot”. End 


1947—ELECTRICAL MERCHANDISING 


ME 
| 
| | 
| 
| 
| 
| 


CUus- 
fen, a 
ple to 

com- 
found, 
il cir- 
win- 


est 


ng a 
to the 
erest,” 
sewife 
large 
d-type 
entila- 
istalla- 
n sells 
lemon- 
al for 
ef fan 
nd buy 


which 
; West 
the 
a cus- 
yortable 
ears 
nts out 
minute 
iow t 
yhich it 
is as a 
2quently 
ans “on 


End 


ALL OVER AMERICA* CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In Sioux City, lowa, 56% of the women shoppers interviewed at 
Nystrom Electric Co. read Ladies’ Home Journal 


In your town .. . in your store... 


MOST OF YOUR GOOD CUSTOMERS READ caoes‘mme 


*€ 51,809 interviews—159 cities—14 categories of stores confirm this fact. Results upon request Ladies’ Home Journal, Independence Square, Phila. 5, Pa. 
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Illustration Two-thirds Size 


A Master Station and One Speaker 
Unit with connections for 
Two Additional Speaker Units 


Here's a new intercommunication system for the home on a commercial high 
quality level that will give the utmost in satisfaction. Designed and made for 
home use it allows master station to select, call and listen to three speaker 
units. Speaker units can initiate calls to the master station. This gives two 
way intercommunication with the sick room—the basement, garage, or your 
choice of two or three rooms depending upon the location of speaker units. 


Another feature is the door speaker that is offered and sold separately. 
It is a convenience that adds to household safety as one can courteously answer 
the door without opening it or leaving the room. 


Additional speaker stations and door speakers that are available for hookup 
to the master unit provide a steady profitable follow-up market. 


“Telehome” intercommunication priced within the range of everyone offers a 
quality product with outstanding sales possibilities as every home is a prospect. 
Now is the time to stock and sell "Telehome.” 


Package Consisting of 


Complete Package Boxed for __ 


SPECIFICATIONS 
MASTER STATION 


Cabinet °* reinforced molded bakelite Ye” walls. 
Size 6%" x7" x5". 
Tubes °* one of each 12BA6, 50B5, 35W4. 
Circuit © “M" type with speaker call-in. 


Speaker © 4 inch PM dynamic type with Alnico V 
Magnet. 


Current © AC or DC. 


SPEAKER STATION 
Cabinet © reinforced molded bakelite Ys" walls. 
Size © 5%" x 517/32" x 3%". 
Call Switche mounted on left side. 
Speaker © 5 inch PM dynamic. 


bs 
Py, 
> 
sell 
Slightly higher 
Shelf size 15% x 9% x 9% inches 
— 3 
4 
q 


WEBSTER ELECTRIC 


lele 


HOME INTERCOMMUNICATION 


Ready Now! 


+ 
‘ 


isi AS ADVERTISED IN 
The weight of Saturday Evening Post advertising to consumers AS ADVER 
“ “ is has been added 
is placed behind the new “Telehome”. To this has 


Saturday Evening Post 


the necessary promotion material—mailing pieces, booklets, 


tie-in ads and circulars, all of which are available. 


made expressly 


for home use! 


HOME INTERCOMMUNICATION 


i wk | 


CIRCULARS 
TS Circulars are available for dealer distri- 
NEWSPAPER MA 


th 
i i ts and for distribution 
bution with statemen 

f the consumer ads are available for dealer use. 
Mats of the c 


“Telehome” permits two-way 
at point of sale. 


conversation between any two or more rooms... 


or with callers at your outside doors 
Zz >. 


> 
Telehome Saves countless time and steps... 
| ~~ provides added protection and convenience 
a | | | | 
BOOKLETS \ the new home inter ommunication 
‘<> set — brings any t 

This booklet is written for 
the consumer and is highly 


Wo rooms within speaking distance 

j of each other 

outside door with 
voice-to-voice cx 


illustrated. It explains 
the advantages of 
"Telehome” ... copies are 


ovailable for dealers. 


instant 
mtact between, say living room 
and kitchen or basement or Garage or nursery. 
= ‘ By adding extra Speaker units, your central master 
two-way con 
Vversation with as many as three other 
locations, either two additional rooms 
or front and rear outside doors. Think 
of the time and steps ‘Telehome”’ will 
Save In your home —no more needless 
running up and down stairs or be- 
tween distant rooms! 


Station can carry « 


With all its advantages of conveni- 
ence and protection, ‘ 
but little: 


‘Telehome” costs 
you can install it yourself Me 


tcensed under aients estern ectric Company, Incorpor 
€ s of sf El 
jalls. d under U.S. Patent 


d. and American Telephone and Telegraph Company 
ated, 


ster station, speaker unit, end 100 
easily and quickly. It is handsome 1. of wie . . . complete in ons 
natural in tone, utterly pockage . $49.50 
of “Teletalh vebster Electric, makers bell speaker writs, och... 7.75 
j 


Prices slightly higher west of the Rockies 


elehome” and its many benefits 
in your home 


ompany 
(ompany 


OMPANY, Racine, Wisconsin 


DEALERSHIPS ARE AVAILABLE + WRITE 


Send for attractive picture booklet 
5 Cable Address “ARLAB” New York City 
% “Where Quality is a Responsibility and F. 


Write for free copy of new booklet, "A new wageless servant 
for your home,”’ describing 
air Dealing an Obligation’ 
Wi 
| WISCONS! WEBSTER ELECTRIC 


WEBSTER ELECTRIC 
Export Dept. 13 40th Street, Ne. 


alls. 


Toletelk Intercommunication Systems . Sound Distribution Systeme * Pickup Tene Arms ond 
mY Addrese “ARLAB” Mew York City for werner ignitien « Thermedrive ter 
Street, Mow York (16), 
tzpert Dept. 13 40th 
ql 


regvicting werm ir flew trom furnaces 


TION” 
QUALITY IS A RESPONSIBILITY AND FAIR DEALING AN OBLIGA 
q "WHERE 


SL WAKERS OE | 
AN 
with promotion materia 
ee N CW... instant, low-cost 
INTERCOMMUNICATION 
= | 


WATER 


y other items you sell. 
aps dealer to their friends. All becau 
th love the long trouble-free service 

with their D.W.Whitehead ic 
wie: heater. pays and protects you 
leal 


yc PRO 


D-W-WHITEHEAD 


| MANUFACTURING COMPANY 
607 WEST INGHAM AVENUE TRENTON, NEW JERSEY 
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EVERY RETAILER is haunted by the ghosts of lost sales that wander around—ghosts of 


customers that might have been. 


They are enemies of good will. 


The Dealer’s Balance Sheet 


hardest part of a merchant’s 
job is to please people, and his greatest 
asset is the good will of those who deal 
with him. He gets this good will by 
pleasing people. 

Every time a merchant pleases a cus- 
tomer, his business grows a little. 
People are pleased when they are dealt 
with honestly, courteously and intelli- 
gently. It is not accidental that people 
refer to a store as having a homey or 
inviting atmosphere. Rather it is a 
compliment to their friendly merchant 
who has made them feel at home in his 
store. 

It is an old story. You have heard 
it many times. Perhaps you have even 
said it yourseli—that twice as many 
customers are lost to a store through 
inefficient merchandising as are taken 
away by competition. 

To put it another way, if a merchant 
would meet successfully the require- 
ments of the customers that come to 
him with their patronage, that mer- 
chant would prosper mightily. 


Ghosts of Lost Customers 


Do you ever sit and think about the 
ghosts of lost customers that wander 
around in a store—the apparitions of 
sales that might have been? Here they 
come, the line of customers coming 


into the store, each with his problem, 


each with his likes and dislikes, each 
with his background of training, edu- 
cation, prejudice and entertainment; 
coming to the sales force hopefully 
seeking a solution to a problem. They 
come with money to spend and a need 
to be filled, offering their money if the 
merchant will solve their need. Does 
he do it? Does he solve it for each of 
them? No. So, here are their ghosts 
filling the store, in their pockets twice 
as much money to be offered as the 
store is going to receive, in their minds 
disillusionment caused by the lack of 
vision of the merchant. 
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This one needed a $300 article and 
the salesman convinced him that the 
$150 article would do just as well. That 
one asked for information and received 
a half-hearted answer. He really 
wanted to buy something but didn’t 
know just what he wanted and the 
clerk didn’t help him. Here’s one that 
came in provoked. He needed a calm, 
reasonable explanation; instead of that 
he got an argument. Well, the clerk 
won the argument but lost the cus- 
tomer. 

Here’s one who came in timidly and 
the clerk ignored him. There was no 
friendly greeting to make him feel at 
home, expand a little bit and leave his 
dollars in the cash register. He found 
coldness ; he found a disinterested aloof- 
ness that made him feel insignificant 
instead of important. He doesn’t buy 
from that store any more. 

In this war and post-war period we 
have developed a whole new crop of 
ghosts. They are the ones our clerks 
heckled when they asked for 
scarce merchandise and believe you me 
we have built up some good hecklers 
in this business. 

So—here they are—the ghosts of 
the customers that might have been. It 
is not enough to buy good merchandise, 
to buy it at the correct price, to keep 
the windows of the store washed and 
the display up to date. Merchandise 
must be sold right. What of your sales- 
men? Are they up to the store’s stand- 
ards? Do they know how to listen 
attentively to a customer, make that 
customer feel at home, and then quietly 
and confidently sell that customer just 
the right merchandise? Can they today 
sell every customer on waiting to buy 
scarce articles from your store when 
they arrive? 

So, the intangible plus value of your 
business is always what your cus- 
tomers think of you. Your good will is 

(Continued on page 108) 
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SOLD FOUR MILLION DOLLARS 
WORTH GEM DANDY ELECTRIC CHURNS 
1946 


2 OUT OF 3 CHURNS SOLD 
. WERE GEM DANDY ELECTRIC CHURNS 


Backed by an aggressive national advertising campaign, $1,500,000 Profit into the pockets of our dealers. 

dealers sold to American farmers more than four million We regret that we were unable to fill orders that would 

dollars worth of Gem Dandy Electric Churns in 1946. have meant another million dollars in sales for Gem 
We are proud of this record which put more than Dandy dealers. 


NOW, BIGGER OPPORTUNITIES 
FOR VOLUME AND PROFIT 


In 1947 Farmers will take in 30 BILLION DOLLARS according to U. S. 
News. THIS IS THE BIGGEST FARMER INCOME YEAR IN 
HISTORY. 


The farmer has more cash to spend and more money in the bank, more savings 
bonds than ever before in history. 


More than 31% million of the less than 6 million farms are already electrified. 


The farmer is BUYING. Are you getting your share of the BIG PROFITS 
in Gem Dandy Electric Churns? Remember you can't make sales if you haven't 
got the merchandise. 


We have stepped up production of Gem Dandy Electric Churns and can now 
make prompt shipments. 


ORDER GEM DANDY ELECTRIC CHURNS 
FROM YOUR DISTRIBUTOR TODAY 


DeLuxe Mopet Retail Price $19.95 
Recommended Dealer’s Cost $12.49 


STANDARD Monet Retail Price $16.95 
Recommended Dealer’s Cost $11.02 


Gem Dandy Electric Churns may be used with 
crock or with Gem Dandy Duraglas jars, 
which are sold separately. List price: 3-gal. 


about $1.95, 5-gal. about $2.45. 


Approved by Underwriters’ Laboratories 


ALABAMA MANUFACTURING COMPANY 


DEPARTMENT A-3, BIRMINGHAM 3, ALABAMA 
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Emerson Radio Compact 


Model 547 


Remarkable new AC-DC 
Superheterodyne in Ivory 
Plastic with superlative 
Sty le. Tone, Performance 
and Value features. 

Oversize Alnico 5 
Permanent Magnet 
Speaker—LARGER 
Super-Loop An- 
tenna — Illumi- 
nated Sliderule 
Dial and many 
new chassis de- 
velopments. 

new SURE- 
FIRE leader! 


GREAT NEW EMERSONS FOR “HOT” PROMOTIO! 


Here is Emerson Radio engineering at a new high small radio—BETTER Style. Tone. Performance 
peak! Two new leaders to jolt public attention and Value—and they're priced for VOLUME sales 


and BUYING ACTION—to put new zip into your and profit. 


entire business! Get the facts from your Emerson Radio dis- 


They have EVERYTHING you ever saw in tributor NOW. 


EMERSON RADIO & PHONOGRAPH CORP. + NEW YORK 11, N. Y. 
WORLD'S LARGEST MAKER OF SMALL RADIO 
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Smallest Emerson 
Self-Powered Portable 


Model 560 
Tops them all — in com- 
pactness, in beauty, in 
Simon Pure Perform- 


ance wherever it 
goes! 


Maroon plastic 
cabinet, 8% in. 
wide—with sturdy 
carrying handle. 

Oversize Alnico 

5 Permanent 

Magnet Speak- 

er and over-size 

Super-Loop An- 

tenna. Sliderule 
dial. Uses long- 
life batteries. 


CASH IN ON $6.500,000.00 ADVERTISING-PROMOTION 


Featuring these two new models — boosting the radio broadcasts, point-of-sale promotion and a 
entire Emerson radio line — the biggest campaign wide range of special features focus public at- 


in radio history is now under way. tention on windows and stores of participating 


National magazines, hundreds of newspapers, dealers. Get on the bandwagon NOW! 


EMERSON RADIO & PHONOGRAPH CORP. + NEW YORK 11, N. Y. 
WORLD’S LARGEST MAKER OF SMALL RADIO 


ELECTRICAL MERCHANDISING—SEPTEMBER |, 1947 


PAGE 


107 


> 
eee 
ado dnd 
Ra 
| 
I, 


PAGE 


- the Original Nickel-Chromium Heating Element Wire 


Trademark Registered U.S. Pot. OF. 


108 


How'd you go for a grilled cheese sandwich? Done to perfection . . . 
just the way you like ’em ... thanks to the durable CHROMEL heating 
element wire used in modern electric grills. CHROMEL. vou know, is 
the original Nickel-Chromium resistor wire. With its fine durability it 
lasted over 300 times longer than any other then known material. Thus 
CHROMEL first made electrical heating really practical. It provides a 
clean, even, odorless heat that can’t be beat for... well... grilling tasty 
cheese sandwiches. Try one! 


Yes, you'll find durable, desirable CHROMEL resistor wire carrying 
the heating load in millions of electrical appliances . . . grills, toasters, 
ranges, roasters . . . and in countless industrial and commercial devices, 
too. For, through the years, manufacturers of such products have found 
that, when they’re made with CHROMEL, they’re made to sell... and 
stay sold . . . to satisfied customers. 


HOSKINS MANUFACTURING COMPANY -¢ Detroit 8, Michigan 
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The Dealer’s 
Balance Sheeet 


CONTINUED FROM PAGE 104 


the disposition of people when you 
have pleased and who return to your 
store and buy from you again, Oiten 
it is more valuable than all else you 
possess. 

In closing, let me remind you again 
of these three points: 


1. Your business must be soundly financed. 
You just have to have enough money. Au- 
thorities agree that more business failures 
are caused by lack of sufficient capital than 
from any other reason. One out of three 
failures in the retail business is due to the 
lack of capital. 

2. You must keep proper records. These 
records are your road map to show you 
where your business is and in which direc- 
tion you are headed. 

3. You must serve a real need in your 
community. The way to success is through 
pleasing people. When you start taking your 
customers for granted, you are a “dead 
duck". So, when you wrap up your mer- 
chandise, put some of your heart in it. 


Department Store 
Appliance Service 


forth,” explained  Stiritz. If we 
didn’t have this check, there would be 
little control at all on the man once 
he was out of here. Then we have a 
setup of dispatching pigeonhoies where 
work order duplicates and so forth 
give us a fair idea of what each man 
is doing, where he is in the city, if 
we want to get hold of him during the 
day.” 

All repairmen and servicenien are 


paid by the hour, with pay graduating 
| according to skill and service of each 


employee. For instance, an expert 
radio man earns $100 and better a 
week. On defective material in re- 


| pairs within a warranty, a defective 


tag is immediately affixed which marks 
it for replacement without charge. 
“We think the setup is unique for 
a department store—to have a modern 
service department,” concluded Stiritz. 
“It was all brought about here by 
Arthur Einstein, general merchandise 
manager. Department stores, as a 
rule, have done a stinky job of mer- 
chandising and selling through a serv- 
ice department, but the Home Service 
Station shows that the reverse can be 


true.” End 


RADIO REPAIRS 


"ALL | CAN GET IS CALVIN COOLIDGE'S 
INAUGURAL ADDRESS." 
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with ELECTROMODE 


- 


gi L-ELECTRIC HEATERS 


THE ONLY AL 


_ 


_ 


RES the greatest selling feature an all-electric 

heater ever had—real safety from fire, shock or 
burn! Electromode’s patented, cast-aluminum Safety- 
Grid —the heating element with no exposed hot or glow- 
ing wires—is stealing the show wherever it’s demon- 
strated. 4nd only Electromode has it! 

We're telling the Electromode Safety-Grid story to 
millions of heater prospects through a great advertising 
campaign in leading magazines covering home. indus- 
trial and farm markets—and backing it up with a real 
array of selling aids. Dealers and wholesalers from 
coast to coast are finding that it pays to concentrate 
on a quality line—the Electromode line. Join the profit 
parade! Sell Electromode! 


CASH-IN ON ELECTROMODE 


Deolers . . . Get the complete Electromode profit story from your 
Electromode supplier. If you don’t know his name, write us, 
Dept. EM-97, and we'll gladly send it to you. 


Wholesalers . . . Cash-in on the steadily increasing demand for 
Electromode All-Electric Heaters for home, industry and farm. 
There may be an opening in your territory. Write Dept. EM-97 
for information. 


ELECTROMODE 


HEATERS 


ELECTROMODE CORPORATION + 45 Crouch Street, Rochester 3, N.Y. 


World’s Leading Exclusive Manufacturer 


of All-Electric Heaters 
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WITH THE SAFETY-GRID! 


77 


X-Ray view of Electromode Portable Heater shows the 
exclusive, cast-aluminum Safety-Grid 


MODELS FOR EVERY HEATING PURPOSE 


PORTABLE ROOM HEATER. A sturdy “quality” 
heater that’s completely safe for children. Com- 
bines lightness with compactness for easy port- 
ability in home or office. Plugs in anywhere. 


BILT-IN-WALL SMALL-ROOM HEATER. Easily in- 
stalled in bath or any small room; requires no 
special wiring. Manual or thermostatic control. 


BILT-IN-WALL ROOM HEATER for homes or offices. 
Employs unique Down-Flo principle of warm air 
delivery. Several models for different room sizes. 


PORTABLE ROOM HEATER for home and office. 
Gives high BTU output; circulates warmth by 
Down-Flo principle. 


SUSPENSION TYPE UNIT HEATER for industrial use. 
Designed for ceiling or wall suspension mounting. 
One of a complete line of Electromode standard 
and specialized industrial unit heaters. 
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KAISER 


DISHWASHER 


OFF THE TABLE + INTO THE KAISER + ONTO THE SHELF + IN A MATTER OF MINUTES 


Kaiser Fleetwings Sales Corporation 
General Sales Office, 1924 Broadway, Oakland 12, California 


Please send me detailed information on sales promotion plans, prices and discounts for 
the Kaiser — amazing new 5-minute dishwasher. 


Name and Title 
Firm Name 
Street 


City Zone State 
LE 
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with the KAISER 


amazing new 
5-minudle 
dishwasher 


IMMEDIATE DELIVERY 


And quick sales! One look—one 5-minute 
demonstration—your customers will want 
to own the Kaiser Dishwasher. It’s new, 
thrifty, safe, silent and fast! 


PRICED TO SELL—FROM $129.50 


Four models — build-in and cabinet units 
—to fit any kitchen. De Luxe and Stand- 
ard styles—to fit any pocketbook. Built 
for service. Displays on sales floor just 
like any other appliance. 


Yes, you can profit now with the Kaiser 
Dishwasher. Set up a simple 5-minute 
demonstration—and cash in on the 
heavy advertising running now in the 
Post, Good Housekeeping, Architectural 
Forum and other big publications. 


STAGE THIS 5-MINUTE DEMONSTRATION 


See —it’s easy to load the 
Kaiser Dishwasher. Rack 
always at handy level. 


Note easy installation. 
Only 2 connections — one 
to hot water, one to drain. 
Uses no electricity. 


Show how gently the 
Safety Basket revolves to 
wash, then dry —china, 
glasses, silver. 


Easy to operate—one con- 
trol to wash and rinse, one 
control to drain. 


Listen—silent! Powered 
by water only! Minimum 
pressure 40 pounds. 


Talk about clean—actually 
hygienic! Even the one- 
piece aluminum basin is 
odorless, cleans itself! 


Look—no hands! Dishes 
dry themselves, sparkling 
clean. No film, no streaks. 


Just right size for average 
family. Low-cost extra 
basket makes re-loading 
simple for larger families. 
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DIGGING INTO the new model Toastmaster toaster which was presented to them 
at the recent annual sales conference in Highland Park, Ill., are T-shirted sales 
representatives B. F. Parker, Philadelphia; E. B. Thompson, Cleveland; R. J. Kershaw, 
Dallas; and A. L. Moore, Atlanta. W. E. O'Brien, sales manager, described the 
company's new introductory offer, an effort to keep demand growing. 


Toastmaster Presents New 
Model, Sales Plan to Salesmen 


Introductory Offer, 
Sales Tests Described 


Max McGraw likes exclusive fea- 
tures, and the shirt sleeved Toast- 
master salesmen who gathered at 
Highland Park, Ill., July 21-26, for a 
sales conference saw that the new 
model had something original. 

Like Mark Twain and the weather, 
many have complained about voltage 
fluctuation on American power lines, 
but few have done anything about it. 
In American rural areas particularly 
there is constant complaint about low 
line voltage and even city dwellers 
have things happen when too many 
gadgets are plugged into one outlet. 


Current Compensator 


The Superflex Toastimer, which 
made its bow, automatically compen- 
sates for voltage variation. It is ac- 
complished by a bi-metal arrangement 
and is patented, with General Electric 
said to be a licensee. Regardless of 
current vagaries, toast comes up the 
desired color every time. 

The same plan of announcing the 
new line by telegraph was followed, 
and stocks were in every nook and 
cranny of the United States when the 
first gun was fired, Monday, July 28. 

Because there are not enough Toast- 
masters to fill all orders, an introduc- 


tory distribution plan was offered to 
the trade, featuring two new Toast- 
master window or counter displays, 
which are available to retailers at cost. 
Special offer A includes a carton dis- 
play with three toasters, B, a three- 
dimensional display which includes 
two Toastmasters. No retailer can 
purchase more than one special offer. 


Stock Limited 


W. E. O’Brien, general sales man- 
ager, Toastmaster Products Div., Mc- 
Graw Electric Co., pointed out that 
while the pffers A and B might seen 
a little expensive—$45.89 and $38.65 
—in view of the limited amount of 
merchandise that went with them, this 
was a carefully planned deterrent in- 
asmuch as the stock available at the 
present moment is limited. However. 
he said, the factory hopes to be in a 
position to take care of repeat orders 
within a couple of months. 

“In our pricing,” said Mr. O’Brie. 
“we are being careful to point out that 
there is a federal excise tax of $1.01 
included. We want to make clear that 
the government is helping to raise the 
price of these Toastmasters.” 

Nearly 20 years ago Toastmaster 
sent Western Union boys delivering 
wires announcing the kickoff of a 
sales campaign. The plan was so suc- 
cessful it has been repeated time and 
again. 

To discover how hot the demand for 
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Westinghouse Television 
Announced to N. Y. Distributors 


Full Line of Radio Sets 
Shown; Market Goal Set 


Down in the audience the distribu- 
tors looked at one another and grinned, 
then leaned forward in their sets. 
Selling was back; they knew it. Up 
on the stage J. H. Stickle, advertising 
and sales promotion manager for 
radios of Westinghouse Electric Corp., 
flailed his arms, leaped through a 
talking war dance as he presented the 
company’s new radio line. 

Westinghouse had spared no effort. 
There were all the props, all the talk, 
all the showmanship of pre-war sell- 
ing. As Mr. Stickle presented each 
new model from the stage of New 
York’s Waldorf Astoria he raced 
through its features, raced back again. 
When he described the company’s sell- 
ing aids, he used the same technique, 
bulldozed the delighted listeners into 
willingness to buy any and all the 
sales helps. 


Five Percent in '48 


L. S. McLeod, manager of sales 
education, told the Middle Atlantic 
distributors that Westinghouse sold 
380,000 radio sets in 1946, was bidding 
for five percent of the market next 
year. He explained that the plant at 
Sunbury, Pa., is equipped to turn out 
6,000 sets a day for the 19,726 dealers. 
He urged the distributors to get West- 
inghouse radios into the leading dealer 
stores, to carefully select dealers— 
which now include “everything from a 
fish hatchery to a distillery.” More 
radio sets will be shipped during the 
last four months of the year than were 
sent out in the preceding eight months, 


he warned, adding that deliveries 
were no longer on an allocation basis 
and would be made in quantity by 
September. 

Edgar G. Herrmann, radio sales 
manager, told distributors that no price 
cuts could be expected because of in- 
creased steel prices. 


Television in November 


Models shown included sets ranging 
from $39.95 to $600. Mr. Herrmann 
disclosed that a table model television 
set has been designed and would be on 
dealers’ shelves by November 1. He 
said that it would be a straight tele- 
vision model and would be “priced 
competitively in the vicinity of $400.” 
Particular stress was laid on the fact 
that the radios have been priced to 
meet competition in what was admitted 
to be a buyers’ market. The line in- 
cluded 19 cabinet variations of 12 
models. Many of the sets included 
FM in a new circuit which was 
described as including the basic Arm- 
strong design but incorporating new 
improvements. 


Proved Sets Will Stay 


The company will continue to make 
and sell the sets which have been 
“proved performers” during the past 
year. Among these are a small portable 
and the “Duo.” New sets include the 
following: a table model at $39.95, a 
table model FM-AM set at about 
$99.95; one AM-FM console at 
$189.95; other consoles with record 
changers from $249.95 to $600. 


toasters was in various parts of the 
country, the company has been run- 
ning a series of test sales in various 
parts of the country. The findings 
were revealed at the sales meeting in 
Highland Park, July 24. At Hengers 
in Buffalo, 90 Toastmasters were sold 
in 20 minutes Hubbard's, Flint, Mich., 
moved 48 in 15 minutes ; Thalheimer’s, 
Richmond, Va., sold 60 Toastmasters 
between 9 and 4 p.m.; Freimuth’s, 
Duluth, moved 48 in one half-hour; 
Carson, Pirie, Scott, Chicago, disposed 
of 65 in 15 minutes; Fish Furniture 
Co., Chicago, moved a gross in one 
hour. 

L. Bamberger in Newark sold 250 
Toastmasters in 45 minutes; Barker 


Bros., Los Angeles, sold out 144 in 30 
minutes; Davison & Paxon, Atlanta, 
Ga., and Rich’s department store, 
Atlanta, tabulated their sales. 


D&P Store Rich's 


Monday ........ 75 99 
Tuesday ...... 21 20 
Wednesday ..... 19 i 
Thursday ....... 05 
13 06 

139 141 


Wieboldt’s in Chicago, sold 210 in 
one half-hour; Macy’s, New York 
City, 346 in 1 hour and 5 minutes; 
Scranton Dry Goods, Scranton, 72 in 
two hours, and Gilchrist’s, Boston, 60 
in 2? hour. 
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FEATURE-PERFECT FOR 


QUALITY SELLING! 


1. “Slumber-Sentinel’’ Tempera- 
ture Control . .. the simplest, surest 
thermostatic control ever developed 
to maintain temperature accuracy. 
Simply set it and forget it. 


2. Good Housekeeping Guaranty 
Seal and Underwriters’ Labora- 
tories Seal... granted to Universal 
Electric Blanket assure your custom- 
ers of high performance and safety 
standards. 


3. Plenty of Spread for Double 
Bed ... Customers will be impressed 
by this big quality Blanket 72” wide 
by 90” long assuring plenty of spread 
for double bed. 


4. High-Quality Blanket with 
Precision Control . . . the Universal 
Blanket is a fine quality Blanket 75% 
wool... beautifully satin bound at 
each end ...and for added safety six 
separate thermostats guard against 
overheating. 


’ Comes in Rose, Blue and Green 


OW...THE SENSATIONAL new UNIVERSAL Electric 

Blanket with the exclusive “Slumber-Sentinel” 
Temperature Control opens up new profit opportuni- 
ties for retailers everywhere. This fall will be one of 
the greatest Electric Blanket seasons ever ...be alert, 
capitalize on the extra value and extra profits from 
this great sales potential with the famous UNIVERSAL 
Electric Blanket. 


To capture this market for your store, UNIVERSAL has 
prepared the greatest promotion in Electric Blanket 
history... featuring famous feature firsts of this sensa- 
tional UNIVERSAL Electric Blanket . . . directing traffic 
to your store... pre-selling consumers on its quality 
features...telling them to look to your store as 
UNiversSAL Electric Blanket Headquarters in your com- 
munity! And the campaign is timed seasonally when 
Electric Blankets are easiest-to-sell. 


lake fulladvantageof this great selling opportunity. 
Call your nearest UNIVERSAL distributor today. Don’t 
miss the chance to participate in this great campaign. 
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TAKE FULL ADVANTAGE OF THIS 
GREAT FALL BLANKET CAMPAIGN! 


UNIVERSAL ’s big fall Blanket promotion includes full 
page four-color advertisements in leading national 
weeklies and monthlies throughout October and No- 
vember and a great newspaper campaign in over 150 
key markets that tie in dealers featuring UNIVERSAL 
Electric Blankets. In addition, UNIVERSAL Blankets 
are being featured on the nation’s top audience par- 
ticipation shows over national networks during this 
campaign delivering 31 million radio impressions 
every week. Window displays, counter cards, folders 
and ad mats have been specially prepared for dealers. 


Nag 


THE HOUSTON CHRONICLE 


Foes Of Labor Bil Have Senate Tied Up is 10 OVERRID 


Trou 


THE 


Radio Impression’ 


YOUR UNIVERSAL DISTRIBUTOR TODAY! 


UNIVERSAL 


LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. 


NG 
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WITH 
APPLIANCES 


“WORTHY OF THE NAME” 


It is apparent that fuel (all types) will be 
short and high priced in many localities this 
winter. 


Naturally — buyers of appliances will be 
interested in heaters and 
ranges backed by rec- 
ords of fuel economy 
proven over the years. 


The WASHINGTON 

line has an established 

reputation for the FRU- 

GAL use of fuel. Write 
today for information about these money- 
saving, money-making products. 


Down-Dratt Hot Blast Combustion 
insures maximum efficiency. Heavy- 
duty special alloy slotted fire pot 
and large heavy ribbed combustion 
chamber, adding extra heating sur- 
face, insure long life and added 
yeors of satisfactory service. 


The modern styling, rounded corners 
for easy cleaning, the striking lines, 
the gleaming porcelain enamel finish— 
all contribute to the smart appeorance 
of the George Washington Cast Bal- 
anced Range. 


Established 1862 
NASHVILLE, TENNESSEE 
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JRNING HEATER 
“Down-Drott Hot Blast spreads flame in the radia- 


tor-type combustion chamber, insuring maximum 
heating capacity. A truly beautiful, powerful and 


durable heater. 


COOL, BUT NOT ROOMY is the top 
of this new Hotpoint table-top automatic 
electric water heater. The heater is 
equipped with the new pressurized direct 
contact Calrod units. 


Credit Controls End 
May Harass Retailer 


The end of credit controls will place 
a severe financial burden on retailers 
because of increases in installment buy- 
ing was the forecast of a bank and 
furniture executive in a recent meet- 
ing at the July markets in Chicago. 

Lloyd B. Raisty, secretary, A. G. 
Rhodes & Son, Inc., Atlanta, Ga., and 
Lehman Plummer, vice-president, 
Central National Bank & Trust Co., 
Des Moines, Iowa, agreed that re- 
tailers will have to tie up considerable 
money in financing when credits are 
relaxed. “Instead of getting 20 per- 
cent down payment, we shall do well 
if we get 10 percent, or even any- 
thing,” Mr. Raisty stated. “We will 
be selling refrigerators and ranges on 
terms of three to five years. Most 
of us are going to be hard up for cash 
money in the months ahead if this 
happens. “I urge a policy of modera- 
tion. We should try to hold off such a 
return just as long as possible,” he 
went on to Say. 

Mr. Plummer urged retailers to 
establish sound installment credit 
policies when federal controls are 
lifted. He said a recommended set of 
credit terms would include: 

Refrigerators, 10 to 20 percent down 
payment, 24 to 30 months time limit; 
home freezer units, 10 to 20 percent 
down, 18 to 24 months; ranges, 10 to 
20 percent, 24 to 30 months; washers 
and ironers, 20 percent down, 18 
months; vacuum cleaners and sewing 
machines, 20 percent, 12 months; con- 
sole radios, 20 percent, 18 months; 
small radios, 25 percent, 12 months. 


Black Market in Motors 
Drying Up As Output Grows 


When a big chain put % and % hp. 
electric motors on its counters re- 
cently for sale to anybody without 
quibble, it meant that the black market 
in motors was on the skids. Slowly 
but surely the factories are again 
making delivery of fractional horse- 
power motors, some of them within 
30 days on receipt of order, it is said. 
Deliveries of 2 to 5 hp. motors ar: 
said to be on a 30-day basis, wit! 
larger motors on slower delivery. 
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makes same floor area yield 


more storage space! 


Here is a refrigerator that combines capacity 


with compactness . 


a refrigerator that provides adequate storage 


space even where kitchen area is severely limited, as in many of today’s 


small homes. 


“Compact-6" 


“Conventional” 


Entirely new design does it —creates a refrigerator that’s “a 4- 
footer on the outside, a 6-footer on the inside.” Note all the extra 


storage space, gained without sacrifice of floor area! 


See all these other reasons why 
this new Model SJ-6 Frigidaire Refrig- 
erator helps architects and builders 
make the most of small-home plans— 


Flat top serves as extra kitchen shelf. 


Big freezer holds 15 lbs. of frozen 
foods. Two fast-freezing shelves. At- 
tractive freezer door. 
Instant ice service. Two generous- 
size Quickube Trays. 
Large Hydrator for fresh fruits, 


vegetables. 


Meter-Miser is simplest cold-making 
mechanism ever built; uses less cur- 
rent than ordinary light bulb. 


Also — one-piece, all-steel cabinet, 


Youre twice as sure with two great names 


Dulux finish, porcelain-on-steel food 
compartment with acid-resisting 
floor, rust-resisting shelves, alumi- 
num cold-storage tray, Cold-Control. 


Cabinet dimensions: height, 51 
11/16"; width, excluding hinges, 24’; 
depth, including hardware and rear 
ventilating space, 2634”. 


Capacity: 6.0 cu. ft. storage space; 
11.6 “4 ft. shelf area. (NEMA 
s.) 


standar« 


$ said. 

rs ar: 

, wit! REFRIGERATORS © ELECTRIC RANGES © WATER HEATERS © HOME FREEZERS © KITCHEN CABINETS © AUTOMATIC LAUNDRY EQUIPMENT 

ry. COMMERCIAL REFRIGERATION AND AIR CONDITIONING EQUIPMENT 
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Will You 


licote . . . the NEW liqui 


inish is getting under wae. 
‘ast. Initial volume in ’46 was 
vy. '47 is snow-balling as 


he public reacts to the satis- 
action of Plicoting. 


These Distributors 
Are On Board! 


TOWNLEY METAL & HDWE. CO. J. 


KANSAS CITY 


SCHNEIDERHAHN CO. 


APPLIANCE DISTRS. 


INDIANAPOLIS 


MODERN APPLI 


NEW ORLEANS 


JONES & GOWING, INC. 


LOS ANGELES 


THE YORK SUPPLY CO. 


DAYTON 


BOREN BICYCLE CO. 


LITTLE ROCK 


KENTU 


PUGET SUPPLY CO. 


SEATTLE 
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e 
A. WILLIAMS CO. ™, * 
PITTSBURGH 1 
GUNTER-JOHNSON ° 
ATLANTA 
EDW. K. TRYON CO. 
PHILADELPHIA 
ANCE CO. GENERAL CORP. 
MINNEAPOLIS 
CRY APPLIANCE UPSTATE DISTRS. 
VORE SUPPLY CO. ALLIED APPLIANCE 
MEMPHIS 
PALMETTO ELECTRIC 
COLUMBIA, 5. ¢. KEN R. HUMKE CO. 
BLDG. PRODUCTS SPEC. poanane 
DENVER HDWE 
ELECTRIC contr’s 
BIRMINGHAM 
WATKINS-COTTRELL co, DALLAS PLICOTE 
RICHMOND 
GEO. C. WETHERBEE & CO. STRAUS FRANK 
DETROIT SAN ANTONIO 


PLICOTE-48 New y Colors 


cream of the buying public is bei $19 


through ul sales messages in Better Homes cape! 
RETAIL 


Ladies’ Home Journal, 
Inc, Generel Sls Of, 66H. Michigan Ave, Chi 
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Scheduled Meetings 


FALL MARKET WEEK 


Kansas City Merchandise Ma-t 
September 7-13 


UPPER MIDWEST MARKET WEEK 

Municipal Auditorium, Minneapolis, 
Minn. 

September 23-26 

Continental Convention and Show 

Management. Inc., Syndicate Bidg., 
Minneapolis. 


INSTITUTE OF RADIO 
ENGINEERS 


West Coast Convention, Palace Ho- 
tel, San Francisco 
September 24-26 


RADIO PARTS SHOW 


De Soto Hotel, St. Louis, Mo. 
October |-3 


Electronic Distributors’ Assn., 2700 
Locust St., St. Louis 
NATL. FARM ELECTRIFICATION 
CONFERENCE 


Claypool Hotel, Indianapolis, Ind. 
October 7-8 


INTL. ASSN. OF ELECTRICAL 
LEAGUES 

12th Annual Conference 

October 8-1! 

Statler Hotel, St. Louis, Mo 
WESTCHESTER BETTER HOMES 
EXPOSITION 
County Center, White Plains, N. Y. 

October 14-19 
White Plains C. of C., 201 Main St., 
White Plains 


ELECTRICAL PROGRESS EXHIBIT 


Bellevue-Stratford Hotel, Philadel- 
phia, Penna. 

October 22-24 

Manufacturers Division, Electrical 
Assn., Philadelphia 

2nd INTL. LIGHTING EXPOSI- 


TION & CONFERENCE 
National Electrical Mfrs. Assn. 
Stevens Hotel, Chicago, Ill. 
November 3-7 


Rise in Rents May 
Cut Retailer Sales 


Studying the practical results of 
the new federal rent law, retailers are 
estimating that a 15 percent rent in- 
crease would reduce consumer goods 
sales by some $300,000,000. While wide 
variances are shown, it is believed 
that 25 percent is a fairly accurate 
average figure of the family income 
allowed for rent. A 15 percent rise 
therefore would cut the typical fam- 
ily’s disposable income by 3.75 per- 
cent. It is estimated families in the 
medium to upper income brackets are 
likely to be least affected. Those in 


rented dwellings spend as little as 
eight percent for housing. It has been 
deduced therefore that a 15 percent 


rise in housing cost would hit first 
and hardest lower income families in 
urban communities. As these groups 
ordinarily constitute the mass market 
for popular price apparel and home 
goods, any sales reaction logically 
would be anticipated in those ranges. 

This deduction presumes that there 
will be no compensatory changes in 
wage rates or other living costs, not- 
ably food. It also presumes that 
families will not curtail amusements, 
travel and other drains on their in- 
comes such as dining out, entertain- 
ment, liquor consumption and ex- 
tensive purchases of durables 
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FUSIBLE PLUG 
An extra safety feature. Plug 
melts out at 20 lb. pressure 
yet radiator is built to with- 
stand 130 Ibs. 


SENTINEL LIGHT 
Glows only when current is 
ON. Shows how radiator uses 
electricity only 75% of the 
time when plugged in. 


2-WAY THERMOSTATIC 
CONTROL 
Automatically keeps steam 
pressure within safe range at 
all times—also turns radiator 
on and off to keep room tem- 
perature at desired point. 


CALROD HEATING ELEMENT 


This famous | 
coil is built to deliver 15- 


Again Full Production 


AIR VENT 
Coin operated valve to vent 
air when radiator is first put 
into operation. 


FILLER CAP 
Water added here after every 
500 hours of use. All radiators 
shipped contain Prestone anti- 
freeze and water. 


EASY TO MOVE 
Portable models equipped 
with easy-rolling, ball bearing 
Atlasite casters. Won't mar 
floors. 


Burnham Portable Electric Steam Radiators 
with the Special Features that Guarantee 


EASY SALES... OWNER SATISFACTION 


“AMERICAN 


ME 


POWERFUL NATIONAL ADVERTISING 


Starting in September. we are using big-circulation 
magazines to tell your customers how easily, econom- 
ically and safely they can enjoy extra heat with a 
Burnham Electric Steam Radiator. 


ELECTRIC RADIATOR DEPARTMENT 
IRVINGTON, N.Y., DEPT. EM97 


RAOIANT HEATING 
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When you sell a Burnham Electric Steam Ra- 
diator you sell the finest auxiliary heating 
unit of its type in the world. 


First introduced in 1932, this Electric Steam 
Radiator has been sold to tens of thousands 
of satisfied customers. It is a quality heater 
throughout — made from rust-resistant cast 
iron — designed and built for enduring effi- 
ciency and usefulness. What's more, their 
modern, slenderized design provides heating 
efficiency equal to conventional type 
radiators — yet size and weight have been 
reduced 60%. 


Check the special control and safety features 
above. They show conclusively why your 
customers will find Burnham's Electric Steam 


Radiators the last word in comfort, con- 
venience and economy. And why you will 
find a ready demand for this heater which you 
can turn into extra profits—plus the good will 
that always follows when you sell a superior 
and widely-needed product. 


Here’s another reason you sell COMPLETE 
SATISFACTION when you sell a Burnham 
Electric Steam Radiator. These radiators 
come in 6 different sizes (3 portable, 3 sta- 
tionary), your choice of A.C. or D.C....110 
volts or 220 volts...with heating elements 
from 1,000 watts to 3,000 watts. And we pro- 
vide you with a Heating Manual which 
makes it easy to recommend the right size 
and type for any room. 


Mail coupon NOW for prices and full details (Please mail with business letterhead) 


Irvington, N.Y. 


Dealer 


Burnham Corporation, Electric Radiator Dept. 


We are interested in knowing more about Burnham Electric Steam Radiators. 
Please send full particulars without obligation. 


Dept. EM97 


Address 


City and State 
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4. GRIDDLE-GRILL Model HG3. 
Combines tremendous speed of grill 
with large frying are of griddle. 
Variable top and bottom tempera- 
ture controls..- permit preparing 
combination dishes in one opera- 
tion. Produces an average of one 
order of bacon and eggs Pef min- 


3. GRIDDLE Model HG2. Three times 
as fast as ever! Depth-styling pro- 
vides 212 sq- in- usable frying are4— 
with over-all width of less than 18 in. 
Cast-in Calrod* unit delivers uniform 
heat over entire griddle surface. 

Rated wattage: 3 kw. 


Restaurants 
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jae jiminate rion 2 jete “Onvenien, hand}; 
uts fat needed er — require ina Signal light aCts as Warning 
15 Ibs. of _if ev "dicator. No flames 20 fumes, 
: 5. WAFFLE BAKER Model Hy}, 
nal lights indicate when to begin — jitutions q 
Perfect waffle. The patented shake- a 
LIGHT, MEDIUM o, DARK 


Now you can prepare 

BETTER FOOD in LESS SPACE... 
with GREATER SPEED for 
MORE PEOPLE AT 
RECORD-SHATTERING PROFIT 
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NEVER BEFORE has any manufacturer offered a complete line of matchea 
counter appliances. Hotpoint—industry leader—is first again! 


CUSTOM-MATCHED BEAUTY. All appliances in the new Hotpoint 
counter line are identical in size. All are finished in the same lustrous 
non-tarnishing chrome. Fitted together with accessory banking strips, the 
over-all appearance is that of a single, custom-built device. 


NOTE ALL THESE FEATURES: Improved Calrod* heating units 
e More efficient and rugged thermostats ¢ Separate signal lights ¢ Adjustable 


leveling ¢ Removable drip trays e Continuous backsplasher ¢ No cracks 
No sharp corners All curved surfaces Easy to clean. U.S. Pat, Of, 


Install the units you need . . . immediately. Add 
to your Counter Kitchen as your business grows. 


H@TPOINT INC. A GENERAL ELECTRIC AFFILIATE 


5620 West Taylor Street, Chicago 44, Illinois 
THE WORLD’S OLDEST...LARGEST...AND FOREMOST MANUFACTURER OF COMMERCIAL ELECTRIC COOKING EQUIPMENT 
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WINTER'S COMING! 
HEATER 


SUSPENDED UNIT 


GAS HEATERS 
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Both YOU and the CUSTOMER benefit when you stock 
this profit maker! Here is a heater that is completely 
automatic and needs no duct work or central heating 
plant. Palmaire heaters are fully A G A approved for 
natural, L P G or manufactured gas (100,000 and 
190,000 B T U models). The rugged dependable con- 
struction assures carefree service season after season. 
Write today for free descriptive literature! 


38 YEARS OF 
AIR 
CONDITIONING 
LEADERSHIP 
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Hoover Shows New Products 


New Line Is Previewed 
By the Press In New York 


WELCOMING the press to the showing 
of Hoover's product was W. W. Steele, 
vice-president in charge of sales. Mr. 
Steele pointed out that the Hoover Co. 
has its selling sights trained on three 
groups of housewives, the newly-married, 
the middle-aged, and the older, estab- 
lished home maker. 


NEW PRODUCTS introduced to the 
press at the New York meeting included 
the electric iron here demonstrated by 
Miss Madge Dilts, company home 
economist. 


WORKING HARD and working up to 
modern times in his recapitulation of the 
history of cleaning, Hoover's W. W. 
Powell, director of sales education, got 
a laugh with his demonstration of the 
Lewis “cylindrical carpet sweeper and 
duster" at the recent press preview in 
New York. 


MODEL 50, Hoover's piece de resist- 
ance, its new tank-type cleaner, was de- 
scribed by G. P. Daiger, executive engi- 
neer, who put it through its paces. 


DISTAFF REPORTERS showed much post-demonstration interest in the company's 
new electric iron, crowding around the table and plying the company representative 
with the questions that they would later have to answer for their readers. 
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* INSIDE QUALITY 


)00-WATT STEEL-ROCK HEAT UNIT: 


Embedded . . . safe from air and moisture, 
quick-hecting, current-conserving, and long- 
lasting. 


STEEL SOLE PLATE... harder, smoother, 
thinner... gives better heat distribution. 


MAGIC EYE: When this eye winks out you 
know the iron has reached the temperature 
you set it for. Shows you, too, how much of 
the time you ore ironing economically on 


to stored heot. 

“4 PRECISION THERMOSTAT: Dependable 

oat automatic control of iron temperatures 
the actually right ot ironing surface. 

pad DUO-DIAL HEAT CONTROL: Measures 


the hect to suit a particular fabric when 
ironed ot o particular speed ... the selective- 
speed fecture that makes this the supremely 
safe iron in onybody’s hands. 


AIR-COOLED PLASTIC HANDLE: Fash- 
ioned for o comfortable grip .. . cool to the 
hand, easy on the wrist. 


BUILT-IN CORD: With Rubber Guard. 
Approved 10,000-cycle. 


LIGHT WEIGHT (4 Ibs.) . . . Perfectly 
balanced for arm and wrist ease. ar. r 
TAPERED POINT BEVEL EDGED SAMSON Automatic Iron, stands for Inside Quality. Take a look 


“BUTTON NOOK" all the way around. 


NEVER-CATCH HEEL for unimpeded back- 
strokes in ironing. 


SAFETY-TILT...ROCK-TO-REST: An 
effortless rocking motion stands the iron on 


the cutaway view of this iron...and at the long list of sales-making — 
features that result from its Inside Quality. Then you'll appreciate 
: why SAMSON is called the Automatic Iron with a HIGH iQ! 


its handle, with ALL hot metal off the board ee ee 
... and ot just the right tilt and firm rest for 

esist- safety. 

a4 STREAMLINE BEAUTY in gleaming chro- 


mium plete and black plastics. 


Advettized tz Seif! 


any's 
ative 


Powerful 2-color advertisements, featuring 
various Samson products, will appear through- 
out the year in Collier's, Saturday Evening 
Post, Good Housekeeping, Ladies’ Home 
Journal, and Pathfinder . . . reaching millions 
of preferred prospects in the small towns as 
well as the cities. Watch for them—and cash inl 


Every Samson SHOWBOX is a complete 
merchandising display that stops ‘em, tells 
‘em, shows ‘em and sells ‘em! If you want to 
double your iron sales, be sure to display the 
colorful Samson Iron SHOWBOXES in your 
windows and on your counters. 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 


ELECTRICAL MERCHANDISING—SEPTEMBER 


PAGE 


«! 
4 
- 
‘ois Samson United of Canada, Limited, Toronto 
THE “BUY LINE’ FOR THE MILLIONS... 
SING 


Spearheading this great drive are big American Gas Association ads 
like these, every month in 10 top magazines—98,000,000 messages 
... PLUS big national promotions by 20 leading gas range manu- 
facturers ... PLUS tie-in promotions by 1,200 gas utilities! Plan 
YOUR tie-in efforts NOW!!! 


questio 


YOU 


PAGE 122 SEPTEMBER 1, 1947—ELECTRICAL MERCHANDISING 


ng to ask ourself 
BUY 
sgt cooking advances of the age 
\ AS m 
| 
: Ga 


MILLION DOLLAR 
ADVERTISING DRIVE THIS FALL 
TELLS THE WORLD ABOUT IT! 


This hard-hitting, coast-to-coast industry-wide 
drive on Automatic Gas Ranges built to “CP” Standards will build 
profits for you—now and in the future! 


Crab hid Gor: We Va it in the amazing new, com- 


pletely Automatic Gas Ranges built to ‘““CP’’ Standards, that have every single 
convenience and performance feature women could wish for—PLUS—a nation- 
ally recognized, unbiased buying guide. That’s what the gas industry is driving 
home in this educational campaign designed to build profits for you! 


ASK the manufacturers of 
these leading gas ranges * 
how to cash in! 


” 
Ghat Kid got the Wek... it 6 to 1 in acceptance and A-B - CALORIC - DETROIT JEWEL 


popularity. And at a time when half your customers’ gas ranges are over 10 ESTATE HEATROLA 
years old and ready for replacement! That’s your profit market—the easiest to GAFFERS & SATTLER - GARLAND 
sell in the major appliance field! GLENWOOD - GRAND 


HARDWICK - MAGIC CHEF 


—t0x you! Powerful, concen- O’KEEFE & MERRITT - QUALITY 


trated national and local advertising every month will blanket your customers— ROPER - SGE-ACORN 
move high-grade automatic gas ranges off your floor like nobody’s business— SGE-ORIOLE - SPARK - TAPPAN 
build big profits for you! It will condition the market for years to come. Ask your UNIVERSAL - WEDGEWOOD 
gas utility or manufacturer how to tie-in. Put this powerful national advertising WESTERN HOLLY 


! 
and promotional drive to work for you NOW! —— 


CLARE BROS: - MOFFAT 


Gos Appliance Manufacturers Association 60 East 42nd Street, New York 17, N. Y. 
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@ These modern clocks have their motors com- 
pletely sealed in oil, making for long life and quiet 
operation. They are most satisfactory to stock 
because they sell fast, thanks to their advanced 
styling and moderate price, and they stay sold, 
thanks to their mechanical perfection developed 
by a company with 116 years of experience. 
SENTINELS are building good business for pro- 
gressive electrical dealers all over the nation. 


THE E. INGRAHAM COMPANY 
Bristol, Connecticut Established 1831 
In Canada—The Ingraham Canadian Clock Co., Ltd., Toronto 


LYRIC: SA-14 


The Sentinel miniature self-starting Electric 
Alarm Clock with the 1-2-3 alarm. Silver plated 
metal case, easily read numerals. Only 4)" 
high. Retails at $4.95. 


ARLINGTON: SD-136 
The new Sentinel wood-case electric self- 
starting Desk or Table Clock. Beautifully 
grained walnut case. 6” high. Motor com- 
pletely sealed in oil. Retails at $12.50. 


SENTINEL 


MURAL: SK-135 


The Sentinel modern design electric 
self-starting Kitchen Clock. Easy to 
see, easy to keep clean; 5!2"’ white 
dial, convex glass, convenient bot- 
tom set. Retails at $4.50 


Prices exclusive of taxes. 


CLOCKS AND WATCHES 
“Guard Your Trecious Sime” 
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Sears Brings Out 1948 
Line of Refrigerators 


The 1948 line of Coldspot refrigera- 
tors was unveiled to the public early 
in July by Sears, Roebuck & Co., 
under the designation of “Spacemas- 
ter” models. These are being manu- 
factured for Sears by Seeger Refrig- 
erator Co. in their St. Paul, Minn., 
and Evansville, Ind., plants, according 
to an announcement by T. V. Houser, 
Sears merchandising vice-president. 
Consultants on design and styling were 
Sundberg-Ferar of Detroit, industrial 
designers. 


NEW 1948 LINE of Coldspot refrigera- 
tors have motor mounted in rear, increas- 
ing storage space without adding to 
overall dimensions. This 9 cu. ft. four- 
star model has 18!/2 sq. ft. shelf area and 
"Freezer Chest" stores 38.3 |b. frozen 


food. 


This new type of refrigerator has 
been in the making since 1940, accord- 
ing to announcement by Sears, and 
was designed with the thought that 
average modern kitchen space is at 
a premium and a more compact power 
unit was needed which would release 
space formerly wasted for this pur- 
pose. 

General features include back- 
mounted “Permathrift” motor, sealed 
in oil for life; 30 percent more stor- 
age space; all-steel construction, with 
white “Durabond” finished exterior 
and acid-resistant porcelain enamel in- 
side; 9 point cold control; 3-in. 
“Coldex”  double-duty insulation; 
“Humiderator” humidity controller on 
9 cu. ft. four-star and both 11 cu. ft. 
models; “Humiderator” shelf which 
slides in two different positions, and 
meat storage tray. Built-in thermom- 
eter comes on most models; three-way 
action door handle operating with 
finger-tip ease; Handie-bin slide-out 
bin holding more than a bushel of dry 
stores; hinged split shelves providing 
extra space for large food items also 
on most models. The models come in 
7 cu. ft. standard and deluxe, 9 cu 
it. deluxe and four-star, 11 cu. ft 
deluxe and four-star with a price 
range of $189.95 to $289.95 given a 
Chicago retail prices. 


Consumer Credit 
At New High 


The volume of credit outstanding 
for retail buying reached a new hig! 
at the end of May, increasing $250.- 
000,000 during the month to a tota 
of $10,664,000,000, the Federal Re 
serve Board reported recently. Thi 
brought total consumer credit to ap 
proximately $550,000,000 above pre 
war peak, just before Pearl Harbor 
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Only an EMERSON-ELECTRIC 
Gives you Exclusive 
“HEATRAY-REFLECTORS” 4 


(Design Patent D142219, other 
patents applied for.) 


Look at all 
these Features 


@ Rapid, penetrating heat distribution. Fan 
forces 150 cu. ft. of air per minute over 
114 square inches of heating surfaces. 
Capacity, 4,275 BTU per hour. 


‘Your customers will go for 
Emerson-Electric’s new Radiant & Fan-type Heater, with exclu- 


Je-out sive ““Heatray-Reflectors.” You'll go for the complete line-up of @ Rubber mounted fan is whisper-quiet— 
of dry made by the makers of famous 
ara merchandising helps to build profitable fall and winter sales. Emerson-Electric long-life fans. 
s also ° 
me i Full and half-page ads in leading national magazines will break the on 
~u. ft news to your customers. Counter and window display, circulars surface, including guard, without > 
ee and newspaper mats are yours, free, to direct buyers to your store. Gengit of Sasa. 
: Light weight—easy to move—has con- 
Forcomplete details, see your nearest Emerson-Electric Wholesaler venient carrying handle. 
or write for Catalog Folder No. 901 today! e Tilts up and down at finger touch. 


Directs heat where you want it. 


THE EMERSON ELECTRIC MFG. CO. St. Louis 21, Mo. © Beautifully finished in dark walou: 


wrinkle enamel with chromium trim- 


anding 
w hig! 


$250. mings. 

a tota @ Guaranteed against mechanical or 

al Re W electrical defects for one year. Listed 

This E M E RSON E L E T R | by Underwriters Laboratories. 

to ap C C 

MOTORS: FANS APPLIANCES so PRICED....... ° Excise Tax) 
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IKE to dream about profits? Money in huge golden chunks and fat green wads? Then 
sit down and take stock with Easy! 


i No, there still aren’t enough Easy Spindriers to go around. But production is 
now at an all time high and Easy dealers are enjoying a dollar volume far greater 
than ever before. 


2 Easy dealers, operating on favorable discounts, are earning gross profits beyond 
anybody’s wildest dreams! 


3 You can count on Easy merchandising a full line when materials and produc- 
tion permit. Portable Whirldrys and Cabinet Ironers are now in limited production. 
Other outstanding models are on the way. 


A | The public is still clamoring for Easy Home Laundry equipment! 


From every angle Easy is your best washer line. If you’re an Easy dealer, you know why. 
The product is right. Dollar for dollar, it’s America’s biggest washer value. Easy is known 
and respected. Consistently advertised during and after the war to millions upon millions 
of readers of the Saturday Evening Post, Ladies Home Journal, Good Housekeeping, and 
other great magazines. And we've tried to put ourselves in your place when it came to 
such problems as demonstration, display, sales training . . . tried to give you exactly what 
you need tor quick sales and bigger profits! 


From the standpoint of product, consumer 
acceptance, and profit, it all adds up to one 
thing: The most valuable franchise in the washer 


ndustry! 


That's something to keep in mind when 


you're deciding which one or two washer lines 


you want to go on living with! Easy Wash- 
ing Machine Corporation, Syracuse 1, N. Y. 


THE EASY AUTOMATIC WILL BE THE BEST AUTOMATIC 


WASHES MORE CLOTHES FASTER 
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The 27-year record of proved performance 


by more than 3 million Briggs & Stratton 

engines is conclusive proof of the value of 
long experience. Today's Briggs & Stratton 
4-cycle air-cooled engines assure all that is 
best in dependable, trouble-free operation — 
because more experience is built into them than 
in any other air-cooled gasoline engines. 


BRIGGS & STRATTON CORPORATION 


Milwoukee 1, Wisconsin, U.S.A. 


TEACHERS ALL: Everybody got into the demonstration of a new Universal Speed- 
liner range at the opening of the Souter Radio & Appliance Store in Boston, Mass. 


Jack O'Donnell (right) of Graybar Electric and Ralph Goodwin point out the 
features to James Souter, William McCrellish and Joseph Souter. 
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Pay-As-You-See Television 
Announced by Zenith Radio 


McDonald Sees Big 
Profits for Dealers 


A method of broadcasting televi- 
sion programs that will, by making 
the set-owner pay for what he wants 
to see, improve the quality of pro- 
grams and make all top-flight movies 
and shows televisable was announced 
last month by E. F. McDonald, Jr., 
president of the Zenith Radio Corp., 
in a release widely quoted by the 
consumer press and printed in article 
form in Collier's magazine for July 
12 

Under the present system of tele- 
vision, Mr. McDonald said, 
programs are unavailable because oi 
tremendous production costs. The 
Zenith system, Phone Vision, which 
splits the complicated bundle of fre- 
quencies which make up a television 
picture and permits certain key fre- 
quencies to be sent over the tele- 
phone wire, will make it possible for 
set-owners to merely dial the opera- 
tor and tell her which program he 
wants to see. At the end of the 
month he would be billed for the 
service as he is now billed for long 
distance calls. 


Box Office Assured 


“Television, after 20 years of fu- 
tile fumbling,” said Mr. McDonald, 
“is now going to make real money 
for radio dealers year after 
year, far into the future  . . Since 
1931 I have been saying that until 
a box office is established, advertising 
could not pay for televising first run 
movies, Broadway plays, news reels, 
and other costly entertainment in the 
home that must be provided before 
television receivers sell in the mil- 
lions.” 

He said that Zenith has been work- 
ing on Phone Vision for many years, 
that it operates by sending a “key 
signal” over either a telephone or 
electric power line, and that it will 
work equally well with color tele- 
vision, projection receivers, or black 
and white. 

“The new television receivers,” he 


predicted, “will contain two types 
of service—free television and—Phone 
Vision for which you ‘pay-as-you- 
see.” 

Phone Vision, said Mr. McDonald 
is a “simple generic term” and can- 
not be copyrighted or registered as a 
trade-mark by anyone, Zenith in- 
cluded. Licenses will be granted to 
all qualified manufacturers who apply 
and arrangements will be worked out 
with major film producers, television 
broadcasters, and the telephone com- 
pany and that Phone Vision sets will 
be in production within six months 
to a year. Existing television trans- 
mitters, he said, can easily be altered 
to handle Phone Vision. 


Burrill Retires from 
Staten island Edison 


William G. Burrill, sales manager 
of the Staten Island Edison Corp., 
N. Y., retired July 15, completing 33 
years in the utility business. He 
started his career in 1914 with the 


WILLIAM G. BURRILL 


Bangor (Maine) Hydro-Electric Co 
and was commercial manager of that 
firm when he resigned to join Staten 
Island in 1926. At the latter utility 
he has been active in the promotion 
and sales of electrical appliances, both 
through his own organization and 
dealers. 
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PRODUCT! The finest! With its beautiful new 
Period Furniture Line, Duo-Therm presents an- 
ths € other ‘‘first’’ in its almost 20 years of leadership 
in design and engineering. During these years, 


Duo-Therm pioneered virtually every basic improvement 
in fuel oil heating appliances—introduced the famous 
Dual Chamber Burner, Power-Air Blower, Co-ordinated 
Controls and many other revolutionary features exclusive 
with Duo-Therm. 
He 
the 
POLICY! The cleanest! Every Duo-Therm ap- PRODUCTION! The greatest! With our $3,000,000 
pliance is labeled Duo-Therm and is sold only expansion program completed and our great new 
@ through franchised Duo-Therm distributors plant in operation, production is up to an all-time 
and dealers. We make no brand merchandise. high. Large scale manufacturing facilities, modern 
That’s our policy —we like it—and we're sticking to it! straight line production methods, plus experience in precision 
manufacturing, mean dealers will always have a dependable 
and plentiful source of Duo-Therm appliances. 
| that D U O-TH E R M 3 L-O-N-G JUMPS! The finest product to sell—a straight- 
— | forward dealer policy—volume production backing it up—a 
ann DIVISION OF MOTOR WHEEL CORPORATION, LANSING 3, MICHIGAN tremendous market and an ever growing demand, we think 
both America’s Largest Manufacturer of Fuel Oil Heating Appliances you'll agree that it’s good to be a Duo-Therm dealer. 


and 
Duo Therm is a registered trade mark of Motor Whee! Corp., Copyright, 1947 
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* This is an increase of 15% over 
LIFE’s previous weekly reader- 
ship of 22,550,000. 

Here are the comparative au- 
diences of the three leading 
weekly magazines, as revealed 
by the forthcoming Continuing 
Study of Magazine Audiences 
No. 9: 
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COMPARATIVE AUDIENCES OF 3 LEADING WEEKLY MAGAZINES 
MAGAZINE CSMA #8 (1946) CSMA #9 (1947) 


Saturday Evening Post . . . 12,700000 ..... . . . 413,750,000 


Today, more people than ever before—right in your town 
—see the famous products you sell ADVERTISED IN LIFE! 
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read LIFE every 


Use this list to put LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during September 


MAJOR APPLIANCES 

Sept. 8 Maytag Washer—page 

Sept. 15 Hotpoint Appliances—spread, c. 
Norge Refrigerator—page, c. 
Westinghouse Laundromat—page, c. 
G-E Vacuum Cleaner—page 
Electromaster Range—l4 page 
Gill Electric page 

Sept. 22 Eureka Vacuum Cleaner—spread, c. 


Bendix Automatic Washer—pg., c. & pg. 


Kalamazoo Stove—page, c. 

Kelvinator Automatic Cook—page, c. 

Universal Washer—page 

Jud Whitehead Heaters—Yy page 
Sept. 29 Hoover Cleaner—page, c. 

Westinghouse Appliances—page, c. 

Estate Heatrola—¥ page, c. 

Rudd Water Heaters—lA page, c. 


SMALLER APPLIANCES 
AND HOUSEWARES 
Sept. 1 Sunbeam Shavemaster—page, c. 
Sept. 8 G-E Lamps—page, c. 
Sunbeam Mixmaster—]VA page, c. 
Electromode Heater—]4 page 
G-E Toasters—Yy page 
Libbey Glassware—]/4 page 
Ekco Flint Knives—Y4 page 
Sept. 15 Club Aluminum Cookware—page, c. 
Sept. 22 G-E Lamps—page, c. 
Schick Shaver—page, c. 
Hoover Irons—page 
G-E Toasters—¥4 page 
Sunbeam Ironmaster—Y page, c. 
Ekco Pressure Cookers—page 
Sept. 29 Ekco Products—page 


HOME FURNISHINGS 
Kenmar Restmaster—l4 page 
Simmons Hide-A-Bed—spread, c. 
Cheney Fabrics—page, c. 

G-E Automatic Blanket—page, c. 
Krochler Furniture—page, c. 
Pacific Sheets—page, c. 


c. indicates color advertisements. 


NOTE—Many of these LIFE advertisers have or- 
dered LIFE merchandising sales helps. Ask your 
suppliers about ADVERTISED IN LIFE merchan- 


dising aids! 


NOTE—Because of last-minute changes some of 
the ads may appear in issues different from those 


listed above. 
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Burton Mattresses—Y4 page, c. 
Ostermoor Mattresses—@ page 
Sept. 15 Burton Mattresses—page, c. 
Firestone Velon—page, c. 
Kandell Chintz—page, c. 
Mohawk Carpets—page, c. 
Nashua Blankets—page, c. 


Simmons Beautyrest Mattresses—pg, c. 


Cannon Sheets—page, c. 
Thayer Baby Carriage—page 
Pequot Sheets—l4 page 
Sealy Mattresses—l4 page 
Sept. 22 Simmons Ace Spripgs—y page 
Sept. 29 Englander Mattresses—spread, c. 
Cannon Towels—page, c. 
Clopay Draperies—page, c. 
Perfect Sleeper Mattresses—page, c. 
West Branch Cedar Chests—l¥4 page 


RADIOS AND INSTRUMENTS 

Sept. 1 Philco Radio—page 
Sylvania Radio Tubes—4 page 

Sept. 8 Capehart-Farnsworth Radio- 

Phonograph—page, c. 
RCA Victor Instruments—page, c. 
Lester Piano—ly page 

Sept. 15 G-E Radios—page, c. 

Sept. 22 RCA Victor Instruments—page, c. 
Westinghouse Radio—page 
Sylvania Radio Tubes—4 page 

Sept. 29 Bendix Radios—spread, c. 
Capehart-Farnsworth Radio- 

Phonograph—page, c. 
Magnavox—page, c. 
Zenith Radio—page, c. 
Philco Radio—page 
RCA Victor (Institutional)—page 
Solovox—l4 page 


RECORDS 
Sept. 8 Columbia Records—page 
Sept. 22 Columbia Records—page 
Victor Records—page 
Sept. 29 Victor Records—page 


JEWELRY, CLOCKS AND WATCHES 
Sept. 1 Elgin Watch—% page 
Jacques Kreisler Key Chain—l4 page 
Sept. 8 Telechron Telalarm Jr.—page, c. 
Jacques Kreisler Jewelry—'4 page 
Keepsake Diamond Rings—'¥4 page 
Dayton page 
Sept. 15 Art-Carved Rings by Wood—¥4 page 
Croton Watch—\4 page 
Girard Perregaux Watch—l4 page 
Devon Watch—ly page 
Elgin Watch—4 page 
Sept. 22 De Beers Diamonds—page, c. 
Sessions Clocks—page, c. 
Keepsake Diamond Rings—page 
Harvel Watch—\4 page 
Darwin page 
Sept. 29 Westclox—page 
Dorsons Watch page, c. 
Wadsworth Powder Cases—'4 page 
Delta Watch—l, page 
Elgin Watches—l4 page 


SILVERWARE 


Sept. 1 1847 Rogers Bros.—page, c. 

Sept. 8 Community Silverplate—page, c. 
Watson Sterling—!4 page 

Sept. 22 International Sterling—page 


CAMERA AND OPTICAL SUPPLIES 

Sept. 1 Kodak Verichrome Film—page, c. 
Radiant Projection Screen—' page 

Sept. 8 Soft-Lite Lenses—l4 page 

Sept. 15 Ansco Film—page 

Sept. 29 Bell & Howell Camera—ly page 
Graflex page 


SPORTING GOODS 
Sept. 8 Big Yank Wool Shirts—¥4 page 
Crown and Headlight Overalls—Y page 
Sept. 15 Pennsylvania Athletic Balls—y page, c. 
Rollfast Bicycles—Y4 page 
Sept. 22 Bristol Sporting Equipment—'4 page 
Camillus Cutlery—70 lines 
Sept. 29 Rollfast Bicycles—42 lines 


ADVERTISED IN 


LIFE, 9 Rockefeller Plaza, N. Y. C. 20 
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The New Post-war INLAND 
SHUCKER ICE CUBE TRAY 


(Available with or without Pan Lifter) 


The new-as-tomorrow Inland 
Shucker Ice Cube Tray has every- 
thing ...new streamlined beauty 


sturdy construction through- 


out... simplicity and speed of ice 
cube delivery in any quantity ... 
fast-action freezing of full-size ice 
cubes. And all these qualities add 


up to the very last word in mod- 
ern ice cube tray performancer 

No wonder refrigerator mak- 
ers, jobbers, dealers, and users 
everywhere choose the new In- 
land Shucker Tray. Get complete 
information about this remark- 
able new Inland ice tray today! 


For full particulars and prices write to— 


INLAND MANUFACTURING DIVISION, General Motors Corp., Dayton, Ohio 


SEPTEMBER 


No Relief For Sheet 
Steel Prices, Says Todd 


No relief in the prices of sheet ste! 
is in sight, R. C. Todd, former vic« 
president and consultant of the Ameri- 
can Rolling Mills Co., told members 
of the American Washer and Irone; 
Manufacturers Assn. at Mackinac 
Island, July 15. 

The United States produced in 1937 
56,638,000 tons of steel. The estimate 
for 1948-49 is 86,000,000 tons. How- 
ever, there has been a 30,000,000 de- 
crease throughout the world. 

Inasmuch as it takes two tons of 
coal to one ton of steel, the recent 
hike in coal prices means a $2 ton 
increase on sheet steel. 


OPA Factor 


Another factor affecting price, Mr. 
Todd pointed out, stems from the 
OPA, which did not recognize normal 
profits on commodity steel. There is 
not enough margin to make a normal 
profit on commodity grades. Now 
that the market is coming to the steel 
industry, hat in hand, it is logical to 
believe that each type of steel will be 
required to yield its normal profit, 
instead of depending on special items 
for profit. Therefore, said Mr. Todd, 
it is logical to believe that there ulti- 
mately will be an increase of $9 a 
ton on hot rolled steel, $10 a ton on 
cold rolled sheet and $12 a ton on 
enameled sheet. 

No matter how you look at it, steel 
prices are going to be up. 


Conlon Teaches Ironing At 
Home By Phonograph Records 


With the idea of giving every cus- 
tomer all the time she needs to master 
the operation of an ironer, the Conlon 
Division of Conlon-Moore Corp. is 
now offering four 12-in. records as 
part of a personalized home training 
course. 

The customer sets up an easel type 
illustrated visual guide, starts the 
record on a phonograph—listens and 
sees at the same time on how to pro- 
ceed. No time limit is placed on how 
long she may keep the packaged 
course. 

The system is a brain child of I 
N. Merritt, vice-president and general 
manager of the corporation. 


Electronic Oven 


TESTING the new General Electric elec- 
tronic oven at Maxon Food Systems, !nc:, 
N. Y., is Doris Berthelot, New York model. 
The unit will be used for heating pre 
cooked frozen foods and is not, the com- 
pany emphasizes, designed for use 25 4 
home unit. 
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QUAKER 0 


'S 


Sars MY New 


IL HEATER 


Simpce 


Tur 
OF Diag Gives 


ME QuicK, CLEAN 


QUAKER’S national advertising is working for you. It’s building a backlog 
of prospects who are waiting for QUAKER oil heaters. That means a con- 
tinuous “seller’s market” for QUAKER dealers in the years ahead. It means 
instant turnover and greater profit. True... production still lags behind 
increased demand, but QUAKER prospects will wait. QUAKER’s advertising 
and sales promotion are doing a real job to insure those prospects for you. 
Yes... it’s a “seller's market” for years to come with QUAKER. 


The Finest Heater Ever Made...The QUAKER “3210” with QUAKERTROL 


Revolutionary QUAKERTROL saves money and gives better results. It auto- 
matically regulates the flow of air and oil. It makes every chimney a 
perfect chimney. It gets every bit of heat out of every drop of fuel. That's 
why QUAKERTROL is guaranteed to reduce fuel bills at least 25% under 
any natural draft heater. It’s another assurance that QuAKER dealers 
will be Heatinc HEADQUARTERS in their community. 


QUAKER MANUFACTURING COMPANY, 223 W. Erie St., Chicago 10, Illinois 


Export Agents— A. J, Alsdorf Corp.— Chicago 


cS THERE'S A QUAKER BURNOIL HEATER 
> FOR EVERY SIZE SPACE HEATING JOB 


Advertised Everywhere 
Demanded Everywhere 
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Cleveland Technical Societies Council 
Makes Award at 1947 Mid-America Exposition 


Here’s additional proof that the Thor Automagic is to- 
day’s most outstanding washer! The Cleveland Technical Societies 
Council selected it for engineering excellence over all other 
washers exhibited at the 1947 Mid-America Exposition. 

From the first, the Thor Automagic has been a winner! 
And there’s still no other washer like it. Only the Thor washes 
both clothes and dishes... is engineered for use not just a few 
hours a week, but every day in the week — 365 days a year! 

The Thor Automagic doesn’t need to be bolted to the 
floor —can be installed upstairs or down. Engineered to fit in the 
modern kitchen, the new Thor is beautifully designed to be seen 
as well as to be used. Be sure your customers see it in action... 
as a clothes washer . .. as a dishwasher . . . as a wonderful com- 
bination. Prove to them that they get more with Thor . . . how- 


ever they buy! 


THOR CORPORATION 
Chicago 50, Illinois 


Thor-Canadian Co., Ltd., Toronto, Canada 


Plants in Chicago, Ill.; Bloomington, Ill.; El Monte, Calif.; 
Toronto, Canada; London, England 
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THE LINE YOU KNOW 


High in quality . . . low in price... long 
on profit . . . with a long-established reputa- 
tion with consumers as dependable merchandise 

. that’s the Arvin line of portable electric 


room heaters! 


Dominant national advertising again this 
fall on Arvin Electric Heaters! Plenty of 
production, too, to meet demand. This fall 
you'll have Arvins, and sell Arvins, in larger 
volume than ever! 


Ge ... the nome on profit-building products from 
NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, IND. 


Manufacturers of Arvin Radics, Arvin Lectric Cook, 
Ariwn Electric Room Heaters, Arvin Car Heaters 


PROUDLY PRESENTING the new Farnsworth television receivers, president E. A. 
Nicholas told distributors at the recent convention in Chicago that five million sets 


can be sold in the next five years. 


Farnsworth Introduces 
Telesets at Convention 


Receivers Being Stockpiled 
For Quantity Distribution 


Farnsworth television receivers will 
be on the market some time this 
month, E. A. Nicholas, president of 
Farnsworth Television & Radio Corp., 
told distributors at their national con- 
vention in Chicago on July 18. 

Mr. Nicholas said that the company 
was stockpiling the receivers in order 
to put them on the market in quantity 
in areas having telecasting services. 
Models being built by the company 
range from table sets at $349.50 to 
consollettes at $497.50, the latter in- 
cluding AM and FM in addition to 
television. Both models were described 
as having ten-inch direct-view picture 
tubes. 

“We have conducted pilot runs,” he 
told the wholesalers, “and these re- 
ceivers have undergone exhaustive 
field tests in Fort Wayne, where we 
have an experimental transmitter, and 
also in the eastern markets where 
there is telecasting.” 


Mr. Nicholas added that although 
Farnsworth discontinued its pre-war 
line of telesets during the war it had 
been active in television for the armed 
forces and had devoted nearly two 
years to the development of its post- 
war receivers, 


Five Million Set Market 


He described the potential market 
for television receivers as one which 
could well absorb 5,000,000 sets in the 
next five years and predicted that 
broadcasting stations would be in op- 
eration in at least 37 cities by the 
end of 1948. 

John S. Garceau, advertising and 
sales promotion manager, presented 
the 15 new models in the company’s 
radio and radio-phonograph line. FM- 
\M phono-radios, ranging in price 
from $219.50 to $425, include four 
eiglt-tube and four 11-tube  instru- 
ments. 


SALES HELPS for the new Farnsworth line of phono-radios were described by 
John S. Garceau, manager of advertising and sales promotion. Some 250 distributors 
and key dealers attended the convention. 
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DISING 


Now you can offer your customers fractional horse- 
power motors with the name they recognize and respect. 

The new Hoover Fractional Horsepower Motors are 
made with the same engineering skill and know-how 
that have made the Hoover Cleaner the world’s best. 


THE HOOVER COMPANY 
Electric Motor Division, North Canton, Ohio 
Hamilton, Ontario, Canada 
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FEATURES OF THE HOOVER MOTOR 
Induction run... single phase... 60 cycles...1725 R.P.M.... 
heavy duty .. . built for continuous operation. 


Capacitor start... more than 300% full load starting torque with 
minimum current flow. 


No vibration or “shift” . . . integral feet, carefully machined to give 
solid mounting and quiet operation. 


Low temperature . . . electrical and mechanical design for low-tem- 
perature operation. Ventilated open type. 40° C. Rise. 


Laminated steel rotor... carefully ground and balanced for maxi- 
mum efficiency. 


Centrifugal starting switch. . . designed and built for years of trouble- 
free operation. 


High-grade ball bearings... sealed against dust and grit, give 
smooth performance and long wear. 


Rotation . . . clock or counterclockwise. 
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...for Selling General 


Telling your customers | 


We’re telling your customers about a wonderful new kind 
of sleeping comfort in one of today’s most dramatic and 
effective national advertising campaigns. 


Full-page, full-color advertisements featuring the com- 
plete line (three models) of General Electric Automatic 
Blankets are appearing in Life, House Beautiful, Good 
Housekeeping, Time, This Week, and National Geographic. 

And we're intensifying this great campaign as your big 
blanket and gift seasons approach. 


~ 


Stopping your customers! 


This beautiful 4-in-1 window or store display will say: 
“We got ’em!” 

291% inches high by 391'% inches wide—in full, rich 
color—it’s a versatile sales tool that changes its merchan- 
dising angle to get year-round sales. Four different full- 
color center panels are interchangeable for four different 
appeals—Christmas, June Bride, Gift, and :.utomatic 
Sleeping Comfort. 


The side panels tell the General Electric Automatic 
Blanket story briefly and convincingly —to make this a 
seller as well as a stopper—give your salesmen complete 
blanket story in capsule form. 


A strong acetate box gives the Blanket a luxurious ap- 
pearance, and keeps it fresh and clean. If you have the 
box from a previous display, you can buy the display 
separately. 
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Automatic Sleeping Comfort 


° 
2 Selling your customers Better Sleeping Comfort 


This new 8-color De Luxe Visualizer will sel! your pros- 
pects with its dramatic presentation of the complete Auto- 
, matic Blanket story. 


Beautiful illustrations and simple text tell the ‘“‘what”’ 
and the “‘how”’ of the General Electric Automatic Blanket. 

Its 22 heavy-board pages, 1314 by 17% inches, are 
double lacquered. The Visualizer will resist wear indefi- 
nitely—and any soil may be removed with a swish of a 
damp cloth. A sturdy, attractive rostrum makes it easy 
to use. 


Never before has the Automatic Blanket story been 
told so clearly! This De Luxe Visualizer will build con- 
fidence on both sides of your counter—with intelligent 
answers to every question about the Automatic Blanket. 


4 Everybodys happy 


Your share of the tremendous Sleep-Happy 
market is big—if you use the outstanding 
cales tools we’ve prepared for you. 


G.E. originated the Automatic Blanket 
(eleven years ago) and has the only com- 
plete line on the market today—Single- 
Control, Two-Control, and Twin-Size. 


It’s the General Electric Automatic 
Blanket that people want. It has outsold 
all others combined. 


A half million enthusiastic users sing its 
praises. Production is up—but demand is 
skyrocketing. 


Covering SLEEP-HAPPY America 


{pproved by Underwriters’ Laboratories, Inc. 


For your full share of profits call your 
G-E Distributor right now—and ask about 
the De Luxe Visualizer and the 4-in-1 Dis- 
play. They’re sales makers for YOU! 


Assurance of quality merchandise: (1) 
Approved by Underwriters’ Laboratories 
Inc. (2) Certified washable by American 
Institute of Laundering. (3) Made by the 
largest manufacturer of elec- 
trical appliances in the world. 
Appliance and Merchandise 
Dept., General Electric Com- 
pany, Bridgeport 2, Conn. 
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BLACKSTONE AUTOMATIC WASHER 


orrers STREAMLINED BEAUTY 


form a continuous stream: 
lined assembly with a 


e There is much more to the beauty of the New Black- 
stone Automatic Washer than just plain eye-appeal. Its clean, 
modern design holds a wealth of practical utility. The New Blackstone 

matches modern fixtures exactly...in dimensions as well as styling. Flush sides 

of its gleaming white cabinet fit snugly to other kitchen units, leaving no dust- 
catching gaps. Its smooth top provides an extra, streamlined working surface of standard 
counter height. Added to its remarkable, trouble-free mechanical performance, this practical 
beauty will give the Blackstone top billing in any appliance display. 


BLACKSTONE 


CORPORATION, Jamestown, New York 


3 
Juclude: 
WRINGEE WASHERS PORTAGTE iRONERSV CABINET 


IRONERS © AMTOMATIC WASHERS - AUTOMATIC DRYERS 
AND THE LAUNDRY 
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SIMMONS Blanket Selling Features: All cabinets with 


: : baked enamel finish; wall cabinets 
Simmons Co., 1 Park Ave., New York City have fully insulated deluxe doors; 


Device: New and improved electronic spot welded construction ; black plas- 
blanket. tic handles with chrome strips in- 
Selling Features: Fourteen improved serted. oo 
elements in the new blanket include [:lectrical Merchandising, Sept. 1, 1947. 


a new resistor to relay circuit; new 
damper on relay arm to muffle sound 
of relay; a new condenser with 4 
times greater filtering action; spac- 
ing between control and warming 


v 


wires improved; new cofton wrap EVERHOT Blanket 4 
greate sulation: improve Toled 
oledo 6, Ohio. 
The Hoover Co., North Canton, O. Seal on control-cabinet’s pilot light to 
Jevice: New cylinder type cleaner No. prevent loosening; improved blan- Device: Automatic electric blanket No. 
50. ket wire gives longer life; choice of 920. 
Selling Features: Chief feature is dirt 5 colors ; and may be washed in home Selling Features: Blanket is 72 x 90 
eector method of dit dis- washing maéhines, local laundries or in. 759 wool, 25% cotton; flexible 
posal—cylinder is turned on end over by hand, th® manufacturer says. spiral single wire covered with 
newspaper and a foot operated lever Electrical . é¥chandisina, Sept. 1, 1947. waterproot insulation; Satety ther- 


shakes loose all dirt from bag; open 
end of cleaner lies flush with floor 
so no dust can escape: 2 hane 


mostats guard against overheating; 
white plastic box with blue gray 
trim holds control assembly; with 


for horizontal or vertical use and + temperature selecting dial and on- 
storage; angled nozzle slot permits BURNHAM Steam Radiators = 
when turned on; 12 ft. cord connects 
Burnham Corp., Irvington, N. Y. to blanket; 118 watts, 1.6 amps, 115 
keeps hose from pulling loose; 4 Models: 6 models—3 portable and 3 volts, a.c. only; complete with clear 4 
li.p. a.c.-d.c. motor mounted in rub-4 stationary, with 6 different heating plastic storage bag. 
ber; trackless skids ; 2-tone brown” i output ratings. Electrical Merchandising, Sept. l, 1947. 
finish; complete with kit of clean= Selling Features: models have 
ing tools which includes a double- been made for ac. or d.c., 110 or 
action rug cleaning nozzle which can MONROE Sewing Machine 220 volts, and range from 1,000 to 
be used as a straight suction nozzle 3,000 watts; cast iron construction, 
or with a bristle brush for lint re- Lion Mfg. Corp., Chicago, III. complete safety and automatic ther- 
moval, which is brought into action Device: N me sewing achine mostatic controls. 

evice: New type sewing machine 


by lowering nozzle handle; similar 

double-action is available in furni- 

ture brush; other tools include 

floor brush, dusting brush, crevice 

tool and Mothimizer and sprayer. sewina—2 

[lectrical Merchandising, Sept. 1, 1947. ture, such as fine sewing-silk and 
mending-wool may be combined in 

v matching, harmonizing contrasting 

colors may be used; portable, with 
full 8-in. head; weighs only 16 Ibs. 


operating without bobbin or shuttle. [:lectrical Merchandising, Sept. 1, 1947. 
Selling Features: Sews with a stitch 
which permits the addition of a 
smart professional touch to home- 
2 threads of different tex- 


HANKSCRAFT Vapor- 


Electrical Merchandising, Sept. 1, 1947. Master 
i Hankscraft Co., Madison, Wis. 
od . . 
Device: _Vapor-Master, vaporizer- 


humidifier. 

Selling Features: For use in the treat- 
ment of colds, croup and bronchial, 
also serves as humidifier; operates 
on Hankscrait principle, provides 

steady flow of steam for 6 hrs., and a 

HAMILTON Dryers 


has sufficient capacity to humidify 
Hamilton Mfg. Co., Two Rivers, Wis. an average-size room; water com- 


HOOVER Iron Models: No. 600-E and 800-E. pletes Poe electrical circuit, auto- 
slling Fe res: -F was matica ly turning into steam; reser- 
The Hoover Co., North Canton, Ohio Selig Features: Model 60 in rear of appliance holds 34 
Model: Hoover automatic iron. to 25 min. for 6 lbs. dry clothes, qts. water and continually feeds 
Scltine Pastues: Aviiite te 2 ready for ironing; 208 to 240 volts, water into electrical unit -when wa- 
eights, medium 4} Ibs.; and light v 4.7 kws. er used up Current shuts off : 
Ibs. 1,000 watts, 110-120 volts MARVEL Kitchen Cabinets Model 800-E dries as fast as you automatically; porcelain construc- 
ac. only; heating element sealed in can iron; 110-120 volts, 1650 watts. nee bd : ‘ 
steel; soleplate of polished, surface- Marvel Metal Products Co., Both models equipped with auto- Electrical Merchandising, Sept. 1, 1947. 
hardened aluminum; chromium 760 W. Waveland Ave., Chicago 13, III. matic timer switch to shut off dryer v 
plated steel cover; precision heat Models: No. 155 over-sink wall en- after desired drying time; thermos- 
st lector with large, easy-to-read and semble; No. 150 right and left over- tat keeps temperature within dryer KORD Fan Heater 
use “pancake” dial, marked accord- - wall ensembles; No. 145 and at 190 degs. proper level for safe, Kord Mfg. Co., Inc., 
Ing to f fabrics to be ironed: brown . 125 base cabinets. quick drying ; drum and heater 4510 White Plains Rd., New York, 65, N.Y. 
plastic handle shaped to fit hand; housings insulated to retain heat; 4 
smooth thumb rest; wide heel rest 39 in. high, 31 in. wide, 274 in. deep; VWodel: No 153 combination heater- 
gives firm support when iron is 1/6 h.p. motor drives both drum and and tan, 
standing; rubber guide on handle fan: drum is 26 in. diam., 17 in. Selling Features: 1320 watts, 115 volts, a 
‘ovides permanent cord attachment deep, operates at 50 rpm; white a.c.; available in ivory, or tan baked 
and keeps cord out of way when ) baked enamel finish with red plastic fine wrinkle enamel ; shipping weight 
ironing. F and chrome trim. 8 Ibs.; 114x94x54 in. 
Electrical Merchandising, Seot. 1, 1947. Electrical Merchandising, Sept. 1, 1947. [:lectrical Merchandising, Sept. 1, 1947. 
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A COMPLETELY NEW LINE OF ELECTRIC ALARM CLOCKS 


EXCLUSIVE FEATURES YOU 


WHEN YOU'RE IN a buyer’s market, it is a very reas- 
suring set-up to be selling a line of alarm clocks with 
two popular and exclusive features such as those of 
the new Sessions Clocks. (See opposite page.) 

It is even more reassuring to know that these new 
clocks are advertised in generous space in such na- 
tional consumer publications as the Saturday Evening 
Post, Life, Good Housekeeping, the American Maga- 
zine and the Christian Science Monitor Magazine — 
a total of almost 15 million advertising messages. 


FREE! GET THIS APPEALING DISPLAY. Put it on 
your counter, or in the window, to make Sessions’ big 
Fall advertising campaign produce sales for you. 
Attractive wooden base for resting new Sessions Alarm 
Clocks, backed up by lifelike photo cutout of sleeping 
Sessions Kitty (Legend: “Not even a Pur-r-r!”). It’s 


free .. . ask your Jobber when you order, or write to 


The Sessions Clock Company, giving your Jobber’s 
name and address. 


Clocks 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


THE MERCHANDISE MART, CHICAGO 


ELECTRICAL MERCHANDISING—SEPTEMBER |, 1947 


+ THE WESTERN MERCHANDISE MART, SAN FRANCISCO 


CAN MERCHANDISE .. . 


There is no doubt that this new line of Sessions Self- 
starting Electric Alarm Clocks — as well as their fine 
selling points — will shortly be on the tips of your 
customers’ tongues. 

Plan to include these outstanding clocks in your 
inventory before Christmas. Display them promi- 
nently. And above all, make sure your salespeople are 
familiar with the advertised sales points . . . you 
can’t miss turning them over fast . . . and making 
profitable extra sales during the Christmas season. 


OTHER IMPORTANT SESSIONS CLOCKS 


DESK AND DRESSER ALARM — 
same features as the “Catnapper” 
(shown in LIFE), in beautiful mahogany 
finish. Retails approximately $6.85 


ROUND KITCHEN — popular wall 
clock with neat, clean white trim. 
Easily visible. Retails approximately 
$4.50 


TEAPOT KITCHEN — novelty 
white wall clock with dainty 
kitchen atmosphere. Retails ap- 
proximately $4.95 


PILOT WHEEL — very effective for 
mantel or desk, in mahogany with 
brass trim. Retails 


$10.20 


approximately 


GOTHIC — a 
stately, new period 
mantel clock, ap- 
propriate in any 
surroundings. Ma- 
hogany finish. Re- 
tails approximately 
$18.40 


(These prices do not include 
Federal Excise Tax.) 
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instant hot water... 
instant sales... 


THERMOJET 


THE ONLY 100% AUTOMATIC 
FAUCET WATER HEATER 


ELECTRIZ 


Every home-owner will “go” for the new streamlined 
THERMOJET. Easy to use, easy to sell, THERMOJET is 
truly a merchandising miracle. 

Fully insulated, fully guaranteed for one year—THER- 
MOJET can be installed by any member of the family. 
THERMOJET fits any standard faucet—simply slip it on 
and plug into electric outlet. Red signal light goes on. Turn 
faucet handle which acts as a switch—hot water flows in- 
stantly. There is no waste of current or hard-to-get fuel. 

Every home in your community represents an instant sale. 
Cash in on the biggest profit-making household appliance 
ever produced. Take advantage of our national consumer 
advertising campaign reaching 15,000,000 American homes 
every month. 

Order now for September and early Fall delivery. 

THERMOJET works on AC current only. Meets all safety 
and durability standards. 


Available FREE for store promotion—appealing counter 
and window displays, mats and booklets. 


Patented U. S$. Patent Office 


THERMO ELECTRIC CORP. OF AMERICA 


PAGE 


55 WEST 42nd STREET, NEW YORK 18, NEW YORK 
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APPLIANCE 


NEW PRODUCTS 


THERMO JET Water Heater 


Thermo Electric Corp. of America, 
55 W. 42nd St., New York, 18, N. Y. 


Device: Thermo Jet faucet-type water 
heater. 

Selling Features: Slips onto any 
standard faucet, plugs into outlet; 
signal light goes on indicating it is 
in operation; faucet handle acts as 
switch and temperature control; 
temperature of water determined 
by amount of water flow—slow, 
boiling; average, hot; fast, luke 
warm; for homes, summer cottages, 
etc. 

Electrical Merchandising, September 1, 
1947 


REEL-AWAY Cord Reel 


Eypper & Co., 150 E. 50th St., 
New York, N. Y. 

Device: Plastic cord reel. 

Selling Features: Takes up excess 
cord on lamps and other appliances ; 
dark brown; about 34 in. diam and 
14 in. high; fits into other room 
furnishings. Cord is placed in slot, 
top replaced, and extra cord is reeled 
up by turning bottom of reel ; pulling 
both cord ends lengthens cord. 
tlectrical Merchandising, September 1, 
1947 


KORD Fan 


Kord Mfg. Co., Inc., 
4510 White Plains Rd., New York, 65. N.Y. 


Device: 8-in. non-oscillating fan. 

Selling Features: Cast iron base; 
aluminum housing; wide-blades; ro- 
tary switch, 

Electrical Merchandising, September 1, 
1947 


WHITE-CROSS Sandwich 
Toaster 


National Stamping & Electric Works, 
3212 W. Lake St., Chicago, Ill. 


Device: White-Cross combination 
sandwich toaster and waffle grill. 
Selling Features: Serves a dual pur- 
pose with interchangeable grids; ex- 
panding hinges provide for toasting 
double-decker sandwiches; polished 
chrome with streamlined front and 
side wood handles; insulated feet; 

a.c.-d.c. 
Llectrical Merchandising, September 1, 
1947, 


G-E Clocks 


General Electric Co., Clock Division, 
Bridgeport, 2, Conn. 

Device: New low-priced kitchen clock 
and 2 mantel strike clocks. 

Selling Features: Epicure, kitchen 
model, has thin beveled edges that 
taper down to appear to fit flush 
against wall; plastic case available 
in 4 colors—red, white, green and 


ivory; cream white dial with ma- 
hogany-colored hour second 
hands. 

Nantucket nautically designed 
mantel clock fitted with ship’s bell 
strikes nautical time on hour and 
half hour; mahogany case trimmed 
with gold spokes, white frosted 
etched dial, black figures. 

Ridgefield mantel model is a 
colonial reproduction with deep 
toned spiral gong striking hours 
and half hours; diagonally grained 
mahogany case; gold-colored bezel 
black hands, white face. All clocks, 
self-starting mechanisms. 

Electrical Merchandising, September 1 
1947 
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t A fine, multi-pertoration coffee basket of 
wider construction makes possible for the first 
time in percolaters @ beautifully clear coffee 
along with thoreugh flavor extraction. 
lock 
chen 
that 
Alush 3 
lable * 
and 
The wide pump base delivers a high BY 
volume, uniform flow of water at the A 
proper temperature to make percolator 
coffee at its scientifically best. a 
E hi "ve hoped for | lat f ! 
verything you’ve hoped for in percolator performance! 
ma- 
Handsome is as handsome does ... and the handsome New Improved Aluminum 
igned 
s bell Percolator ... made of highly polished, heavy gauge aluminum. .. fits any H 4 
and 
— burner ... is a star performer in making excellent, saben ieee | This attractive, four-color 
; The features above are among many new-design ideas which help dealers | display carton makes 
deep everywhere prove the new Cafex Aluminum Percolator is a profitable, fast-moving ; _ anideal merchandising 
hours piece for shelf or counter. 
— appliance of new beauty and outstanding performance. ; 
1 
‘locks, Country-wide distribution being made on an equitable basis ... with gradually ' 
iber 1 increasing volume. See your Catex distributor. ' 
Cat. No. Description Std. Pkg. Wt. Std. Pkg. List Price Each 
2-0108 8-cup Cafex Aluminum 6 15 Ibs. $4.95 
Percolator 


Hartford Products Corporation 
308 West Washington Street, Chicago 6, Illinois 
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HUNDRED CORPORATION 


ELECT 


WITTIE Heater Fan 


Wittie Mfg. & Sales Co.. 1414 S, 
Wabash Ave., Chicago, §, Ill. 


Device: Wittie oscillating heater-fan. 
Selling Features: Oscillating action 
spreads fan-forced heat—makes a 90 
deg. arc, spreading 1500 watts of 
fan forced heat throughout room, 
can be raised up or down by handy 
tilt control; same oscillating action 
spreads fan-cooled air—5-bladed 
fan; handy switches provide off-Hi- 
Lo; simple push-pull control for 
oscillating and stationary action; 
124 in. high, 12 in. long, 84 in. wide. 
Electrical Merchandising, Sept. 1, 1947. 
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RANGER Inverter 


3456 Glendale Blvd., Los Angeles, 
26, Colif. 


Device: Ranger electronic inverter for 
shavers. 

Selling Features: Changes ordinary 
a.c. house current to electronically 
controlled d.c., which, according to 
the manufacturer, increases shaver 
cutting efficiency and power, elimi- 
nates slowdown and pulling in thick 
patches or heavy beards; eliminates 
shaver static on radio; molded ivory 
plastic. 

Electrical Merchandising, Sept. 1, 1947. 
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INTERNATIONAL HARVESTER 
Freezer 


International Harvester Co., 
180 N. Michigan Ave., Chicago, 1, Ill. 


Device: 4-cu. ft., chest-type home 
freezer. 

Selling Features: Provides storage for 
approximately 140 lbs. frozen foods; 
hermetically sealed, Fiberglas in- 
sulation; full-size; spring-counter- 
balanced, floating-type lid; white 
Dulux baked enamel finish over 
3onderite inside and out; hermetic- 
ally sealed refrigerating system; 
recessed base provides toe space for 
user; cabinet 36+ in. high with flat 
top, 244x33 in.; 1-piece breaker 
strip, no brackets, braces or obstruc- 
tions to interfere with access or full 
view to interior when freezer is 
open; latch-handle chrome plated lid 
closes against live-rubber, balloon 
gasket; cooling coils of evaporator 
pass all around outside of 4 walls 
of inner compartment. 


Electrical Merchandising, Sept. 1, 1947. 
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APPLIANCE 


GE Blanket 


General Electric Co., Bridgeport, Conn. 


Model: New twin-bed size blanket. 
Selling Features: Fabric width 66 in.; 


small compact control automatic- 
ally maintains same even warmth 
throughout night despite rise and 
fall of room temperature. 


Electrical Merchandising, Sept. 1, 1947. 


VENTROLA Window Fan 


Carnack Products Co., & 
National Appliance Co., 4814-18 W. 
Vernor Hwy., Detroit, 9, Mich, 


Device: Ventrola portable window fan. 
Selling Features: Dual feature—acts 


as an exhaust fan in one position, 
and by simply removing the grille, 
the entire mechanism can be re- 
versed to draw in air from outside 
and diffusing cool air through room; 
110 volt a.c., 50 cycle, quiet motor; 
9 blade, 10 in. propeller moves over 
700 cfm air; adjustable for windows 
25 to 35 in.; 134 in. high, 6 in. deep, 
equipped with cord, switch and plug ; 
easily installed. 


Electrical Merchandising, Sept. 1, 1947. 


SPEEDEE Mixer 


Speedee Co., 99 E. 4th St.,. 
New York, 3, N. Y. 


Device: Speedee food and drink mixer. 
Selling Features: Mixes, whips. 


mashes, creams and blends; 110- 
120 volts, 60 cycle, a.c. motor in 
chromed metal head; stainless steel 
beater; built-in toggle switch; red 
catalin handle; head lifts out for 
easy cleaning; complete with 1 qt. 
mixing bowl and glass cover. 


Electrical Merchandising, Sept. 1, 1947. 
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CIRCULATING HEAT 


BACK == 
STAYS = 
COOL = 


The above diagram illustrates the 
two-way action of the Nesco Electric 
heater. Radiant heat from the front 
ond circulating heat from the top 
work together for maximum effec- 
tiveness. The back remains cool. 


AS WELL AS IN 


wet 


Unique two-way action—the combination of 
circulating heat from the top and radiating heat 
from the front—is the secret of the Nesco’s abil- 
ity to produce effective, cheerful warmth in just 
90 seconds! Check over the other important fea- 
tures of the Nesco Two-Way Electric Heater 
and you'll agree with both dealers and users that 
it has everything for long, trouble-free service. 


With all its advantages, it retails at just $12.95 
(slightly higher on the west coast). 


IN PERFORMANCE 


SALES APPEAL! 


Electric 


t's another fine, profitable product by Nesco 
. .. and it’s as outstanding in its field as 
Nesco’s other famous products are in theirs! 


Check these Outstanding NE SCO Features 


RADIATING 
HEAT 


ECONOMICAL — two-way action cuts current cost 
because no power is wasted by slow warm-up. 
Repair bills are virtually eliminated because the 
Nesco has no moving parts to wear out. 


SAFE—the exterior of the Nesco never gets 
dangerously hot. Openings are so small that 
children can’t touch heating elements. Low 
center of gravity makes the Nesco difficult to 
tip over. 


BEAUTIFULLY STYLEO—the streamlined design 
and attractive satin-aluminum finish of the Nesco 
make it the best looking heater you’ve ever 
seen. Harmonizes with any room. 


LIGHTWEIGHT —the Nesco weighs only 33% Ibs.! 
Constructed almost entirely of aluminum, the 
Nesco may be lifted easily with one finger and 
carried to any room in the home. 


COOL HANDLE —the Nesco handle is made of 
plastic that actually insulates your hand from 
the heater. You can disconnect and move the 
Nesco without fear of burning your fingers. 


RUSTPROOF —a welcome feature for customers 
who need heaters for bathrooms! The Nesco is 
constructed of aluminum, so moisture and splash- 
ing water have no effect on it. 


NATIONAL ENAMELING AND STAMPING COMPANY 


EXECUTIVE OFFICES: 270 N. 12th ST., MILWAUKEE 1, WISCONSIN 


SALES OFFICES: MERCHANDISE MART, CHICAGO ° 


CANDLER BUILDING, ATLANTA ° 200 FIFTH AVENUE 


BUILDING, NEW YORK * AMBASSADOR BUILDING, ST. LOUIS * WESTERN MERCHANDISE MART, SAN FRANCISCO 
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Westinghouse 


LAMPS FOR SEE-ABILITY 


PLANTS IN 25 CITIES...OFFICES EVERYWHERE 
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ONE 


And it takes only | more sale 
per day to mean $198 to $270 
Extra Lamp Sales Per Year 


Here's an easy way to boost your lamp 
sales. Just sell one extra carton a day. 
Your additional lamp sales per year will 
average from $198 to $270, depending 
on the unit sale. You can get a bigger 
share of the profitable lamp business by 
setting your sales goal now. 

It’s easy to sell one extra carton a day. 
But to make it even easier Westinghouse 
is going to back you up with the biggest, 
most intensified lamp campaign in its 
history. You'll benefit from Nation aL 
ADVERTISING 


big, colorful, different 
lamp ads to appear in Life, Time and 
This Week magazine. They will be pre- 
selling Westinghouse lamps to millions 
of families, your customers, all over 
America. Plus Tep MALtone On ABC— 


a lamp commercial will be broadcast on 
the Westinghouse radio show every day, 
Monday through Friday, over 197 sta- 
tions of the American Broadcasting 
Company. 


Plus Promotion — Westing- 
house offers you a complete free mat 
service of ads and inserts to help you 
tiein your store with national Westing- 
house lamp advertising. 


Plus ComPLETE MERCHANDISING HELP 
—all types of store-tested merchandisers 
and display material are available to 
you, designed to tiein with all Westing- 
house lamp promotion and to identify 
your store as the place to buy Westing- 
house lamps. 


SEND FOR FREE BOOKLET 


“A Steady Growing Profit Making Opportunity” 
(A-5011) which gives full details of the “One- 
Extra-Carton-a-Day” sales boosting plan. Fillin 
and mail the coupon below for your copy. Con- 
tact your Westinghouse serving agent for more 
information. Lamp Division, Westinghouse Elec- 


tric Corp., Bloomfield, N. J. 


Westinghouse Lamp Division Offices: 


1299 Northside Drive, N. W., ATLANTA; 10 High 
St., BOSTON; 20 N. Wacker Drive, CHICAGO; 
19 Wall St.. NEW YORK; 3001 Walnut St., 
PHILADELPHIA; 32 Blvd. of Allies, PITTS- 
BURGH; 1 Montgomery St., SAN FRANCISCO; 
411 N. 7th St., ST. LOUIS. 


Westinghouse Electric Corp. 
Lamp Division, Bloomfield, N. J. 
P Please send me your booklet, “A Steady Growing 
= Profit Making Opportunity,” (A-5011) which explains 
the “One-Extra-Carton-a-Day™ Plan. 
Address. ...... 
.. Zone 
State. 
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Which one will be TOMORROW’S CHAMP? 


You've really got to know how to size ’em up — 
whether you're predicting the next diving cham- 
pion or picking tomorrow’s top sales-winners 
from the nation’s appliance and radio lines. 

Through many years of experience as an inde- 
pendent national distributor . . . through close 
familiarity with many lines under all varieties 
of market conditions ... Graybar has sharpened 
its talent for picking best-sellers. 

And, because it is an independent, self-direct- 
ing organization, Graybar is free to select and 
recommend lines on the basis of salability. At 
the same time, because of its long-established 


When a product is recom- 
mended by Graybar, you 
can be sure it is (1) easy to 
sell, (2) honestly adver- 
tised, (3) backed by a war- 
ranty which protects both 
dealer and consumer. 


MAJOR APPLIANCES 
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TRAFFIC APPLIANCES 


service of economical national distribution, 
Graybar has the confidence and cooperation of 
top-flight appliance and radio manufacturers. 
Result: Graybar dealers throughout the nation 
get unbiased, reliable recommendations from our 
Merchandising Specialists. They get a wealth of 
business-building assistance as well — plus the 
convenience of obtaining leading lines of mer- 
chandise from a near-by Graybar warehouse. 
Merchandising Department, Graybar Electric 
Company, Inc... . offices and warehouses strate- 


| 
ELECT 


gically located throughout the nation, in over 90 . 


principal cities. 4787 


RADIOS, COMBINATIONS 
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NEW PRODUCTS 


WINKLER Oil Burner 
U. S. Machine Corp., Lebanon, Ind. 


Device: Winkler low-pressure oil con- 
version burner. 

Selling Features: Burns poorest oils 
over wide viscosities with maximum 
efficiency, the manufacturer claims, 
uses less fuel; oil is metered and 
pre-mixed with low pressure air to 
secure thorough atomization of fuel 
before secondary air is added to sup- 
port combustion; simple design. 

Electrical Merchandising, September 1, 
1947. 
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EMPIRE Ironer 


Empire Appliance Co., National Sales 
Office: 480 Lexington Ave., New York 17, 
N. Y. Factory: 817 Main St., Cincinnati, O. 
Device 
tion. 


Empire. ironer-table combina- 


Selling Features: 21 in. roll; 1200 
watt Westinghouse element; auto- 
matic thermostat; temperature range 
from 0 to 500 degs.; triple plated 
“floating” shoe provides constant 
pressure regardless of bulk of ma- 
terial inserted; free-rolling roll pro- 
vides pressing features; l-open-end; 
guide spring for clothes return; easy 
roll pressure adjustment—re-adjusts 
by turning set screw on base; 1/60 
h.p. air cooled motor turns roll 5 
rpm.; motor and gear assembly in- 
side roll; self-lubricating and seff- 
aligning bronze bearings; gears are 
packed in “Lubriplate’; requires 
only 115 to 120 volts; table of tubular 


steel. 
Electrical Merchandising, September 
1, 1947. 
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CLARVAN Washer Cove 
Clarvan Corp., Milwaukee, Wis. 

Device: Plasticoid 
cover. 

Selling Features: Made of Plasticoid, 
employing “vinylite’; waterproof, 
mildewproof, greaseproof, stain- 
proof; easy to clean. 


Electrical Merchandising, September 1, 
1947, 
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and lingerie. Motor guaranteed unconditionally 


Tepfer Intermediate Washer 


The “in-between” washer that meets the need of people for 
whom a standard machine is too large, a conventional 
portable too small, Positive washing action . . . all aluminum 
tub... outer jacket polished to high lustre . . . economical 
operation, through low electricity consumption . . . 
washing action will not tear or mangle finest silks 


Tepfer Automatic Electric Water Heater 
Rated temperature recovery of normal to 180 degrees 
inone hour. 6gallon capacity. Operateson 110-120V AC. 
Compact construction .. . fits snugly into restricted 
space. 1000 Watt heating unit. Designed for commercial or 


domestic use. Underwriters’ Approval. 


Tepfer Electric Room Heater 

Everyone is a potential customer for this heater of unlimited 
utility. Now in use in homes, offices, commercial and 
institutional buildings. When tipped, cannot ignite rugs or 
expensive upholstering. Weighs only 64% Ibs. Attractively trimmed 
in bronze and aluminum. Distributes heat quickly and evenly. 


Underwriters’ Approval. 


Tepfer Appliance Co., Inc., Cincinnati, Ohio 


49 Central Ave., Cincinnati, Ohio Export Sales Dept., 201 N. Wells St., Chicago, Ill., U.S.A. 
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ALLEN APPLIANCES since 


Nationally advertised and known throughout the nation 
for high Quality and dependable service... . 


PAGE 


“PRINCESS” RANGE 


COAL - WOOD 


Plus effective display material and backgrounds, consumer folders, reprints of 


| SNO BREZE Evaporative 
Cooler 
Palmer Mfg. Corp., Phoenix, Arizona 


| Model: “Super” Fan model S 3000 
Sno Breze Evaporative Cooler. 
Selling Features: Designed for homes, 
| hotels, large house trailers; fea- 
tures include water regulating valve 
| and switch; rustproof cabinet; quick 
change filter pad louvres; clog-proof 
adjustable trough drip system; rust- 


MING 


- 

7 ~ | Bd proof regulating water meter; re- 
cessed adjustable air grill; powered 
a. on by deep pitch, slow speed fan with 


heavy duty motor, delivers approxi- 
mately 3000 cfm; overall size 32 
in. high, 28 in. wide, 28 in. deep; 
can be mounted in window or on 
outer wall. 
Electrical Merchandising, September 
1, 1947. 
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reaching the most important 
farm, city and suburban markets 


WINKLER Oil-Burning Space 
Heater 
U. S$. Machine Corp., Lebanon, Ind. 
Device: “Down-Glow” radiant heater. 
Selling Features: Combines radiant 
and convection heating for unitorm 
all-over warmth through scientifi- 
cally designed deflector grille; pro- 
duces about 50,000 btu’s per hr 
from 4 gal oil on maximum burn- 
ing: minimum burning rate is lys 
gal. per hr; tank capacity 6 gal.; 
front deflector assembly slips off 
burning chamber; baked enamel 


finish. 
Electrical Merchandising, September 1, 
y 1947, 
WESTINGHOUSE Water 


*TWIN-8” Lo-PILOT 


“Lo-PILOT*“OIL WATER HEATER 
OIL HEATER 


Heater 
Westinghouse Electric Corp., Mansfield, O. 


National advertisements, sales presentation manuals, advertising mats, all available | Device: Table top water heater. 
i i j ae ! Selling Features: Has 4 sq. it. of 
upon your request. Order this material direct from your Allen Distributor today! Pg Fo gy Pee Bh 


“The Quality Line since 1867” 
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work surface; 40 gal. capacity; re- 


places a 24 in. base cabinet ; thermo- 
stat adjustments from 120 to 170 
degs.; immersion type element; 
Fiberglas insulation; cold water 


MANUFACTURING COMPANY, INC. 


MASHVILLE TENNESSEE 


steel tank; 230-240 volt, 2000 watt 
element. 


— Electrical Merchandising, September 1, 


| 
baffle: galvanized copper bearing 
| 1947. 
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BUT HERE'S THE 
Modern appliances offer the best in 
modern power when they are equipped 
ace with Delco motors. They are smooth- | 
running, efficient, dependable. 
nd. 
eater. Delco motors benefit by Delco Products’ : 
es close association with the appliance 
"po industry. They incorporate improve- 
ba ments and refinements developed in 
eal. E serving leading manufacturers of re- 
s 
namel frigerators, washers, ironers, stokers, 
ber 1, oil burners, air conditioners and other 
appliances. 
D ELC 
If you have a shaft toturn, specify Delco _- 0 MO TORS 
id, O. motors—built in sizes from 14 h.p. to 5O Power America’s of A 
h.p. Delco Products Division, General leading Appliances 
4 , OH! 
Motors Corporation, Dayton, Ohio. 
170 
ment ; 
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) watt 
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the new Hytron Sun Lamp 
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When Summer Ends 


will sell like Hotcakes 


Every home should have a Sun Lamp and every home 
can afford one at the low retail price of $9.95. 
Sun Lamp Sales last year were so large that the supply 
could not keep up with the demand. It is estimated that 
the market this year will far exceed anything in the past. 
Handle the new Hytron SUN LAMP and get your 
share of this great new mass market with a very profit- 
able return. 
The HYTRON SUN LAMP is + by leading 
authorities including the COUNCIL ON 
PHYSICAL MEDICINE of the American 
Medical Association. 
National advertising is being planned 
to pre-sell Hytron Sun Lamps to your 
trade. Display and _ point-of-sale 
promotion will be available for 
dealers’ use. 
Send at once for full particulars 
on the best sun lamp deal ever 
offered. Use coupon below. 


: 3 


S 
* 


SUN LAMP 


RADIATES BENEFICIAL RAYS OF PURE 
SUNLIGHT - INCLUDING INFRARED 


Complete ons ready for use... 


fits any household A.C. socket 


epT. A 
SUN LAMP SALES PELECTRONICS CORP 


NR 
MASSACHUSETTS 


ntlemen: 
Pleas 


FIRM 
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d complete details of the Hytr 
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APPLIANCE 


NEW PRODUCTS 


WESTINGHOUSE Ventilator 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: Poweraire home ventilator. 

Selling Features: For kitchen or laun- 
dry wall installation; moves 350 
cim; outside door protected with in- 
sulating board is kept tightly closed 
with spring to keep out heat when 
fan is not in use; unclipping chain 
starts fan and opens door simultane- 
ously; concealed in wall behind 
slotted aluminum grille when in- 
stalled; blends with any kitchen 
finish; 10-in. blades; extension ac- 
cessories available for any wall 
thickness; a.c. only. 

Electrical Merchandising, Sept. 1, 1947. 


TEPCO Bottle Warmer 


Tepco Mfg. Corp., 3727 San Fernando Rd., 


Glendale 4, Calif. 


Device: Tepco plastic baby bottle 


warmer. 


Selling Features: Automatically keeps 


baby bottle at recommended feed- 
ing temperature; thermostatically 
controlled; thermostat indicator is 
simply set at “L” for low and 
bottle will not be overheated; con- 
sists of 4 parts—a plastic container, 
a plastic rim that fits on top; a 
thermostat controlled heating unit; 
and a plug-in cord. 


Electrical Merchandising, Sept. 1, 1947. 
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HIPUT Water Heaters 


Ronan & Kunal Inc., 502 S. Kalamatoo 
Ave., Marshall, Mich. 


Models: 6B-1 and 12B-1 water heaters. 
Selling Features: 6B-1, 6 gal. capacity, 


1,000 watts, 110 volts, standard ele- 


SEPTEMBER |, 


ment; 2,000 watts, 220 volts 
optional ; adjustable thermostat with 
exposed control knob to set at de- 
sired temperature from 120 to 170 
degs.; 15 in. diam.; 23 in. high. 
12B-1, 12-gal. capacity; 1,000 
watts, T10 volts, standard or 2,000 
watts, 220 volts optional; automatic 


and adjustable thermostat; 15 in. 
diam.; 43 in. high. 


Electrical Merchandisiny, Sept. 1, 1947 


SILENT BREEZE Ventilating 
Fan Package 


Holcomb & Hoke Mfg. Co., Inc., 
Indianapolis, Ind. 


Device: New Silent Breeze “HM” 
ventilating fan package. 

Selling Features: Home cooling and 
ventilating unit incorporates a com 
pact, horizontal design that makes 
completely automatic comftort-coo!l- 
ing possible for homes that cannot ac- 
commodate ventilating fans of con 
ventional design; complete “H.M.” 
package includes a Silent Breeze 
ventilating fan, suction chamber, 
automatic ceiling shutter and elec- 
tric motor; 24-hr. time switch for 
fully automatic control available at 
slight additional cost: pancake de- 
sign makes it possible to install in 
any home having 24 in. or more 
clearance between attic floor and 
roof. 

Electrical Merchandising, Sept. 1, 1947 


PICTURETIME Clock 


Dow-Gunther Corp., Thompsonville, Conn., 
Distributed Exclusively by Schatten Co., 
Inc., 186 Fifth Ave., New York 10, N. Y. 
Device: Picturetime electric clock. 
Selling Features: Styled in pastel pink 
and blue and ivory to harmonize 
with nursery and living room set- 
tings; 12 frames around dial afford 
a dozen places for photographs or 
children’s cutouts supplied with each 
clock; self-starting Sessions clock 
movement, 110-120 volts a.c. only, 
8} in. diam., weighs 14 Ibs. 
Electrical Merchandising, Sept 1, 1947. 
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ESKIMO FREEZE 


REY JOLDS 


ALUMINUM 


ELECTRICAL 


ALUMINUM KEEPS THE 
FOODS ON TOP AS COLD: 


AS THOSE AT THE BOTTOM GARDEN-FRESH EASY TO REACH 
VEGETABLES 


NO DEEP BENDING. 
EVERYTHING'S SO 


Housewives like the streamlined practical design 
of Eskimo Freeze. Food stores compactly and 
easily . . . no deep bending and stooping. 

And they like aluminum in the kitchen . . . for 
utensils . . . for ice trays... and now in this really 
modern all-aluminum home freezer, Eskimo Freeze. 
Aluminum can’t contaminate foods or absorb odors 
... it cleans easily .. . is non-staining and rustproof. 

Large enough for the average family. Holds 210 
pounds of foods—yet everything is so easy to reach! 
A four-inch thick blanket of Fiberglas between 
two sheaths of aluminum keeps cold in. . . heat 
out. Brilliant baked-enamel finish on outside of 
cabinet... all corners rounded to prevent home in- 


juries... compact, portable ... weighs only 185 Ibs. 

Small enough for the average kitchen. Reynolds 
Eskimo Freeze is handy table height—fits right in 
with kitchen cabinets and gives additional work 
space. Hermetically sealed 1/5 h.p. freezing mech- 
anism needs no oiling or other attention, and is 
extra quiet. Adjustable thermostat is factory-set to 
maintain zero temperature. 

Plan now to cash in on this fast-seller. Your 
distributor has newspaper mats, catalog sheets, 
window streamers and colorful cutouts. A few dis- 
tributor territories are still open. For further 
information write Reynolds Metals Co., Refrigera- 
tion Division, 2020 So. 9th St., Louisville 1, Ky. 


REYNOLDS METALS COMPANY jose 
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FIRST 


of FiBERGLAS insulation | 


PREFERENCE 


A 


It’s a smart appliance dealer (and manufac- 


turer, too) that plays up Fiberglas* in his 
selling—takes full advantage of all the ad- 
vantages Fiberglas Insulation provides. 
For not only does Fiberglas permit you 
to talk “greater efficiency” ... “lower 


operating costs”’ “longer life’... in 


te fat OFF 


*FIBERGLAS is the trade mark (Reg. U.S. Pat. Off.) 
of a variety of products made of or with glass 
fibers by Owens-Corning Fiberglas Corporation. 
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selling Fiberglas-insulated appliances, but 
your customers know that you're talking 


facts. Know it from their own experience. 


Yes, millions of Fiberglas-insulated ranges, 


water-heaters, refrigerators, home freezers 
and other appliances have sold Mr. and Mrs. 


America on Fiberglas. All you have to do is 


tell them “‘it’s insulated with Fiberglas”’. 
Seems easy? It is! 


THERMAL INSULATION 


ELEC 


APPLIANCE 


NON-ELECTRIC PRODUCTS 


SPRAYWAY Dishwasher 


Scanlan Sales Co., Inc., 
480 Lexington Ave., New York 17, N. Y. 
National Distributors 

Device: Sprayway miotorless dish- 
washer (non-electric). 

Selling Features: Motorless, hose at- 
taches to faucet; power comes from 
flow of water forced through tiny 
jets which whirl and dash water 
against dishes; 2 wire racks hold 
complete service for 4; separate 
rack holds flatware and serving 
pieces; equipped with vacuum 
breaker which prevents possibility 
of backing up of water; weighs 12 
Ibs.; 20 in. tall, 16 in. diam., requires 
only 15 lbs. running-water pressure. 

Electrical Merchandising, Sept. 1, 1947. 


KWIK-CUP Coffee Brewer 


Hartford Products Corp., 
308 W. Washington St., Chicago, Ill. 

Device: Kwik-Cup, coffee brewer, 
(non-electric. ) 

Selling Features: Brews a single cup 
ot coffee at table instantly; polished, 
heavy-die-cast aluminum with plastic 
heat resistant base; any finely 

ground coffee can be used in fitted 

filter, hot water is poured over and 
Kwik-Cup permits flash filtration to 
produce instantly aromatic coffee. 

Electrical Merchandising, Sept. 1, 1947. 
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DURALUX Coffee Maker 
Duralux Co., Wooster, Ohio 


Device: Duralux aluminum and stain- 
less steel coffee maker (non-elect.). 

Selling Features: Tru-Bru_ stainless 
filter—no paper, cloth, springs or 
clips; no-drip lip, pours from any 
side; extra large openings; 8-cup 
capacity; plastic handles on both 
bowls; selt-sealing bushing; 6-pur- 
pose cover, 


Electrical Merchandising, Sept. 1, 1947. 
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OFFERING DE LUXE FEATURES —for FIRST | 


electric range designed for the small 


ok 
is! Now you can sell big range cooking capacity — plus has been standard equipment on the Space Saver but 
has never been offered on ony other 


range-top illumination. High in utility value, its attractive 


Electric Range “That's Fit For A Queen" On The “Queen For A Day” Pr m — Mu al N vor 
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GAROD Personal Radio 


Gorod Radio Corp., 70 Washington St., 
Brooklyn 1, N. Y. 


Device Garad “Starlet” personal 
radio No, 4Al 

Selling Features: 4-tube superhet; as- 
sorted 2-tone color combinations ; 
weighs 34 lbs. with batteries; open- 
ing and closing of lid starts and 
stops radio; circular lucite dial; uses 
one 14 volt A_ battery and one 
67) volt B battery 

Electrical Merchandising, September 


1, 1947 


MOTOROLA FM Console 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, 51, 


Vodel: 77FM21 AM-FM radio-phono 
consolette. 

Nelling Features: Has full range AM- 
FM bands and a Motorola record 
changer with ample record storage 
space; Floating Action record 
changer holds 10-10 in. or 8-12 in. 
records: bass-boost circuit; radar- 
type tuner for FM; built-in FM line 
antenna; permanent magnet dynamic 
speaker; all tubes are miniature, 
including 2 new 9-pin miniatures 
with 2 dual purpose and 1 triple 
purpose type used; 2-way  black- 
light plastic dial indirectly lighted; 
walnut finish cabinet; record storage 
space for 200 records or 10 large 


ilbums 


Electrical Merchandising, September 


v 


1, 1947 


FARNSWORTH Consoles 


Farnsworth Television & Radio Corp., 
Ft. Wayne, Ind. 


fodels: GK-143, 115, 111, 086, O85 
112, 087 console, GK-114, 084, 267 
chairside and GK-266 low-boy radio 
ling Features: GK-143, top of line 
model, designed for AM, FM and 
hortwave reception; AC circuit; 


ograph compensated circuit, 
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NEW RADIO PRODUCTS 


continuously variable base and treble 
tone controls; precision setting push- 
button tuning; shielded rotatable 
bilt-in-tenna for AM; built-in dipole 
antenna for FM; 3-wave bands; 
3-gang tuning condenser with tuned 
RF amplifier; beam power output; 
push-pull amplification; 12 in. per- 
manent magnet Alnico speaker; ad- 
vanced FM detector design; slide- 
rule Travelite dial; Farnsworth 
deluxe 3-point suspension automatic 
record changer for 12 10 or 12-12 in. 
records: breakfront cabinet with lift 
lids for access to controls, Chippen- 
dale styling. 

(GK-115 AM-FM AC superhet; etc 

automatic record changer type 
P50MP with automatic stop; ma- 
hogany veneer cabinet with metal 
grilles and hardware. 

GK-111, same as 115 with bowed 
front cabinet in mahogany veneer. 

GK-112 AM-FM console, 11 tubes; 
12 in. speaker; P56MP automatic 


changer; pull-out changer; mahog- 
any or bisque veneer. 
GK-086, 8-tube AM-FM; 3-point 
suspension automatic record changer 
employs delayed drop principle; 
low-boy design; golden harvest or 
walnut prima vera veneers. 
GK-085, 8-tube AM-FM console; 
10-in speaker; Chippendale cabinet. 
GK-087 8-tubes; AM-FM console; 
12 in. speaker ; P56 automatic record 
changer; Sheraton cabinet, mahog- 
any finish. 
GK-114, 10 tubes; AM-FM chair- 
side console ; 12 in. speaker ; P56MP 
record changer ; Chippendale cabinet. 
GK-084, 8-tubes; AM-FM, chair- 
side console; 12 in speaker; large 
legible slide-rule dial; slide-top 
moves forward to make record 
changer accessible. 

Electrical Merchandising, September 
1, 1947, 


PHILCO Table Radio 
Philco Corp., Philadelphia, 34, Pa. 


fodel: No. 230 table radio. 

Selling Features: AC-DC_ superhet, 
with beam power pentode audio sys- 
tem; permanent magnet dynamic 
speaker, plastic cabinet of brown 
polystyrene with latticed ivory plas- 
tic grille, airplane type dial and 
red plastic point. 

Electrical Merchandising, September 
1, 1947 


RCA VICTOR Radio-Phonos 


RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 


Model: “The Berkshire.” Breakfront 
first of a new line of Festival Series 
of custom-built high fidelity radio- 
phonos. 

Selling Features: One of the salient 
features of the Festival series is 
that each model—whether _ tradi- 
tional, transitional modern or ex- 
treme modern, will take its place as 
a functional piece of furniture in a 
room of period design; technical 
equipment in the series consists of 
an automatic Victrola phonograph, 
a radio receiver for FM, AM and 
shortwave, incorporating a motor- 
driven tuning mechanism with 10 
station push buttons and in some 
models a large-screen RCA Victor 
projection television receiver. 

“Berkshire” models available in 
2 radio-phonograph and 2 radio- 
phonographs with television; other 
Festival models will be named after 
such festivals as the Ravinia in Chi- 
cago and Glyndeborune in Eng- 
land. 

Berkshire Breakfront, shown, con- 
tains a large screen television re- 
ceiver. 


Electrical Merchandising, September 


1, 1947, 


EMERSON Portable Radios 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11, N. Y. 


Models: Personal portable No. 560; 
Pocket portable No. 558; and 3-way 
portable No. 551-A. 

Selling Features: Personal portables, 
self-powered superhet, 4-tubes; 4-in. 
round Alnico 5 permanent magnet 
dynamic speaker; extra large built- 
in super loop antenna; maroon plas- 
tic portable case. 

Pocket portable No. 558, 4-tube 
superhet; 3-in. round Alnico 5 per- 
manent magnet speaker; slide rule 
dial; new design hinged bottom for 
easy battery replacement; ivory 
tenite case with contrasting trim 
and cold colored hardware. 


SEPTEMBER |, 


3-way portable No. 551-A, plays 
on a.c.-d.c. and batteries; 5-tubes 
plus rectifier superhet; 5-in. perma- 
nent magnet speaker; 3-gang con- 
denser; simulated leather case with 
hinged removable cover. 
Electrical Merchandising, September 
1, 1947. 


MAJESTIC FM Consoles 


Majestic Radio & Television Corp., 
Elgin, 


Models: 12FM778, 12FM779 and 
8F M776, 8FM 775 radio-phono con- 
soles with FM. 

Selling Features: 12F M788, 18th cen- 
tury mahogany cabinet; 12 tubes; 
standard broadcast, FM and short- 
wave bands; 12 in. electro-dynamic- 
ally balanced speaker; pull-out in- 
termix record changer plays 10 or 
12 in. records in any order; large 
slide rule dial; connections for wire 


recorder; rotatable broadcast loop 
antenna; built-in FM dipole; band 
spread on shortwave; FM “Electric 
Noise-Gate”, large album storage. 

12FM 779, classic modern cabinet 
in mahogany, walnut and_ blonde 
finishes ; 12 tubes ; standard, FM and 
shortwave; 12 in. electro-dynamic 
speaker; pull-out intermix record 
changer; FM “Electric Noise-Gate” 
large album storage. 

8FM776 period style mahogany 
walnut or blond finish cabinet; 8 
tubes ; standard, and FM reception; 
a.c. only; 10 in. Alnico 5 speaker; 
pull-out record changer; built-in 
folded FM dipole antenna and FM 
“Electric Noise-Gate.” 

8FM775 modern design cabinet in 
blonde or walnut finish; 8 miniature 
tubes; standard broadcast and FM 
a.c. only; pull-out record changer: 
Omni-coustic sound projection at ear 
level; built-in FM dipole antenna; 
FM Electric Noise-Gate; ample al 
bum storage. 

Electrical Merchandising, September 

1, 1947, 
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The Lonergan De Luxe Counselor (with convertible FORST- 


AIR circulator) leads the oil circulating home heater field 


PLUS FEATURES OF LONERGAN 
DE LUXE COUNSELOR... 


for obvious reasons! Lonergan has specialized in the manu- 


facture of space heaters for 15 years. Lonergan oil heaters 


1 
Beautiful Porcelare Finish. have gone into the homes of hundreds of thousands of 
. satisfied customers. Lonergan has the most modern, efficient 
Front Panel. Heat Diffuser—An abundance of radiant ; 
heat is gently and pleasantly wafted into the room waist oil heater plant it is possible to build. Plan NOW to lead 
high, without the aid of a fan. : 
P with Lonergan! Write, wire or phone for details of the profit- 
Forstair Circulator on the latest models (at slight extra building Lonergan franchise. 


cost) —A new and improved method of circulating warmth 
throughout the home—warm air being forced over and 
cround the heating chamber and then diffused outward 
from the panel toward the floor and sides. 


4 


Oversized Radiant Heat Side Doors—Opening to the 
room— Glowing, radiant warmth. A slight pull of the side 
handles opens doors. 


Tongue and Groove Air-Tight Combustion Door—Heat 
sealed—No air leaks or heat loss. 


6 


large Sized Fuel Storage Tank—Easily refillable and yet 
has a capacity greater than ordinary fuel tanks. 


7 


Visible Fuel Gauge—No sticks or rods necessary to check 
as oil supply is always visible to the eye. 


8 
No Stoop, Finger Tip Dial Heat Control—The finger tips 
easily turn it up or down—gogsial of reach of 
youngsters. 


Draft Stabilizer—Controls draft automatica 
whether on high or low fire on mild or windy days. Never 
ony need to adjust or marwolly control the draft. 


Oil Miser—Reduces Smoke Pipe Tempercture over 100 
egrees. Saves on oil consumption ond increases effi- 
cy from 4% to 6%, A cleaner, better fire, more heat 


a 
‘ 


EZ Adjustable » Lev —Leveling is a simple matter 
on any floor. Always jins an even oil level for “top” 
performance—no shims n he? 


Manufacturing /Company 


ALBION, MICHIGAN 
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| NEW RADIO PRODUCTS 


MAJESTIC Radio-Phonos 


@ the new 1948 line now! Featuring the Kaiser non-electric, jet propelled dish- Majestic Radio & Television Corp., 
Elgin, Il. 


Models: Commander, 5AK780; 8JL- 

DARING in design — PRACTICAL in operation and the LOWEST PRICE in 771 and Ensemble 7JK777R. 

Selling Features: Commander 5AK 
780, chairside radio-phono; 5 minia 
ture tubes; standard band; a.c. only; 
Alnico 5 permanent magnet speaker ; 
automatic record changer plays 1) 
or 12 in. records automatically or 
manually; wide range crystal pick- 
up; built-in directional antenna, 
large readable dial. 

Model 8]L771, mahogany console; 
7 tubes and rectifier ; standard broad 
cast and shortwave; a.c. only; 10 in 
electro-dynamically balanced speak | 
er; pull out automatic record 
changer plays 10 or 12 in. records 
automatically or manually; wide 
range crystal pick-up; slide rule 
dial. 
Ensemble model 7IK88R, radio- 

phono mahogany console with right 
and left album wing cabinets; 6 


washer combined with the super deluxe Paragon sinks. This combination, 


the industry, is a big money maker for you. 


TRAYWELL 48 DDI Popular Paragon 
48 inch sink unit complete with colorful | 
formica top, 2-door steel undersink cabinet, 
foucet and strainer PLUS Good Housekeep- 
ing opproved Kaiser Dishwasher. 


‘ 5 PARA 24 DD1 Leading Paragon tubes with rectifier; standard broad- 
Retail price $270.00 24 inch utility cabinet complete with cast; a.c. only; 8 in. speaker; auto- 
i colorful formica top, 2-door steel cab- matic record changer plays 10 or 12 

ene . inet PLUS Good Housekeeping ap- in. records automatically or manu- 

_— proved Kaiser Dishwasher. ally; crystal pick-up; slide rule dial; 
built i higl lific: tir an- 

Retail price $190.00 — igh amplification loop at 


Electrical Merchandising, September 
1, 1947 


ROYAL 66 DDI Famous Paragon 66 inch 
sink unit complete with colorful formica top, 
3-draw steel undersink cabinet, faucet and 
strainer PLUS Good Housekeeping approved 
Koiser Dishwasher. 


Retail price $320.00 


RADIO Commercial Control 


Kaiser Dishwasher approved by Good 
Housekeeping Magazine. 


Gray Development Corp., Box 1001, 
Beverly Hills, Calif. 


| Device: Control for tuning out radi 
commercials while listening 
broadcasts. 


Selling Features: Remote control bo» 
which can be placed any place in 
room convenient to listener, contai: 
two buttons—left button to contro! 
regular commercials and right but 
ton for singing jingles; easy to 1 
stall—radio plugs into adapter a1 
adapter into outlet; pressing butto 
down for a second turns program of 
and automatically turns progra' 
back on after commercial ends; bot 
buttons are adjustable to increas 
or decrease off-time by turning but 
ton counterclock-wise to increa: 
and clock-wise to decrease. 

| Electrical Merchandising, Septembe 
1, 1947. 
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Suen ta the Smaller Store 


a LOT depends on 
THE DEALER 


Add up the number of small stores handling appliances 


and radios across the nation and you come up with 
the amazing total of more than 28,000. Think of the em- 
phasis these stores, remote from the metropolitan areas, 
must place on up-to-the-minute information through 
v: ELECTRICAL MERCHANDISING. Mr. Hollis* clearly 
states the need for this contact. He says... 


a MANUFACTURERS eee of becoming More q 


and we MUst ke keen, Because 
vide nd addition abreast 
of 
rule Do You Know ; need yo OF your Products gg sie all the change 
dio- THAT THESE SMALL STORES COVERING help in Maintain; they °Ppear, w, 
—_ THE ENTIRE NATION DO AN APPRECIABLE and Match; "9 our Volum ° 
ay PERCENTAGE OF THE TOTAL BUSINESS "9 the dollar y I © of YOur bus 
IN THE APPLIANCE AND RADIO FIELD? Glues demandeg b 
r 12 It is only Natural th sas Customers 
anu- at w 
Order to ger 1, ELECTRICAL MERC 
an Ose 
Provided by, « tips and Sales ide HANDISING 
MERCH" each Wickly The ch 
tion become in ©" month for the inns annels 
Creqsj wo 
! insist that singly valuable during th 
my s es 
tO gain th ead “MERCH times 
e ta ca 
cts and figures son refully each month 
A regular advertising program in ELEC- © Profiteg Pcessary to good 


TRICAL MERCHANDISING is the quickest 

and most effective way to reach and gain 

the sales support of the smaller store deal- 

ers. They constitute a wide spread and 

profitable market and, to a large extent, 

create national consumer acceptance of 
rol your products. Give them the sales and 
001, merchandising help they need in... 


oy THE PUBLICATION Your DEALERS READ *HOUSTON P. HOLLIS, Owner 


1 bo» Hollis Appliance Co., 


a 


icrea* 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET i 
temb« NEW YORK 18, N. Y, 
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Selling Product does NOt just happen, it takes salesmanship 
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IN 25 YEARS! 


o FASTEST, CLEANEST, EASIEST WAY 
TO ELIMINATE GARBAGE IN ONE 
SIMPLE OPERATION! 


e@ ALL FOOD WASTES GO DOWN THE 
DRAIN —THE PULVERATOR DOES THE REST! 


NOW you can offer your customers the most sensational 
edvancement in the major appliance field... The ingeniously 
designed, home-tested automatic WASTE KING PULVERATOR 
that gets rid of all food waste, including bones, parings, fruit- 
pits, shells, corn-husks, that is PUT DOWN THE DRAIN. 


The PULVERATOR is a streamlined, self-contained unit 
in Dulux white enamel. Fits most any sink... Costs 
less to install than any other AUTOMATIC disposer. 


SAFE! SPEEDY! 
CLOG-PROOF! «+ SELF-CLEANSING! 
LSANITARY! ECONOMICAL! 


SALES SUPPORT FOR PROFITS! Available to all PULVERATOR 
dealers... Colorful illustrated folders and circulars to mail to 
your customers ...copy-tested mat ads to bring customers 
into your store... national advertising campaign to increase 
consumer demand for the PULVERATOR... sturdy, attention- 
compelling display stands. 


THE TIME IS NOW! Be a WASTE KING PULVERATOR 
dealer and keep in rapid step with this new major 
appliance product that is making sales history! 
DEALERS — WRITE or WIRE for descriptive literature 
and our dealership plan... ACT NOW! 


AUTOMATIC! 


P. S.: Do you know what an AUTOMATIC 


us! 


GIVEN MANUFACTURING COMPANY 
Dept.EM-9 + 3855 SANTA FE AVENUE » LOS ANGELES 11, CALIFORNIA 


PUVERATOR 


| 
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NEW RADIO PRODUCTS 


MAJESTIC 
Radio-Plione-Wire Recorder 


Majestic Radio & Television Corp., 
Elgin, Wi. 
Model: 7YR 752 table 


wire recorder. 


radio-phon 

Selling Features: 7 tubes including 
rectifier; standard broade ast; ae 
only ; Alnico 5 speaker; phonograp! 
plays 10 or 12 in. records manu: ally 
wide range crystal pick-up; built-in 
directional antenna; large 
dial: “Gem-light” on-off indicator; 
wire recorder can record from radio 
microphone or from records plz ive: 1 
in model itself; microphone and 
spool of “Majestic Magic Mile Wire” 
furnished, recordings may be played 
back over and over or wire erase'l 
fresh transcription; natural of wal- 
nut finish cabinet. 

Electrical Merchandising, Sept. 1, 1947 


SPARTON Radio-Phono 


The Sparks Withington Co., 
Jackson, Mich. 


Model: No. 201 table model radio 
phono. 

Selling Features: Hand rubbed ma- 
hogany veneer cabinet; full lift lid 
with vacuum hinge; new “Ready- 
tone” circuit—no warm-up; 5 in 
Alnico V_ speaker; metal grille; 
fully automatic record changer; 
built-in loop antenna. 


Electrical Merchandising, Sept. 1, 1947 
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PHILCO Portable Phonograph 
Philco Corp., Philadelphia, 34, Pa. 
Model: No. 1200 portable phonograph. 


Selling Features: Starts, plays and 


SEPTEMBER 1, 


readable 


Models: 


stops itself automatically—no tus, 
ing with tone arms, needles, lids o 
controls; concealed featherweight 
tone arm with permanent needle; 


permanent magnet speaker; new 
audio amplifier; automatic adjust 


ment for 10 or 12 in. records; auto 
matic lock holds tone arm and record 
player locked in position; light 
weight alligator-grain luggage cas 
with handle bronze-finishe 
hardware; single control knob; a 
only 


GAROD Radalarm 


Garod Radio Corp., 70 Washington St. 
Brooklyn 1, N. Y 


\fodel: Radalarm clock-radio com 
bination No. 5RC1. 

Selling Features: Superhet receiver 
and a Telechron clock movement 
housed in a plastic case with plastic 
clock and dial face; built-in loop 
antenna; standard band 540-1650 ke : 
controls include volume and station 
selector knobs as well as radio-alarm 
switch and time-setting knob; set for 
a predetermined time for arising, th 
radio will turn on and awaken you 
with music; radio automaticall, 
turns off at a predetermined tim 
also, if forgotten. 

Electrical Merchandising, September 1 
1947, 


FARNSWORTH Automatic 
Record Changer 


Farnsworth Television & Radio Corp., 
Ft. Wayne, Ind. 


P-56 and P-56MP automati: 


record changers. 
Selling Features: 


Model P-56. 
Plays either 10 o: 
12 in. records; 3-point record-ede 
suspension; delayed drop — 
marring or chipping records; light 
weight tonearm; sealed cry stal pick 
up; precious metal stylus ; automati 
stop; operates on a 110 volt, 2-pol 
rim drive induction motor. 

Model P-56MP incorporates Farns 
worth tone clarifier; magnet 
pick-up and pre- amplifier ; 3-point 
record edge suspension; plays 10 or 
12-in. records; lightweight, tubula: 
non-resonant tone arm; natural sap 
phire stylus; automatic stop; all 
operating controls are a bright red 
for instant indentification; flock- 
covered turn table prevents record 
slippage ; operates on 110 volt, 2-pole 
rim drive induction motor. 


Ele ‘trical Merchandising, September 1, 


1947. 


1947—ELECTRICAL MERCHANDISING 


3 
| | 
) A L R ° | 
| 
PULVERATER 
7 
fa 
i 
es 
\ 
2 
© 


You can get it NOW... 


You can sell it NOW... 


Reapy for immediate delivery is SUNROC Model 
US7B2—the electric bottle cooler that meets the wide 


demand for the best in postwar design and craftsmanship. 


This attractive, steamlined unit has a capacity of three 
gallons per hour. The compressor is hermetically sealed. 
Stainless steel is used generously for protection 


against corrosion. 


a Accompanying these new features is the basic quality 
od that has made SUNROC Water Coolers famous for trouble- 


™ free service, long life and low operating cost. 


Model US7B2, list price only $225.00 F.O.B. Glen 
Riddle, Pa., is a worthy addition to the SUNROC line, 
which includes water coolers to fill every business, 


industrial and institutional need. 


The coupon below is your first step toward a SUNROC 
Franchise. It will bring you full information about 
SUNROC’S products, prospects and plans. Sunroc Refriger- 
ation Company, Glen Riddle, Pa. 


tir 


NY 

SUNROC REFRIGERATION COMPA 

PA. 

: <a Sunroc line and Sunroc 
: d me, without obligation, details of the 

Please send me, 

for Distributors Dealers. (Chec 

lar 

____ Zone— State 

(EM-9) 


Address to Mr. nl 


\ 
Distributors throughout America and in 30 Foreign Countries : 
Branch Offices in Principal Cities \ 
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GARBAGE ELIMINATOR 


MRS. JONES: Do you mean to stand there and tell me that I can get rid of all my garbage down the kitchen drt? Why, 
I can hardly believe it! 

MR. SMITH: Yes, that’s absolutely true, Mrs. Jones. You simply put your garbage down the drain. SANI-WAY pulver- 
izes it, and it’s gone forever! No more carrying drippy garbage out in the yard to some battered-up garbage can. 

MRS. JONES: Oh! Henry, isn’t it wonderful? 

MR. JONES: Yes, Mary, it is. But tell me, Mr. Smith, will SANI-WAY fit our old enamel sink? If it means we're going 


to have to buy a special kind of sink .. . 


MR. SMITH: Ah, but that’s the beauty of it, Mr. Jones. This new SANI-WAY fits any sink . . . cast-iron, formed steel, 


enamel, or stainless metal ... providing it has a standard 314” drain. Now look, let me show you how 
SANI-WAY works. I'll put these bones, fruit pits, rinds, yes, all this garbage down the drain. Now, I'll 
replace the cover, turn on the water, flick the switch, and z-o0-om . . . vo more garbage! 


MRS. JONES: Oh! Henry. It’s just what we need. Don't you think .... 


MR. JONES: Don't I think we need one? You bet I do! I know a good thing when I sce one. Mr. Smith, send us a 
SANI-WAY and send it soon. 


See what we mean, men? SANI-WAY is so casy to demonstrate, so easy to sell! The market's ready, packed with profits 
for your picking. Just sign and mail the coupon for the complete SANI-WAY story. Now! 


7200-O0M! GARBAGE IS GONE IN way PULVERIZES 6 


o~w 


SAN/ WA a 
Lindo sewer tn second 


THOMAS W. BERGER, INC. 
6 


f 


Gentlemen: Rush me details on SANI-WAY. 


THOMAS W BERGER 


ED 


Name 
Address 


City, Zone, State 


APPLIANCE 


NEW RADIO PRODUCTS 


FARNSWORTH Portable 


Farnsworth Television & Radio Corp. 
Ft. Wayne, Ind. 


Vodel: GP-350 3-way portable radio 

Selling Features: Operates on du 
a.c. or battery; “B” battery and 5 
flashlight cells; metal case; 4 mini 
ature filament-type tubes; built-i: 
Selenium rectifier; PF Alnico \ 
speaker ; 300 deg. Airplane type dial 
door contains loop; plug-in loop con 
nection; 2-tone leatherette covering 

Electrical Merchandising, Sept. 1, 1947 


MOTOROLA Table Radio 


Motorola Inc., 4545 Augusta Bivd.., 
Chicago, 51, 


Vodel: No. 67 X 13 table radio. 

Selling Features: A.C.-D.C. superhet 
circuit, full extended tuning range 
535-1620 kc; all lock-in type, includ 
ing 2 dual purpose tubes; bean 
power pentode output system; Al- 
nico 5 permanent magnet speaker ; 
“Aero-Vane” loop antenna; 2-way 
dial indirectly lighted; “picture 
frame” style, blond prima vera. 

Electrical Merchandising, Sept. 1, 1947. 


TELE-TONE Portable Radio 


Tele-tone Radio Corp., 609 W. 51st S’ 
New York City 


Vodel: “Constellation” 3-way portab! 

Selling tere Drop door 
weighs 5 1/5 lbs.; loop aerial; 
vision slide ‘a dial; AVC; 10: 
130 volts, a.c.-d.c.; 674 volt B bat- 
tery; 4-tubes and. rectifier; ebony, 
ivory, sand and maroon. 


Electrical Merchandising, Sept. 1, 1947 
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FOR EVERY ROOM 


There is nothing finer than a Stromberg-Carlson 


Most of your customers do their serious listening on the 
Stromberg-Carlson radio phonograph in the living room. 


But how about the bedroom? The kitchen? Or little 
brother’s room? They’re good listening spots, too. And even 
though space is at a premium, big-radio performance 

is what’s wanted. 


And that means Stromberg-Carlson’s bright new table 
models ... with performance packed into every inch! 

So how about suggesting an extra Stromberg-Carlson—one 
that has all the extras—to your next customer? 


The Stromberg-Carlson Co., Rochester 3, N. Y. makers of radios,’ 
radio-phonographs, television receivers, sound equipment and industrial 
systems, telephones, switchboards and intercommunication systems. 


THE NEW WORLD — Mode! 1121-M2~—Automatic radio- 
phonograph in bleached mahogany or English brown 
mahogany. Push-buttons for eight stations. Plays twelve 
10-inch records or ten 12-inch records in sequence. With 
complete FM and engineered for wire recording. 


Alnico 5 permanent-magnet dynamic speaker. 
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THE VAGABOND — Mode! 1105 —A really lightweight 
portable. Operates on long-life battery or AC-DC house 
current. Standard broadcast. Built-in loop antenna. 


THE GEORGIAN — Model 1135-PF — Automatic radio- 
phonograph. In matched African swirl mahogany. Push- 
buttons for twelve stations. Patented ‘“‘Acoustical Laby- 
rinth” and matchless Carpinchoe speaker. With com- 
plete FM and engineered for wire recording. 


THE MODERNAIRE — Model 1101-HPW — Automatic 
tradio-phonograph. In walnut. Standard broadcast and 
spread-band short-wave. Alnico 5 permanent-magnet 
dynamic speaker. Plays twelve 10-inch records or ten 
12-inch records in sequence. 


THE DYNATOMIC — Model 1101-HB (Brown) or 
1101-I (Ivory). Streamlined ultra-modern plastic. Spe- >» 
cial hand hold in cabinet top. Alnico 5 permanent- 

magnet dynamic speaker. 


STROMBERG-CARLSON 
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Egg Cooker 
Display Assortment 


COOKS ECCS RIGHT AT THE TREBLE. ‘ 


BIGGER VOLUME FOR YOU! 


This dramatic, 3-dimensional, full color display attracts F 


and sells! Tells the story of how eggs are prepared right at 
the table the handy Hankscraft way. Features colorful 
Hankscraft Egg Service Set; also displays gaily colored, 
individual Hankscraft Egg Cookers. 


NO. 874 EGG COOKER 


For sales appeal you can't beat this beautiful 
chrome-and-porcelain automatic-electric egg 
cooker. Boils, poaches, scrambles, shirs eggs 
right at the table — exactly to taste. Colors: red, 
yellow, blue, green. Retail price $5.95 


NO. 1083 EGG SERVICE 


There are bigger profits in this stunning 
breakfast ensemble. Consists of Hankscraft 
automatic-electric egg cooker, 4 colorful 
double egg cups, glass poaching dish and ‘ 
chrome serving tray. Retail price $8.95 — 


HANKSCRAFT EGG COOKER ASSORTMENT. No. 48 


(Cartoned in one standard package) 


2 . . Model No. 1083 Egg Service Sets. Retail at $8.95 each: $: 17.90 
4 .. Model No, 874 Egg Cookers (one each in Red, ‘Yellow, : 


Blue, Green). ‘Retail ot $5.95 23.80 
1... Three-dimensional window display Ne Charge 
YOUR SELLING PRICE 41.70 
YOUR COST 25.02 


the Neu bem VAPORIZER - HUMIDIFIER 


the HANKSCRAFT 407- 


New! Larger! Smartly styled! Operates for 6 hours. Delivers a 
steady, heavy flow of healthful steam. Employs basic Hankscraft 
principle: Water completes an electrical circuit, turns to steam; 
current automatically shuts off when all water is used. Invaluable 
for treating colds, croup, and bronchial ailments. Makes an ideal 
humidifier, also. Model No. 1082. Retail price $8.95 


HANKS! 


CRAFT Co., 


‘Madison 3, Wi 
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Television Production 
Gain in June, RMA Repor?s 


More television receivers were pr» 
duced in June alone than in all of 
1946, the Radio Manufacturers As 
said recently in reporting on rail 
production for the first half of 1947 
June’s record output of 11,484 video 
sets brought the half year total to 
46,389, as compared with 6,476 in a!! 
of 1946. Some 445,563 FM-AM re- 
ceivers were produced by RMA meni- 
ber companies during the first six 
months as compared with 181,485 
1946. June’s output, however, declined 
along with the entire set production 
below the previous two months. FM- 
AM receivers manufactured in June 
numbered 76,624 as compared with 
84,507 in May. 

A total of 8,610,644 radio and tele- 
vision receivers were produced dur- 
ing the first six months of the year 
despite a seasonal slack, in June. 
Total June set preduction dropped to 
1,213,142 in an expected decline as 
compared with 1,316,373 in May. 

Automobile radio production during 
the first six months exceeded the 
total for 1946, the respective figures 
being 1,208,159 (1947) and 1,153,458 
(1946). 


Names Is New President 
Of National Retailers 


Herb Names, head of Herb Names, 
Inc., Denver, Colo., was named presi- 
dent of the National Electrical Re- 
tailers Assn. on July 12 by the execu- 
tive committee of the association. He 


HERB NAMES 


succeeds Paul Kees, Kees Appliance 


Co., Madison, Wis., who concluded 
one year of service as head, during 
which time Mr. Names served as vice- 
president. 


Also elected officers were: K. J. 
Stucky, Stucky Bros., Fort Wayne, 
Ind., vice-president; and Julius Kov- 
ach, Paramount Good Housekeeping 
Shop, Racine, Wis., secretary and 
treasurer. Added to the board of 
governors was William C. Shields, 
Shields Electric Co., Boston 


G-E Opens Radio Display 
Rooms in Merchandise Mart 


The electronics department of the 
General Electric Co. recently opened 
a complete radio display room in the 
Merchandise Mart, Chicago, for its ful! 
line of radios and television receive's. 
Under the supervision of George >. 
Peterson, the showroom includes 
4,300 square feet of space on the 1/th 
floor, with about 1,400 square {:ct 
of space actually devoted to product 
display. 


EL 
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This is it, Mr. Dealer! The post-war promise of "something 
different". The latest creation of a merchandise-wise manufacturer 
who's always been out front in developing new, out-of-the 
ordinary, fast selling, radio-plus combinations. 
icluded Your customers will go for this beautiful, all-plastic, Barnes & 
> Reinecke designed cabinet .. . the super fidelity of its nationally 
famous radio . . . and the big plus in the smoker unit with its 
K. J. king size humidors for cigars, cigarettes, and tobacco. 
Wayne, 


s Kov- Only the Smokerette-Radio offers all RETAILS AT 
THE FAMOUS PORTO BARADIO these in one great combination . . . *4 9% 
ry ant 


ard of and at a cost that compares favor- 
Shields, . bs ably with ordinary table model radios. DEALERS MARK-UP 
The sensational, and original 
Porto-Product to which the Capitalize on it! There's a liberal 40% 
a a a be margin of profit in it for you. Place F.0.B. CHICAGO 
companion. The only com- 
bination portable bar your order today. 
and radio with famous, 
nationally advertised radio by 
and 21 piece gold trimmed 
of the set. All plastic cabinets in 
ivory with gold trim; walnut with ; 
ya the ivory trim. Lists at $49.95. 
fl A POWERFUL NATIONAL ADVERTISING 
CAMPAIGN WILL BRING CUSTOMERS 
INTO YOUR STORE! 
feet M va. SEPTEMBER, NOVEMBER, DECEMBER 
12-20 ORLEANS ST. CHICAGO 10, ILL. 
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EXCLUSIVE 
EVERHOT PATENT 


Interlocking 3-Heat Switches 
permit use of higher heatsin both 
burners at the same time. 


Wattage 275—500—1100 
in each burner 


The 
“Pocket 


that captured America 


The millions who can’t find adequate homes are taking full advantage 
of the fact that the Everhot Rangette gives them fully adequate cooking 
facilities wherever they may be. Don’t even need a kitchen — cook and 
eat the meal on the same table. 


The Everhot Rangette embodies 50 years of specialization in compact 
cooking units. Check these “specifications” and see if you know of any 


other thing, except a full sized range, that delivers anywhere near as 
much utility. 


2214” long, 1534” deep, 7” high, 
weight 24 lbs. Gives hotel qual- 
ity broiling, quick frying, perfect 
toasting and with the beautiful 
Spacious oven (extra) roasting 
and baking. Porcelain enameled 
or stainless steel top, white enam- 
eled body, removable 
griddle, removable pan with 2- 
position broiler rack in oven 


for square burner, attached heater 
cord, AC 1550 Watts, DC avail- 
able, Catalog No. 820, chrome 
plated steel oven (extra) Catalog 
No. 824. 


hinged 


drawer, baffle or reducing plate 


The more Everhot Rangettes you show the more you will sell... We 
can make prompt delivery of any quantity ... See your wholesaler and 


“Get Hot With Everhot’’ 
THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO © ESTABLISHED IN 1884 


€VERHOT 
PRODUCTS 


ROASTERS .. HEATERS... APPLIANCES 
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WALTER J. DAILY, manager of Lewyt Vacuum Cleaner Div., announces merchan- 
dising plans for the Lewyt vacuum cleaner on their first distributor sales conference, 
July 28-August |, at the Hotel New Yorker, New York City. 


Lewyt Cleaner Distributors Hear 
Sales Program in 5-Day Clinic 


Production, Beginning in August, Scheduled to 
Exceed 100,000 Machines in Next 12 Months 


At the concluding session of a 5-day 
sales clinic held by Lewyt Corp., 
Brooklyn, N. Y., for its distributors 
and their wholesale men from 35 major 
trading areas at the Hotel New 
Yorker, August 1, Alex M. Lewyt, 
president, said, “Scheduled production 
of the new Lewyt vacuum cleaner in 
the next 12 months beginning in Au- 
gust will exceed 100,000 machines.” 

Approximately $3,000,000 worth of 
orders for these cleaners were taken 
from the 30 distributors present at the 
sales meeting. This involves 35,000 
cleaners at a retail price of $79.95, with 
discounts ranging 50-and-10 for dis- 
tributors and 40 for dealers. 


Daily Outlines Program 


Walter J. Daily, recently appointed 
manager of the vacuum cleaner divi- 
sion of Lewyt Corp., outlined the com- 
pany’s intensive program of sales 
training, demonstration, advertising 
and display of the new cleaner to build 
up public acceptance, which according 
to Mr. Daily, involves the need for 
close cooperation between factory, dis- 
tributor and dealer. 

“First and foremost, the factory 
must do its part to develop public ac- 
ceptance,” he said, “and to do this 
Lewyt Corp. plans in the next two 
months a large national magazine ad- 
vertising campaign in such magazines 
as Satevepost, Life, Good Housekeep- 
ing, etc.” This advertising program is 
point one of a 3-point program already 
in operation. The other two points are 
to provide the trade with a rounded 
merchandising program; and to pro- 
vide the tools to implement the pro- 
gram. 

A sales training program presented 
all during the week to distributors’ 
representatives interested in specializ- 
ing in the cleaner was one of the 
“tools” provided. A cooperative ad- 
vertising program whereby each dis- 
tributor is to set aside $1 per cleaner 
into a fund for cooperative advertising 
in his territory was another “tool.” 


SEPTEMBER 1, 


And each $1 set aside by the distribu- 
tor is to be matched by a $1 from the 
factory, so that the fund will accrue 
at the rate of $2 per cleaner shipped 
to the distributor. 


Cleaner Display Material 


To promote visual merchandising, so 
effectively used by department stores 
in the past in cleaner merchandising, 
an illuminated floor display occupying 
about 27 sq. ft. of floor space will be 
available to dealers for $32. This will 
enable the dealer to set up an attrac- 
tive vacuum cleaner department in his 
store in a minimum of space, and the 
cost approximates the profit on the 
sale of a single cleaner. It was sug- 
gested that the distributors offer 
dealers three cleaners instead of the 
initial allocation of two, to help pay 
for this floor display. 

Illuminated, action-type, window 
displays to be changed about three 
times a year, as well as literature, and 
direct mail campaigns will also be 
available. 

Speakers at the clinic included A. 
M. Lewyt, president; J. Gordon Lip- 
pencott, designer of the Lewyt cleaner; 
Walter J. Daily, manager; Arthur 
Grossman, display designer; and Har- 
old Griest, of Hicks & Griest advertis- 
ing agency. 


Apex Offers New 
Cooperative Ads 


As a result of test campaigns cor- 
ducted in the Cincinnati and Syracuse 
market areas, the Apex Electrical 
Mfg. Co. has offered to its 80 dis- 
tributors and thousands of dealers a 
new cooperative advertising program. 

Frank S. Ryan, advertising and 
sales promotion manager for the com- 
pany, said that under the plan mar- 
ufacturer and distributor share equally 
in the cost, with dealers contributing 
a fractional amount. 
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EVANS SUPER-DELUXE MODEL 156-0 
65,000 8.7.U. Output 


EVANS DELUXE MODEL 136-5 
31,000 8.T.U. Output 


EVANS SUPER-DELUXE MODEL 146-D 
46,000 B.T.U. Output 


OIL-BURNING SPACE HEATERS 


Here’s the greatest line of space 
heaters you've ever seen—the finest 
you'll see anywhere! There’s nothing 
that even approaches them in looks— 
brilliant, outstanding beauty lives in 
every line and glows in their rich, 
lustrous finish. Beneath that beauty 
there’s great construction — tough 


EVANS PRODUCTS COMPANY 
Heating and Appliance Division _ 
PLYMOUTH, MICHIGAN 


steels that are formed and welded 
and braced to create a cabinet that’s a 
real piece of furniture. And in that 
cabinet—what an array of perform- 
ance features! Horizontal Heat cham- 
ber heats more air—quicker. Double- 
Length, ‘“U” Shaped Golden Flame 
makes more heat—longer. Down-Flo 


OlL- 
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Action and Fan-Forced, Floor-Level 
Heat give the greatest heating comfort 
—and the greatest economy—ever 
known—automatically. These Super- 
Deluxe features add up to the biggest 
sales story in the trade—and the 
Deluxe line hits top value in the lower- 
priced market. Write for details. 


HEATER 


Nationally Distributed by 


WESTINGHOUSE ELECTRIC SUPPLY CO. 
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* One of a series of advertisements based 
on industrial opportunities in the states 
served by the Union Pacific Railroad. 


= engaged in the packing or 
processing of farm products find Ne- 
braska a rich source of raw materials. 
Corn, grains, sugar beets, potatoes 
and other vegetables are grown in 
abundance. 


Omaha is a leading meat packing and 
poultry processing center. It frequent- 
ly leads the nation in livestock re- 
ceipts, is located in the world’s largest 
butter producing area. and houses the 
nation’s second largest industrial 
alcohol plant. 


In addition to agricultural activity, 
there is diversified industrial manu- 


! 


UNION 
PACIFIC 


LARGE SOURCE OF FARM PRODUCTS 
LEADER IN DAIRY PRODUCTS 


MAJOR LIVESTOCK PACKING AND 
PROCESSING CENTER 


AMPLE WATER SUPPLY 


NATURAL GAS, COAL, OlL AND 
ELECTRIC POWER 


RICH MINERAL DEPOSITS 
DIVERSIFIED INDUSTRIAL ACTIVITY 
STRATEGIC DISTRIBUTION LOCATION 
EXCELLENT RAIL TRANSPORTATION 
SKILLED, FAIR-MINDED LABOR 

NO SALES OR INCOME TAX 


facturing such as farm machinery, air 
conditioning equipment, fabricated 
steel, brick and tile. 


Nebraska has large mineral deposits; 
gypsum, salt, potash, sand. gravel, 
stone, etc. Natural gas, petroleum and 
coal are readily available. 


Of particular interest to industry is 
Nebraska’s “pay-as-you-go” policy: 
no state sales, income or luxury taxes. 
It is a good place to work and live. 


* * * 


In Omaha are the headquarters of the 
Union Pacific Railroad which pro- 
vides efficient. dependable transporta- 
tion for shippers and travelers. 


Address Industrial Deoartment, Union 
Pacific Railroad, Omaha 2, Nebraska, for 
information regarding industrial sites. 


UNION PACIFIC RAILROAD 


THE STRATEGIC 
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MIDDLE ROUTE 


K-M Launches Fall 
Advertising Campaign 


The most extensive advertising and 
merchandising campaign in the com- 
pany’s history was announced recently 
by Robert L. Weigel, advertising 
director of the Knapp-Monarch Co., 
St. Louis, Mo. Plans were announced 
to salesmen at the spring sales mect- 
ing held in St. Louis, June 25-27. The 
campaign covers the last six months 
of 1947. 

Starting in September, half-page 
black and white ads will run in five 
national magazines—Saturday Eve 
ning Post, Ladies Home Journal. 
Better Homes & Garden and House 
Beautiful. The schedule calls for an 
average of at least one advertisement 
every week during the fall. The 
campaign will be climaxed by two 
four-color double spreads in the 
November 22 and December 6 issues 
of the Saturday Evening Post and full 
page black and white ads in the De- 
cember issues of the other four books. 
Items featured are the company’s new 
speed iron, square waffle baker, the 
pop-up toaster, liquidizer, speed mix, 
corn popper and heating pad. 

Tied in with the new trade and con- 
sumer schedule, Mr. Weigel said, is 
a merchandising kit which will be 
provided free to several thousand 
dealers throughout the country. 

It consists of a 4-color window dis- 
play piece featuring seven Knapp- 
Monarch appliances; instructions for 
setting up displays; a window 
streamer; envelope stuffers; Saturday 
tvening Post “as advertised” easel 
with four-color spread mounted; 
dealer mats. 

“This kit,” Weigel pointed out, “will 
be delivered in time for Knapp-Mon- 
arch dealers to take advantage of the 
heavy Christmas traffic, capitalizing 
on the demand which the fall adver- 
tising -has helped to create.” The 
account is handled by Gardner Adver- 
tising Co., St. Louis and New York. 


Industrial Television 
Markets Two-Unit Sets 


Television is assuming a juke-box 
aspect with its installation in cafes, 
restaurants and taverns in receiving 
areas throughout the nation. Horace 
Atwood, Jr., president of Industrial 
Television, Inc., is facilitating the 


HORACE ATWOOD, JR. 


case of individual reception in public 
places with the recently announced 
marketing of a two unit receiver which 
permits the viewing screen to be in 
stalled independently of the control 
unit. This means, says Mr. Atwor 

that any number of viewing screcns 
and sound systems can be controlled 
from any one point. He has also pro- 
vided, he says, for the use of the sound 
system as a public address system. 
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THATS WHY 
THEY OUTSELL 
ALL OTHER 


According to laboratory test* — and 
the best test of all, your own flashlight 
—‘Eveready”’ flashlight batteries out- 
last all other brands. And, according 
to sales records—“Eveready” batter- 
ies outsell all other brands! 


Brighter light, longer life — that’s 
what “Eveready” flashlight batteries 
offer! And that’s why they’re preferred 
by so many customers! 


Cash in on the popularity of “Eve- 
ready” batteries—order them by name 
from your distributor. And don’t ac- 
cept substitutes! Then put your 
“Eveready” display case way up front 
—to remind customers of these top- 
| value batteries! 


*“General-Purpose 4-Okm 
lntermittent Test” of the 
American Standards Asso- 
ciation, which most closely 
approximates average use. 


The registered trade-mark “‘Eveready” distinguishes products of 


NATIONAL CARBON COMPANY, INC. 


a) 30 East 42nd Street, New York 17, N. Y. 
Unit of Union Carbide and Carbon Corporation 
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Cory Coffee Brewers 


help sell more 


An electrical heating appliance is no better than its heating element — which is 
the heart of the appliance. 


NICHROME long-life HEATING ELEMENTS are the very heart of good electrical appliances! 
For 35 years they have been the standard of comparison, assuring consumers and retailers 
a lifetime of dependable trouble-free operation. The Cory Corporation, to promote consumer 
satisfaction and build sales and continuing good-will for retailers, depends on NICHROME. 
Their unique ‘High-Low’ Coffee Brewer does double duty, by means of NICHROME heating 
elements which provide a choice of two heats—one for quick coffee brewing, one low for 
keeping it piping hot. 

Because NICHROME'S quality features and consumer benefits will help you sell more electrical 
appliances ask your manufacturing sources to use NICHROME long-life HEATING ELEMENTS 
in the appliances you purchase. Be sure to specify NICHROME for although there are other 
nickel-chromium combinations, there is only one NICHROME and it is made only by — 


Driver-Harris 


COMPANY 
HARRISON + NEW JERSEY 


BRANCHES: Chicago © Detroit © Cleveland © Los Angeles © San Francisco © Seattle 
The 8. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


*Trade Mark Reg. U.S. Pat. Off. 


Proctor Will Patent Product 
Shapes as Protection Move 


As a result of alleged imitations of 
the exterior and artistic design of 
its electric irons, the Proctor Electric 
Co. recently announced that it had 
taken steps to patent the shape and 
contour of each product as well as 
its mechanical details. 

“This action has long been de- 
sirable,” said Joseph Myers, vice- 
president in charge of research. 
“However, it has only been recent 
developments that have made us 
consider it mandatory for the pro- 
tection of our customers . . . Proctor 
recently found . . . the design of its 
‘Champion’ iron was copied by not 
one, but two newcomers to the field. 
One of the copies is so flagrant a 
‘steal’ that the shell, handle, cord and 
backplate could be used interchange- 
ably with ours. The second iron 
copied the styling of Proctor’s handle 
and shell. Neither manufacturer at- 
tempted to copy the interior con- 
struction of the Proctor iron.” 

Mr. Myers said that to protect itself 
Proctor will take out design patents, 
as well as mechanical patents, on all 
future models of each product. 


Stoker Makers See Bright 
Outlook at 30th Convention 


Optimism and aggressiveness were 
dominant at the recently concluded 
30th annual convention of the Stoker 
Manufacturers Association at Look- 
out Mountain, Tenn. 

Walter Sormane, retiring president, 
declared that “automatic heat with 
coal is and will remain the basic, most 
comfortable and economical type of 
heat for the great masses of Ameri- 
can people,” and B. R. Gebhart, chair- 
man of the National Coal Associa- 
tion’s marketing committee, said that 
today’s situation “indicates a most en- 
couraging and cooperative belief in 
the future of the automatic firing of 
coal.” Subjects covered at the con- 
ference included the merchandising of 
stoker equipment, new applications 
of electronic controls, the competitive 
fuel situation, and the supply of coal. 

George W. Graham, Eddy Stoker 
Corp., was elected president for the 
ensuing year. Other officers included: 
vice-president, Claude A. Potts; sec- 
retary-treasurer, H. Herndon; 
executive secretary, Marc G. Bluth. 


Second Farm Conference 


Scheduled for October 


Addresses by prominent farm elec- 
trification leaders and a series oi 
forums on what is being done and 
needs to be done to make electricity a 
force in agriculture will feature the 
second National Farm Electrification 
Conference at the Claypool Hotel, In- 
dianapolis, Ind., October 7 and 8. 

An estimated 500 agricultural, edu- 
cational, farm publication, industrial, 
contracting and merchandising leaders 
will attend. Hassil E. Schenck, presi- 
dent of the Indiana Farm Bureau, is 
chairman of the conference and George 
W. Kable, editor of Electricity on the 
Farm Magazine, is vice-chairman. 

Objectives of the conference wil! be 
two: (1) to discuss and promote tools 
and techniques designed to assist 
agriculture through the increased 
efficiency and economic use of elec- 
tricity and (2) to promote under- 
standing among all engaged in farm 
electrification. 
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powerful postwar features! 
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They’re the six important features asked for by the typical 
er American housewife in coast-to-coast surveys! Six features 
on all 


that will attract and sell in the competitive selling days ahead! 
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Cede PRESTELINE HOME APPLIANCES ... PRESSED STEEL CAR COMPANY, INC. 
assis Domestic Appliance Division * 666 Lake Shore Drive * Chicago 11, Illinois 
of 
under- 
in farm 


© 1947, Pressed Steel Car Co., 
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THE IRON WITH ALL THE MODERN FEATURES 


The QUALITY Women Want 8 95 
at the PRICE they'll pay! 


RANGE 
XTRA HIGH HEAT Arvin Temperature Conditioning means a steady 
t ironing heat (as high as 550°) for faster, easier pressing 
- of heavy, damp garments that always take so much 
ta ery time and labor with ordinary irons! 
~” 
GE--: 
7 RAN 
EXTRA LOW HEA Arvin Temperature Conditioning means safe iron- 
ing heat (from room-temperature upward) for dainty 
cy blouses and lingerie of the new synthetic fabrics—an 
- exclusive Arvin feature. 
EXTRA FAST HEA Arvin Temperature Conditioning means imme- 


diate heat “pick-up” and fast ‘step-down’ —while 
ironing. The aluminum sole plate, cast-in heating 
element, and sensitive thermostat work together for 
faster ironing and a smoother, fresher finish. 


The Arvin Iron has the famous Anchored Cord that can't pull out; cool, ventilated, easy- 
grip handle; bevel edge and taper point; and it's light, weighs only three pounds 
becouse it has an aluminum sole plate. It's the quality iron women want at only $9.95 


| ma) ... the name on profit-building products from 
NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 


Manutecturers of Arvin Radios, Arvin Lectric Cook, Arvin Electric Room Heaters, Arvin Car Heaters 


Proctor Distributors Get New 
Toaster Via Western Union 


Unique Promotion Makes 
Hit in 232 Cities 


A simultaneous merchandising pres- 
entation throughout the whole of the 
United States that has evoked great in- 
terest and admiration among astute 
businessmen, always on the lookout 
for a smart merchandising “angle,” 
was achieved the other day when 486 
electrical appliance distributors in 232 
cities received via Western Union their 
first sample of the Proctor Electric 
Company’s first post-war product—a 
new automatic toaster that reheats 
cold toast. 

This wholesale activity took place at 
11 o'clock in the morning, on July 30, 
simultaneously with the company’s 
presentation of the toaster to its own 
sales force in session at their first 
postwar national sales convention at 
Shawnee-on-the Delaware. 


Message Accompanied Toaster 


Through the cooperation of West- 
ern Union which is resuming this un- 
usual type of service discontinued 
throughout the war years, the prod- 
uct, advertising display material, a 
recorded message from Proctor head- 
quarters, letters from Mr. Robert M. 
Oliver, vice-president in charge of 
sales, and a beautiful orchid packaged 
in a transparent box were «delivered to 
each distributor. The toaster, a sur- 
prise to the distributors, was unboxed 
by the messenger and presented to 
them in a beautiful dramatic setting 
in keeping with the unusual beauty 
and dignity of the toaster. Resting on 
a rich burgundy velour base set inside 
a transparent Plexiglass box, the 
toaster was accompanied by an arti- 
ficial orchid and a tag which read “A 
distinctive new toaster by Proctor.” 
The universal acceptance of the pro 
motion was overwhelming. Within 
a short time Western Union was per- 
forming another function for Proctor 
in carrying the hundreds of congratula- 
tory messages the product evoked back 
to the manufacturer. 

“Duy for President,” “Orchids to 
you, too,” “It’s a dilly,” “Count on our 
complete cooperation,” were some of 
the messages received. 

The success of this joint merchandis- 
ing venture was attributed to the close 
coperation between the two companies. 
All material supplied by Proctor was 
previously delivered to Western Union 
depots throughout the country. The 
fresh orchid was purchased locally by 
Western Union. 


Emphasizes Advertising 


Reason for the dramatic presenta- 
tion, according to Mr. Charles G. 
Duy, Jr., advertising and sales promo- 
tion manager for Proctor, was to im- 
press upon the distributor the scope 
of Proctor’s national advertising and 
the promotional impetus being given 
the new product. Local newspaper ad- 
vertising on a large scale which wil! 
tie in with Proctor’s two-page, four- 
color introductory Saturday Evening 
Post ad scheduled to break October 
Ist, is being encouraged and mats 
have already been prepared for dealer 
use. That close cooperation between 
Proctor, its distributors and its retail- 
ers will result in a nationwide blanket- 
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ing of tie-in advertisements on the new 
toaster is the fond hope of Mr. Duy 
and Proctor’s advertising agency, the 
Newell-Emmett Company, which laid 
the ground work for much of this 
unique promotional program. 


Osterheld, Water Heater 
Pioneer, Dies in Wisconsin 


Clark M. OsterhelJd, widely known 
and respected in the electric water 
heater industry as a pioneer, inventor 
and executive, died July 6 in Madison, 
Wis., after a short illness. At the 
time of his death he was vice-president 
and general manager of the Clark 
water heater division of the McGraw 
Electric Co., Chicago. Over 30 years 
ago he designed and built one of the 
first successful storage-type electric 
water heaters and also made many sig- 
nificant contributions teward the im- 
provement of this appliance. 


Head His Own Firm 


For a time Mr. Osterheld owned 
and operated the plant in Stoughton 
which manufactured Clark electric 
water heaters. In 1928 he sold his 
interests to McGraw and ten years 
later joined that company as chief 
engineer in charge of research and 
development. He became general 
manager in 1945 following the death 
of A. E. Julian. 


Fred P. Voss 
Dies at Home 


Funeral services were held recently 
for Fred P. Voss, 88 years old, who 
die? at his home. He was president 
and one of the founders of the Voss 
tros. Mfg. Co., one of the pioneers 
in washer manufacture. The three 
brothers organized the washing ma- 
chine business in 1879 following the 
success of the first washer, which had 
been invented three vears earlier by 


William Voss. 


Clocking the Results 


CONSUMER REACTION to the Brit- 
ish built Bendix automatic washer dis- 
played at the Ideal Home Exhibition in 
London recently was studied by these 
three directors of Bendix Home Ap- 
pliances, Ltd. Left to right, foreground: 
Arthur Keats, Major Beddington Behrens, 
and Frank Dunn. Fisher & Ludlow es- 
sembles the washers in England. 
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A CURTIS PUBLICATION 
No. 1 with FARMERS—RURAL DEALERS— ADVERTISERS 


Rural electrical dealers know this. Asked what 
rural magazine would be most effective, from an 
advertising standpoint, in helping them sell their 
prospects 


they chose Country Gentleman better than 
22 to 1 


Advertisers know this. Chey invest more advertis- 
ing dollars in Country Gentleman than in any 
other farm magazine. 
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WITH THE 


TOP 


The TOP LINE Model 1300 electric room 
heater gives your customers more heat 
faster—and at lower cost! Gives you a fast 
turn-over and quick, sure profit. Be ready 
for the first gold snap. Write for catalog 
sheets, prices, and discounts; and stock up 


on this safe, good-looking TOP LINE profit- 
maker. 


Address: Dept. E. 


TOPOL 


TRACE MARK S. PAT. OFT. 


HOME APPLIANCES 


VALLEY 
MARKETERS, INC. 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 


Pioneers in Electrical Appliance Manufacture 
in the Tennessee Valley 
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Tom James (right), Proctor's Philadelphia district manager, expresses his delight of 
seeing Proctor's new toaster displayed so attractively at his distributor's (Peirce- 
Phelps, Inc.) showroom. Left to right, Robert M. Oliver, Proctor vice president in 
charge of sales; John T. O'Brien, product manager, Green Division (small appli- 


ances), Peirce-Phelps, Inc.; Newton B. Misell, director of sales training, Peirce-Phelps, 
and T. P. James. 


John T. O'Brien, product manager, Green Division (small appliances), Peirce-Phelps, 
Inc., Proctor distributor, Philadelphia, welcomes Proctor's sales force to Peirce-Phelps 
showroom where they were entertained at breakfast and received a first-hand demon- 
stration of how an aggressive distributor should cooperate with the manufacturer in 
carrying product training and selling aids to retailers. 


Mrs. Reba Nye, Peirce-Phelps' home economist, shows how she follows through 4 
dealer breakfast meeting with a product demonstration on sit-down ironing. Approv- 
ing her technique are (I. to r.) Proctorites George Lubenow, Milwaukee; Lee Blaylock, 
Detroit; Dorothy Huse, Los Angeles; Audrey Sands, Chicago; Robert Beatty, Rich- 


mond; J. Frank, Cleveland: Clifford Ivy, Dallas; A. H. Patton, Atlanta, and Paul 
Coolidge, Washington, D. C. 
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SING 


No matter what you call it, Rheem offers you the 
opportunity to get more of it! Because Rheem offers 
you one of the “hottest” lines in the industry today 
PLUS all these advantages . . . 


You make only one contact—with one source of 
supply—have only one credit negotiation. 

You buy any part or all of a complete line of appliances, 
including range boilers, tanks, water heaters, water 
softeners, central heating and floor furnaces, wall heat- 
ers, consoles, stokers, attic fans, evaporative coolers. 

You can buy sizes and models to fit any home—any 
fuel... oil, coal, natural, mixed, manufactured and 
liquid gas. 

You can buy a carload assortment of items and earn 
Rheem’s big carload discount. 


MANUFACTURING COMPANY 


All Gas Appliances are approved by the American Gas Association. 
Electrical Appliances approved by Underwriters’ Laboratories, Inc. 
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You get what you want, when you want it because 
Rheem's 8 giant plants are geared to give you 
immediate delivery. 

You can attract dealers with Rheem’s unique Floor- 
Finance Plan that permits them to stock merchandise 
for a 10% investment. 

You get month after month of consistent full page 
advertising in national magazines to create stronger 
consumer preference for the Rheem brand. 

It all adds up to the stuff described in the big 
red letters above. See for yourself. Mail this coupon 


today ... 


RHEEM 

Dept. R-C15, 570 Lexington Ave., New York 22, N.Y. 
Profits are my business. Tell me about Rheem. 

NAME 
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HOUSEHOLD NOW HAS 


@ 
@ 


All-time circulation peak —over 2 000,000! 


Success Story ? 


A complete new format for Household! 


a (Effective with November issue.) 
New page size—3 columns wide, 143 lines deep 


-new type styling 


-new cover stock—20 pounds heavier 


- heavier, machine-coated body stock 
-letterpress printing 


-side-stitch binding 


More Idea-Planned editorial pages per issue 


More color in editorial pages ...more color for advertisers 


Lowest rate per page per 1,000 


Capper Publications, Inc., Topeka, Kansas 


a magazine of action for small cities and towns 
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Garod Shows New Line 
to New York Distributors 


Distributors of the Garod Radio 
Corp. had the say-so as to the best 
media for local advertising at the re- 
cent distributors convention in New 
York City. 

After outlining its plans for nationa! 
advertising under the direction of 
Joseph G. DeVico, advertising man- 
ager, the company asked distributors 
for their own views on local advertis- 
ing. The company will back up its 
national ad program with national 
advertising on a local basis, thus 
supplementing regular cooperative ad- 
vertising. 

Chief of the new models shown was 
the company’s console television set, 
including FM-AM, short wave, and a 
record changer, which will retail in 
the neighborhood of $695. Lou Silver, 
sales manager, displayed and described 
the models, including the Starlet por- 
table, retailing at $29.95. 


Nothing Runs But My Wife 


When ea material shortage recently 
caused a delay in service on rural 
extension lines of the Pacific Power 
and Light Co. an office of the utility 
received this letter: 


Gentlemen: 

Refrigerator won’t run. Wash- 
ing machine won’t run. Vacuum 
cleaner won’t run. Radio won't 
run. Toaster won't run. Sep- 
arator won’t run. 

Nothing runs without electricity 
except my wife’s mouth, and all 
she says is, “When do we get 
electricity ?” 


NERA Will Publish 
Trade-In Guide 


“The 1948 Official NERA Trade-In 
Guide” will be published October 1 by 
the National Electrical Retailers Used 
Appliance Guide Co., C. C. Simpson, 
managing director of NERA, an- 
nounced recently. 

Publication of the book, originally 
scheduled for spring of 1947, was held 
up to incorporate all models manu- 
factured until late 1947. All major 
appliances will be covered, the NERA 
spokesman said, and will contain in- 
formation such as model number by 
year, specifications, sizes, manufac- 
turer’s list price, and suggested trade- 
in allowance. Copies may be obtained 
by writing the company at 1304 Eye 
St., N.W., Washington, D. C. Price 
is $5.00. 


Now It's Thor Corp.; 
Trade Name Takes Over 


The stockholders of the Electric 
Household Utilities Corp. stumbled 
over that mouth-filling phrase for the 
last time. At their recent meeting in 
Chicago they voted to change the name 
to Thor Corp., incorporating the fami- 
liar trade-mark with which the com- 
pany has been associated for over 40 
years. All of the company’s products, 
including the Gladiron and the Auto- 
magic washer, are sold under that 
name. 

No other changes were made in the 
company —either in personnel or 
method of operation. Edward N. Hur- 
ley is chairman of the board and John 
R. Hurley is president. 
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THE AUTOMATIC WASHER WITH 


More Launderalls were made and sold the first 
year than any other automatic washer in its first 
two years. Right from the start, alert merchan- 
disers realized that Launderall outsells competi- 
tion because it out-performs competition. 


And now Launderall has boldly challenged the 
leaders in its field and come out the winner. In 
recent independent tests*, Launderall washed 28 
to 41% cleaner than two other leading automatic 
washers—used 17 to 27% less soap and hot water. 
Why not line up with a winner for your share of 
sales and profits? See your nearest Launderall 
distributor today or write us for his address. 


teport of tests made in our laboratory on Launderall and certified by The Detroit Testing Laboratory—for over 


years the leading commercial independent testing laboratory for the automobile industry. The washing tests 
were run with standardized materials and procedures deemed by them to be sufficient to make a fair comparison 
«ud consistently applied to each machine tested. Water of 6 to 8 grains hardness was employed. 


WASHER HAS ALL THESE FEATURES 


+ + + + 


MORE THOROUGH WASHING 


With Re-Verso-Rol washing action 

NO BENDING OR STOOPING 
Top-Fil-Dor is waist high 

GREATER SAFETY 

Safti-Latch protects careless hands 
DAMP-DRIES—DRIPLESS 

Roto Drier damp-dries clothes ready for the line 
SCIENTIFICALLY TIMED CYCLES 


Hydro-Pel Drive takes guesswork out of washing 


LARGER CAPACITY 
10 full pounds—dry weight 


EETTER BUILT TO DO A BETTER JOB 


f. L. JACOBS CO., DETROIT 1, MICHIGAN ¢ Plants in Detroit, Grand Rapids, Traverse City, Holly and Mancelona, Mich., Indianapolis, Ind., and Danville. Ml, 


Distributed in Canada by J. H. Connor & Son, Ltd., Ottawa _ 
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UNIVERSALLY UNIVERSAL were the 
prizes received by Mr. and Mrs. William 
Sheets for their appearance on a recent 
Truth or Consequences program. Here 
Ralph Edwards (right), master of cere- 
monies, presents them with a Coffematic, 
automatic toaster, automatic iron, a five 
piece cutlery set, Minute Savor pressure 
cooker, and two Universal blankets. 


Leagues Will Meet in 
St. Louis in October 


William G. Hills, president of the 
International Assn. of Electrical 
Leagues, has announced that the 12th 
conference of the organization will 
be held in St. Louis, Mo., October 8 
to 11, inclusive, at the Statler Hotel. 

The program committee consists of 
S. E. Strunk, secretary, Electrical 
League of Cleveland, chairman; Ralph 
Neumuller, New York; H. F. Ben- 
netts, Kansas City; P. L. Heath, 
Pittsburgh; and C. H. Christine, St. 
Louis. J. Clark Chamberlain, San 
Diego, is western adviser. 

General sessions will occupy the 
first two days of the conference and 
will include discussions of the planned 
lighting campaign, commercial electri- 
fication, merchandising possibilities of 
FM, farm electrification, promotion of 
adequate wiring. The theme of the 
conference will emphasize the neces- 
sity for a return to good selling prac- 
tice. A large part of the second two 
days of the conference will be devoted 
to special sessions for operating exe- 


cutives of electrical leagues. Direc- 
tors and officers for 1948 will be 
elected. 


Silex Increases Steam 
lron Price to $21.95 


Consumers who want a Silex steam 
iron are going to have to dig a little 
deeper in their pockets from now on, 
J. M. Moore, general sales manager 
of the Silex Co., Hartford, Conn., 
revealed recently with an announce- 
ment of an increase in the item’s price 
to $21.95, including $1.05 excise tax. 

“While we are reluctant to advance 
our prices on this item,” said Mr. 
Moore, “the fact is that we are in a 
period of the highest production costs 
in the history of this country and in 
order to return a reasonable profit 
such action is necessary. We are quite 
aware of the fact that there is resist- 
ance to higher prices at this time, but 
since we have no magic formula for 
converting red figures into black, we 
must rely on the age old method of 
charging enough for our products to 
return a profit.” 
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v4 E’RE out to give competition in the oil 
home-heating field just as much of a bad 
time as possible. And we're doing it in the 
good old American way— by making better 
products, products with more sales appeal. 


When a company invades a field where the 
sales slugging is tough, there is only one 


_ way to do it—provided that company wants 


to stay in business. And that way is to build 
products so good that when all the cards are 
down in an honest bid for the customer’s 
dollars, the customer simply can’t choose 
any other product. 


Take Consolidated’s oil burner, for instance 
—the Heavy Duty Oil Burner with the Quiet, 
Rolling Flame. We challenge any burner 
manufacturer in the country to show us a 


CONSOLIDATED 


a 


The New Consolidate 


INDUSTRIES, 


ptutomatic Aeating Products 


burner that is built of better or more dura- 
ble materials, that is machined to Consolida- 
ted’s standards of precision, that has a heat 
output to beat this one of ours. We'll even 
stack it against anybody else’s burner for 
good looks. That Quiet, Rolling Flame” isn't 
just a pretty phrase, either. Just you listen to 
it and check your gauges in any heating test 
you want to make. 


Read the story of our other products on these 
pages. Then, if you are a heating equipment 
dealer, let us hear from you. We have a 
franchise set-up to match our products. And 
we want the kind of dealers who are eager 
to use the finest Sales Helps in the industry, 
to sell products that will put them in the 
profit columns to stay. 


One of the finest features of this 
highly efficient pot type floor furnace 
is the extreme ease with which it is 
installed and serviced. All servicing 
may be done through the top of the 
furnace. No need to go into basement 
or under house. Equipped with emer- 
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gency safety devices to prevent over- 
heating, this Consolidated furnace is 
approved by Underwriters’ Labora- 
tories at 40,000 B.T.U. rating for use 
with No.1 Oil. Write for literature 
describing in detail this furnace and 
other items shown here. 


A, 
a 
e “2 
| 
Inc. 
F OA Y T N D A OA 
d 
loor Furnace 


| Norge Raises Prices 
On Four Refrigerators 


Price increases of “a moderate ex- 
tent’ on four refrigerator models 
manufactured by the Norge division 
of Borg-Warner Corp. became effec- 
tive on July 1, according to a recent 
announcement by Howard E. Blood, 
division president. 

Mr. Blood said that the increases 
had been made “with great reluctance 
and only after having postponed an 
upward adjustment in electric re- 
frigerator prices for several months.” 
Increased material and wage costs 
were responsible for the average re- 
tail boost of less than 2.5 percent, he 
said. 

“A recent survey of our manufac- 
turing operation indicates that our 
material costs have risen 63.8 percent 
from 1941,” he declared in a pre- 
pared statement. “Our percentage 
of increase in wage rates is in excess 
of that shown for material costs.” 

Increases range from $10 to $20 on 
four models. Prices of others were 
not altered. 


with the Quiet, Rolling Flame— 
for efficiency, true quiet, long-life 
in its precision machined castings. 
We know of no other burner on 
the market equal to 
it. Meets or exceeds 
all requirements 
of Underwriters’ 
Laboratories, Inc. 


Six Months Cleaner Output 
Almost Equals Whole of '46 


The number of sales of household 
vacuum cleaners for the first six 
months of 1947 was 1,831,840 units, 
80 percent of the industry total for 
the entire year of 1946, C. G. Frantz, 
secretary-treasurer of the Vacuum 
Cleaner Mfrs. Assn., revealed cecently. 

The 1947 half-year total exceeds by 
9.68 percent the total sales in all 1941, 
the industry’s biggest pre-war year. 
For the fourth month in succession, 
sales went well over the 300,000 mark 
in June, amounting to 329,986 cleaners 
compared to 318,094 in May and fall- 
ing only 440 units short of 330,426 
reported for April, greatest month in 
the industry’s history. 


Printed Circuit Radio 
Planned; Lists at $7.50 


New competition for the radio indus- 
try is predicted in a news report in 
West Point, Va., of the anticipated 
production in that city of a new radio 
which will retail at $7.50. Called the 
Cadet, the radio was invented by 
Herbert Sullivan of Greenwich, Conn., 


two combustion areas. Saves up corporates the principles of the printed 
to 13% on fuel. Up to 60% more circuit. 


According to the news report, one 


heat. Burns numbers 1, 2, or 3 oil. worker can turn out 500 complete cir- 
Also distillate or kerosene. Vari- cuits an hour and the anticipated plant 
able flame to 70,000 B.T.U. out- will employ some 2,500 workers. The 

: ; West Point Corp., reported to be capi- 
put rating. Clean, efficient, safe, talized in excess of $1,000,000, will 
odorless, dependable. manufacture the radios. 


St. Paul Appliance Dealers 
Plan Show October 3-11 


Heralded as the “biggest show west 
of Chicago,” the St. Paul (Minn.) 
Appliance Dealers Association is 
making plans for an attendance of 
over 100,000 at the 9-day showing, 
October 3-11, in the exhibition hall 
of the St. Paul Auditorium. The 
lower floor of the auditorium (150 
booths in all) will be devoted to 
exhibits of home appliances and 
radios. D. E. Anderson is president 
of the association. 
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For KitchenAid Coffe Mill 
Use That Bean 


Everyone goes for tne 
aroma of freshly-ground 
coffee. Just pour a pound 
of coffee beans into the 
electric mill. Flip the 
switch at strategic mo- 
ments 


Then—explain how 
quickly the caffeol (the 
delicate essence of coffee 
flavor) evaporates after 
the bean is ground, Dem- 
onstrate how delicious 
freshly-ground coffee 
smells. Show how coffee, | 
ground moments before 
use, means the finest cup 
of coffee in the world. 


KitchenAid does it 
electrically—instantly— 
in any desired grind to 
suit any method of cof- 
fee brewing. Results: 
Sales-SsALES-SALES. 


Everyone’s a prospect! 


The KitchenAid Electric 
Coffee Mill is a quality 
Hobart product .. . a little 
brother of the famed 
Hobart commercial food 
machines. It rounds out the 
KitchenAid line of top-qual- 
ity household mixers and 
attachments. KitchenAid 
is getting more powerful 
national advertising sup- 
port than ever before. Ask 
your distributor about 
these products today. 


KatchenAid 


The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohio 
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CROWDS LIKE THIS attended the recent Electric Living Show of the Union Elec- 
tric Co. of Missouri in towns like Festus, DeSoto, Union, Washington, St. Charles, and 
three others. This was in East St. Louis. All shows lasted three days. 


Electric Living Hits the Road 


Union Electric's Electric Living Show 
Spreads Its Message All Over Missouri 


LIVE BETTER LIVE ELECTRICALLY 


“ 


HUNDREDS OF APPLIANCES were on display, but the women were impressed by 
the magic of automatic electric cooking; three meals a day were prepared at each 
stop. Plans for the show were submitted to dealers in each town, their cooperation 
enlisted. 


GRANDSTAND PLAY of each day was the unsealing of an electric range 
in which a full meal was cooked unattended during the afternoon cooking school. 
The schools closed with lectures on home lighting. Here A. J. Crivello, merchandise 
manager, and Louise Meek, home economist, watch a prominent citizen unseal the 
range. 
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AND LOTS OF 
NEW CUSTOMERS 
FOR YOU! 


AND 
YOUR PROFITS 
BIGGER! 


by * 
Good 


The story of L & H dealer 

advantages can be told in three 
words .. ."The Profit Line”. 

Among L & H advantages are new, 4 

sound designs in modern cooking 

and heating appliances, powerful 
national advertising to your 

prospects and customers, effective 


serve meals that set merchandising ideas for your store... 
You'll cook better and beg em healthier ond hope you use af all adding up to bigger sales 
‘ tingling, KeeP, ve more ‘because this and more profits for you. 

save time Electric Range instantly Write for complete information. 
AW high- peed units results are depen surface unit 
quired temperatur’ nce outlet come Wi 
any fF cooker Its A dream ‘jwaukee 7, Wis. 

ith time contol Company. 
om 
Also Manufacturer and Lindemann 


A. J. LINDEMANN & HOVERSON CO., Milwaukee 7, Wisconsin 
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VOTE HOUSEWIVES FROM COAST TO COAST 


Lyon Kitchen Cabinets are holding their market with marked 
success because they provide a distinctive combination of con- 
venience and beauty features that become “musts” with a large 
percentage of housewives who see Lyon dealer displays. 

To enable Lyon dealers to satisfy the really critical Kitchen 
needs in their territory ... until steel receipts make possible maxi- 
mum production ... all available steel is being used to produce 
the most essential sink, wall and base units. 

Authorized Lyon dealers are invited to requisition the new 
promotional piece “Worth Waiting For,’ which spotlights Lyon’s 
popular convenience and beauty features. 


LYO 


METAL PRODUCTS, INCORPORATED 
GENERAL OFFICES: 921 MONROE AVENUE, AURORA, ILL. 
Branches and Dealers in All Principal Cities 


A PARTIAL LIST OF LYON PRODUCTS 


* Shelving * Kitchen Cabinets * Filing Cabinets * Storage Cabinets * Work Benches 

* Lockers * Display Equipment * Cabinet Benches * Folding Chairs * Bench Drawers 

* Wood Working Benches * Hanging Cabinets * Tool Stands * Drawing Tables * Drawer Units 

* Economy Locker Racks * Welding Benches * Service Carts * Flat Drawer Files * Tool Boxes 

* Conveyors * Bar Racks * Hopper Bins * Tool Trays * Sorting Files 

* Shop Boxes * Bin Units * Parts Cases *Desks * Stools * Ironing Tables 
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EXAM: R. H. Gordon (left) shows 
Lowell Bricker, assistant service manager 
for Westinghouse appliances, what he 
has learned about the servicing of an 
electric range in the master training 
program conducted by the company in 
preparation for its 1947 series of service 
schools, expected to draw 7.500 students. 


Radio Costs Too High? 
Look at Australia! 


High distribution costs and fierce 
competition which prevents effective 
utilization of mass production methods 
were disclosed as reasons for the 
present high prices of automobile and 
appliance products at recent hearings 
in Australia, according to McGraw- 
Hill World News. 

Australia at present has 100 radio 
manufacturers, 12 refrigerator makers, 
20 vacuum cleaner producers, and 
eight prospective automobile manu- 
facturers. Investigations by A. C. 
Warner, managing director of Elec- 
tronic Industries, Ltd., revealed that 
manufacturing costs, though high, ac- 
count for only a small percentage of 
operations and functions which make 
up total costs and further revealed that 
distributive costs were among the 
highest in the world. 

A radio receiver intended to sell 
at £100 (about $260) would have the 
following breakdown of costs, Mr. 
Warner demonstrated : 


Retail cash price . £100 0 0 
Terms price ......... £110 
Retailer's margin .... £ 23 8 0 
Wholesaler's margin... £13 14 0 
Sales tax ..... £7 16 O 


Mfr's. selling, advertis- 
ing and administra- 


tive expenses _. £7 18 0 
Profit . € 4 
Cost of 

Factory overhead 

Indirect labor £ 5 16 0 

Direct labor € 5§ 0 0 

Materials ......... £ 26 8 0 

£100 


1.E.S. Elects Staud 
as 43rd President 


Rudolf W. Staud, an executive o! 
the Benjamin Electric Mfg. Co., Des 
Plaines, Ill., was recently elected 43rd 
president of the Illuminating Engi- 
neering Society and will succeed G. K 
Hardacre on October 1. Mr. Staud 
is a director of the Chicago Lighting 
Institute and vice-chairman of the 2nd 
International Lighting Exposition and 
Conference which will be held Novem- 
ber 3-7 in Chicago. 
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period —guarantees uniformity! clearer, finer coffee. Can be used with or without cloth. 


ger EXCLUSIVE Silex self-timing stove regulates brewing EXCLUSIVE “Anyheet” thermostat control EXCLUSIVE patented Silex flavor-guard filter makes 
automatically maintains chosen temperature. 


and 4 EXCLUSIVE Silex “pop up” handle releases upper 


EXCLUSIVE Silex designs make the coffee maker a 
bowl quickly. 4 h 


hold accessory ... a perfect gift! 


The popular “Aiken” model . . . now complete with electric stove. 


0 

0 

0 

0 

Y a 

When it comes to building good-will and boosting sales...the 

yh Silex glass coffee maker is in a class by itself! 

43rd Millions of American housewives have found this unique 
44 glass coffee maker gives them quick, easy, dependable performance... 
tea exclusive-with-Silex features ...and most important, coffee that’s 
hting clearer, finer, more delicious every time! 
' a Feature this famous line in your store, now! Your distributor has 
vem- ample stocks of Silex coffee makers in both gas and electric models. 


The Silex Company, Hartford 2, Conn., St. Johns, P.Q. Canada. 
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ONE-HAND 
PORTABILITY 


® Saves time at the range, 
table, anywhere 


® Hand that holds the beater 
sets the speed 


@ Keeps hot foods hotter, 
cold ones colder 


® Uses fewer dishes, cuts 
cleanup time! 


This exclusive combination of fea- 
tures helps you sell. Right now, it 
points up the national advertising 
campaign that is getting outstanding 
attention from women everywhere. 
Hamilton Beach Company, Division of 
Scovill Manufacturing 
Co., Racine, Wis. 


motor stopping, no beater 
Mixes at bow! edge as well as in center 
Saves time; gives better blended foods 
Shifts bow! while beaters are turning! 


BEATS EVERYTHING 
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200,000 Expected at 
East Tennessee Fair 


An attendance of more than 200,000 
is expected to view the electrical ex- 
hibits at the East Tennessee Agricul - 
tural and Industrial Fair to be held 
September 22-27 at Knoxville. Last 
year more than 165,000 people at- 
tended. 

The Knoxville Electric Power & 
Water Board has obtained one-half of 
an exhibit building which will be 
turned over to electrical appliance and 
equipment dealers for display pur- 
poses. All-electric kitchens, complete 
farm electrification and demonstra- 
tions exhibits will feature the fair. 
Manufacturers and distributors have 
planned to display the latest in home 
and farm appliances and equipment 

Since Standard Oil Co. is expected 
to launch an intensive LP gas sales 
campaign in the Tennessee Valley 
area, electrical dealers are making 
extra effort to saturate this low cost 
electric rate area before much head- 
way can be made with LP gas. 

The Knoxville Electric Power 
Board is spending more than $3,500,- 
000 this year on changeover from 13 
kv. to 66 kv. distribution to provide 
for the increased power demands in 
the area. More than $250,000 is be- 
ing spent on underground network 
and over $1,000,000 on routine expan- 
sion of distribution facilities. Power 
use in the Knoxville area is more 
than three times what it was in 1938 
vhen the city purchased the proper- 
ties of the former Tennessee Public 
Service Co., according to Max C. 
Bartlett, general manager 


RCA Launches Summer 
Portable Campaign 
The home instrument advertising de- 


partment of the Radio Corp. of 
\merica recently launched a summer 


campaign to promote portable radios 
\ecording to Jack Williams, adver- 
tising manager, the campaign features 
national advertising, cooperative ads, 


wiblicity, and point of sale material 
\bout 100000000 consumers are ex 
ected to be reached by the promotion. 


Britain Looks In 


THE AMERICAN WAY of = making 
washers is inspected by Joseph W. Bar- 
ton (right) and son Trevor, both of 
Hurley Machine Co., Ltd., London, in 
the home plant of the Thor Corporation, 
Chicago, Illinois. They also visited plants 
in Canada, Bloomington, and 
Monte, Calif. Mr. Barton sees a British 
market for 250,000 washers this year. 
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“ N OLD-FASHIONED “Christmas 
ng rush” in July? Yes, it happened— 
= to Sparton dealers, this year! 

a The new Sparton Challenger line, 
0, introduced in July—the supposed “off 
‘de season”’ for radio sales—brought a bliz- 
in zard of orders wherever it was released. 
be- 

ode And the blizzard’s getting bigger every 
an- ! 

wer 

Ee Astounding? Not at all; it only proves 
nn what we’ve been telling you all along. 
= That a superior line, competitively priced 


and backed up by punch-packing adver- 
tising and promotion, will sell in any 
market—any time! 


And the answer is 8.C.M.P.—SPAR- 
TON CO-OPERATIVE MERCHAN- 
DISING PLAN —the plan that benefits 
dealer and consumer by cutting distri- 
bution costs. Under S.C.M.P. there is 
no dumping, no over-franchising. Only 
one dealer in each community holds the 
Sparton franchise; shipments are made 
directly to him. And all of Sparton’s 


RADIO’S RICHEST FRANCHISE 


Santa looked 


slack 


national advertising and promotion 
works locally for him and him alone. 


During the old, easy days of the 
seller’s market, we kept reminding you 
that S.C.M.P. was the dealer’s lifeline 
for the day when competitive selling 
got rough. Brother, that day has arrived! 


Perhaps the Sparton franchise is still 
available in your community. Ask us 
about it today. 


THE SPARKS-WITHINGTON COMPANY 
JACKSON, MICHIGAN 


IN EACH COMMUNITY 


Check these profit-increasing features 

@ One exclusive dealer in each 
community 

| ® Direct factory-to-dealer shipment 

@ Low consumer prices 


® National advertising 


| @ Factory prepared and distributed 
promotion helps 
® Seasonal promotions 
| @ Uniform retail prices 


@ Products styled by outstanding 
designers 


PRICES 


MODEL 7-BM-46-PA — Auto- MODEL 10-BM-76-PA — Auto- MODEL 10-AM-76-PA — Auto- 


PERIOD MODEL—No. 


SMALL SET 
WINNERS, TOO! 


See the new Sparton port- 
able (Model 606) for bat- 
tery, AC/DC current. 


See the new Sparton utili- 
ties (Models 100 & 101) in 


iv bory finish. 
1007— ivory or e y 


matie radio-phonograph in 
blended walnut or mahog- 
any veneers. With 10-inch 
speaker, “roll-out” phono- 
graph drawer. Has three 
vave bands. 
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matic radio-phonograph 
with FM. “Roll-out” pho- 
nograph drawer, 10-inch 
speaker. Finished in choic- 
est mahogany or walnut 
veneers. 


matic radio-phonograph 
with FM. Has “roll-out” 
phonograph drawer. Mod- 
ern design cabinet of nat- 
ural or blonde mahogany 
veneer. 


1947 


Automatic radio-phono- 
graph with FM, in mahog- 
any veneer. Also Modern 
Model in Golden Wheat fin- 
ish; Contemporary Model 
in mahogany veneer. 


See the new Sparton table 
automatic (Mode! 201) with 
big set performance. 
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..- It’s a whale of a Sales Point 


Vacuum cleaners and floor polish- 
ers have lots of aluminum parts. 
That's why these electrical appli- 
ances are light—to ease the home- 
maker’s work, yet strong to with- 
stand hard daily use. Show her 
where alert manufacturers use 
aluminum . . . usually Alcoa 
Aluminum . . . to give her a better, 
stronger, lighter appliance. 
Aluminum is light . . . weighs 
only 14 as much as most other 
common metals. Yet it’s strong 


. is widely used in truck bodies 


and aircraft. Aluminum cannot 
rust... when painted aluminum 
surfaces are dented or scratched, 
no unsightly rust will form. 
Natural-finish aluminum surfaces 
always stay bright and gleaming. 

The better the appliance, the 
more liberal the use of Alcoa 
Aluminum by the manufacturer. 
Show her how much aluminum is 
used in your electrical appliances 
. .. it’s a whale of a sales point. 
ALUMINUM CoMPANY OF AMERICA, 
1860 Gulf Bldg., Pittsburgh 19, Pa. 


MORE PEOPLE WANT MORE ALUMINUM FOR MORE USES THAN EVER 


COMERCIAL FORM 


SEPTEMBER 


RCA Enters Custom-Built 
Radio Field with New Line 


A new line of radio sets, priced 
higher than the cost of engaging the 
whole Boston Symphony Orchestra, 
was announced late last month by the 
Radio Corp. of America. Called the 
Festival series, the line includes sets 
named after famous music festivals, 
the Berkshire, the Ravinia, and the 
Glyndebourne. The first model com- 
pleted, the Berkshire, ranges in price 
from $1,800 to $4,000. The series will 
be distributed directly through selected 
dealers and deliveries will begin about 
January 1, 1948. Under a preliminary 
plan which will operate until then, sets 
will be sold direct to customers with a 
10 percent override to any franchised 
RCA dealer the customer may select. 

The initial Berkshire was introduced 
during a special concert by the Boston 
Symphony at the Berkshire Music 
Festival in Tanglewood, Lenox, Mass. 

Frank M. Folsom, executive vice- 
president, who announced the series, 
said that the company had formed the 
consumer custom products department 
under Miss Harriett H. Higginson to 
develop and market the new line and 
to supervise special equipment manu- 
factured to the customer’s order. 


Washer, lroner Sales 
Continue to Break Records 


Not content with breaking the in- 
dustry’s all-time sales records during 
the first six months of 1947, the wash- 
ing and ironing machine industry con- 
tinued at a high rate during June, 
according to the American Washer 
and Ironer Mfrs. Assn. 

January-June sales of standard size 
washers totalled 1,754,639, compared 
to 2,023,981 in all of 1946 and 1,959,887 
in all of 1941, greatest pre-war year. 
They were 112 percent greater than 
the sales of 826,268 units reported for 
the first half of 1946. June sales to- 
talled 314,705, compared to 313,724 in 
May and the industry’s all-time high 
of 320,969 in April. Sales of small 
washers with a capacity of three 
pounds or less were 251,270 for the 
half-year and 34,316 in June. 

Ironer sales reached 268,309 for the 
half-year, compared to 124,616 in all 
of 1946 and 215,994 in all of 1941. 
Ironers sold in June totalled 52,025. 
breaking the all-time record of 5,685 
in May. 


August-November Advertising 
Campaign Perfection's Biggest 


During 1946 some 854,700 oil burn- 
ing space heaters were sold, according 
to the Perfection Stove Co., and 1947 
should chalk up over half a million, 
but the company regards this expecta- 
tion as conservative and has taken 
steps to enlarge it. 

The method: the biggest advertis- 
ing campaign of the firm’s 59 years in 
business. 

Thirty-two publications with a com- 
bined circulation of 24,335,700 readers 
are carrying Perfection and Ivanhoe 
heater ads from August through No- 
vember. Among the selected publica- 
tions: American Magazine, Liberty, 
Look, Popular Mechanics, Popular 
Science, True Story, True Confessions, 
Sunset, Hollands, Grit, Pathfinder, 
Farm Journal, Breeder's Gazette, 
American Fruit Grower, Poultry Tri- 
bune, Hoard’s Dairyman, Progressive 
Farmer, Southern Planter, and others. 

Ads will feature Ivanhoe model 
2205 and Perfection model 750. 
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EXPLAINS FM!... SELLS FM! 


25. Now you can demonstrate clearly the vast difference in 
FM reception—right in the prospect’s home! The Facto- 
Meter provides both AM and FM reception enabling the 
listener to make a direct comparison. Furthermore, you 
can show where the FM set should be installed for maxi- 
mum power and efficiency—often making possible the 
elimination of an expensive antenna installation. Here's 
ine the ideal way to Sell FM by Showing FM! See it at your 
947 nearest Bendix Radio Distributor! 


wall AVAILABLE TO ALL RADIO DEALERS EVERYWHERE FROM 
BENDIX DISTRIBUTORS ... COMPLETE WITH SPECIAL 
; in COVER, FM MERCHANDISING KIT AND SELLING AIDS. 


BENDIX RADIO } BENDIX RADIO DIVISION of 


BALTIMORE 4, MARYLAND 
ular AVIATION CORPORATION 


ING ELECTRICAL MERCHANDISING—SEPTEMBER 1, 1947 PAGE 189 


65 
| R 70 — } 
ee THEIR ow 
— Hoy 
the — UME 
. y the 
M radio! 
How iz Sounds right 
own home, ir 
3. wr 
4 an 
Where to Place the 
ion, Fi 
Maximum Set for 
Ception! 
om- 
hoe 
‘Ons, 
der, 
ette, 
Tri- 
sive 
1ers. 
odel 


All Oil Heater Owners Welcome the _ 


Comfort and Savings Offered by . 


‘ DEPENDABLE AUTOMATIC 
ACCESSORIES... 


Here's a ready source of extra sales and profits — all 


the tolks in your community who own Vaporizing 
Burner Oil Heaters! Show them how these A-P 
AUTOMATIC ACCESSORIES will pay for themselves 


in oil savings, greater convenience, steadier heating. 


Thermostatic Heat 
Regulator Set Model 240-ED 


Adds THERMOSTATIC Temper. 
ature Control convenience an@ 
economy to any heater using A-P 
Model 240-DR. UR, or YR Oil 
Controls—made since 1939. Easily 
installed set includes Electric Con. 
version Top, Thermostat, Trans- 


former and accessories 


OILIFTER — for 
Automatic Fuel Handling 
Avoiding tuel handling and messy 

Bucketing” of fuel oil in the 


home The A-P OILIFTER, draws 


ol from remote bulk storage tank 


r away as 100 feet or three 

It can be mounted on ANY 
FUEL OIL BURNING APPLI. 
ANCE. It's a great convemience in 


orl heated home 


Write for details, prices and sales helps on these 
fast-turnover A-P AUTOMATIC ACCESSORIES 


BE SURE your new heater lines use A-P DEPENDABLE OIL CONTROLS 


— for faster soles, greater customer satisfaction 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE Zoutzols 


OESIGNED TO ELIMINATE SERVICING 
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Selling Comes Back 


Attracting ... 


EIGHT FEET HIGH, the perambulating trade-mark of the Given Mfg. Co's. 
Waste King Pulverator garbage disposer, lumbered among the throngs at the recent 
Los Angeles Home Show, passed out literature, answered questions, and attracted 
consumers to the company's booth. 


Demonstrating . . . 


CROWDS GATHERED to watch the daily demonstrations of the Pulverator. Over 
30 demonstrations were given every day by dealers cooperating with the manufac- 
turer and with Gough Industries, Inc., local distributor. 


Participating . . . 


POTENTIAL CUSTOMERS got plenty of opportunity to try out the disposers them- 
selves. Several installed units were available at the display booth. Another promo- 
tional gambit employed to promote the company's “straight merchandising" tech- 
nique: a full page dealer-cooperative ad in the Los Angeles Examiner, components 
of which were enlarged and used in the show display. 
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509 — Nome Bubble-Lite Set —Nine glass : 
candles alive with colorful bubbling action. | 
Completely wired. Special clips hold ; 
candies erect on tree. Candies can be pur- 
chased separately for use in existing sets. 


Noma 
Tree—18 assorted 700—Tree-Top Angel—With 
Bubble-Lite candies with gaily- ond dress, 
colored plastic bases. Six ret Noma's illuminated ange! 
lamps for replocements. 26°’ perfect tree-top : 
ver —available in green or white. 
ac- 110 — 8-Light Series 
Type Ovtfit—Tri-plug i 
connection with open _— 
outlet for attach- ‘ als 
ing additional sets. ‘ We 


Remember ... NOMA, the _fast-selling NOMA family. 


greatest name in Christmas 
lighting, year in and year Remember ed NOMA color 
lights and NOMA Christmas 


. easel decorations should be stocked 
. Remember ... NOMA style, now for a busy, profitable 
NOMA design, NOMA quality holiday season. 
decorate lighting. Remember... NOMA this year 
is backing NOMA dealers 
add-on connector. Remember ... NOMA Bubble-Lites, | with the greatest advertising 
gay and alive with bubbling action, and promotion campaign in 
a newest member of the always favored, —_ all NOMA history. 
OMA 
126—Color Point Star — 
Complete with cord ELECTRIC CORPORATION 
points turn gay with a 55 WEST 13TH ST. * NEW YORK 11, NEW YORK 
glowing Christmas red. | 
ech- 
ents 
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Aix Circulator 
and Heater 


A new exciting seller by Vornado 
already a sensation in the indus- 
try! Everywhere it has been 
shown, it’s created enthusiasm! A 
real, genuine Vornado in per- 
formance and beauty, it also offers 
the added value of a superb cir- 


culating heater. 


SOC... 


why test seller 


Here’s a year-around Best Buy with a brand-name 
packed with sales power! And at what a price! No 
arts to remove, no tools to handle, nothing to do 
put enjoy! Flip the switch one way or the other for 
heating or cooling. Dealers, see your distributors at 
once for early deliveries. Production is humming. 
The Twin-Aire offers a new and wonderful oppor- 
tunity for quick turnover. 


Casy lo 


+Freight ith 
Excise Tax 


the O. A. SUTTON corporation, WICHITA, KANSAS 
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MARKETING POSSIBILITIES for appliances on Southeast Missouri farms held the 


attention of these dealers and sales representatives at a meeting called by the 


Ozark Border Electric Cooperative. 


In an effort to increase load and bring appli- 


ances to the farmers, the co-op prepared a market survey, scheduled an electrical! 
exposition, promised free range and water heater installation. 


Co-op Enlists Dealers’ 
Aid in Load Building 


It was easy to lose the significance 
of the meeting in its smallness and 
the comparatively small size of the 
market presented. But it was signifi- 
cant. More than 60 representatives of 
electrical appliance dealers, distributor 
and representatives met in Poplar 
Bluff, Mo., last month, in what was 
probably the first dealer-distributor 
utilization conference sponsored by a 
rural electric cooperative in Missouri. 

Ansel I. Moore, manager of the 
Ozark Border Electric Cooperative, 
had called the business men together 
to outline plans for an electrical ex- 
position on September 19 and 20, in- 
viting the dealers to participate, 
described the co-op’s utilization pro- 
gram. 

Frankly designed to increase the 
co-op’s load, the plan included a de- 
scription of the market (4,100 co-op 
consumers, 2,267 unserved applicants, 
5,600 potential users), a listing of how 
many of 26 different types of appli- 
ances are needed now (2,268 refrigera- 
tors, 2,278 home laundries, 933 ranges, 
927 sewing machines), how many will 
be needed in four years, (total value, 
$7,800,000). The co-op offered to fur- 
nish lists of consumer members to 
dealers, offered to furnish lists of 
dealers to consumers, will furnish 
wiring planning assistance to farm- 
ers. Topping all offers of coopera- 


tion, however, was the co-op’s plan 
to permit dealers to display merchan- 
dise in its offices and to install, at its 
own expense, all electric ranges and 
water heaters. 

As part of its program to aid the 
farmers, the cooperative, through A. 
C. Burrows, chief of its utilization 
department, presented a five-year 
power-use program. Objectives include 
an educational program for consumers 
and a plan to enlist the cooperation of 
local dealers in securing required elec- 
trical equipment. 

According to the cooperative, over 
half the available booths at the com- 
ing exposition were contracted for at 
the end of the meeting. 


Simmons '47 Blanket Will 
Be Boomed in Fall Ads 


John G. Roemer, merchandise man- 
aer of the electronic blanket division 
of the Simmons Co., announced re- 
cently that the company will inaugu- 
rate an intensive fall advertising cam- 
paign in national magazines to pro- 
mote its new, improved electronic 
blanket. 

The campaign opens in September 
and calls for full-color, full-page ads 
in Life and the Saturday Evening Post 
each month through December. Ad- 
vertisements for use in mewspapers 
will be furnished dealers for local 
promotional tie-ins while display aids 
will also be made available. 


TESTIMONIAL to Ben Abrams’ 25 years of service to Emerson Radio and Phono- 
graph Corp., of which he is president, was this engrossed scroll, presented to him 


by Charles O'Neill Weisser (right), sales manager. 


distributor convention in New York. 


SEPTEMBER |, 


The occasion was a recent 
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Le The 8,150,000 Cosmopolitan-reading Joneses are If the appliances you feature are being adver- 
the pace-setters in the urban markets that account tised to the Joneses who pay 35¢-a copy for 
for the largest volume of appliance sales. Cosmopolitan, your best prospects are being pre- 


the sold every month by America’s first fiction magazine. 


things of life. They also possess the spending tem- 


al perament. Percentage-wise, they are concentrated in 
o him the 25 to 35 age bracket representing the best years 
recent 


of buying intensity. 
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It’s true... American women 
are smarter buyers than ever 
before — even when it 
comes to buying electrical 
appliances. Today, 
more and more 
homemakers are 
Y demanding PROOF 
OF EFFICIENCY in 
| the equipment they 
purchase. Further- 
more, many of 
them have learned 
the value of mak- 
ing comparisans. 


Lucky for you whe sell 
Cadillac Vacuum Cleaners! 
| % Not only do Cadillac cleaners 
have the quality and performance it takes to sell the most 
carefyl shopper, but also they are backed by consistent, 
nation-wide advertising that will ensure a steady — 
for Cadillac in the competitive days ahead. 


* 2-speed control: High speed 
for extracting deeply embedded 
dirt. Low speed for surface 


pickup and delicate fabrics. 


* Powerful, dynamically balanced motor — the heart of 
Cadillac efficiency. 


e Accurate nap adjustment; dirt-finding pilot light, etc. 


© Beautiful Hammerloid finish. 


e CADILLAC GUARANTEE OF QUALITY. 


Since 1911 


Sold only through 
reliable dealers 
and distributors 


Write today for com- 
plete information and 
the name of your near- 
est distributor. 


Paris, Ky., Opens New 
Electresteem Plant 


ELECTRIC 
AVENUE 


| 


THE PEOPLE of Paris (pop. 8,000) financed the erection of the 42,000 square foot 
plant of the Electric Steam Radiator Corp., opened it with hoorah, a parade, and 
the selection of a queen, here squinting in the rain that attended the ceremony of 
| renaming 20th Street to Electric Ave. 


THE BOSS, Roy R. Fisher, Sr. (right), president of the company, got support for 
the new venture from some 200 merchants like Hanry J. Santen, Jr. (left), owner of 
the Santen Appliance Co., who will each pay $30 a year for 10 years on mortgage. 


THE RESULT of all the community activity was this new plant, dedicated to the 
employment of veterans who might, without it, wander to other fields of employment. 
Annual payroll is estimated at $500,000. 
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Put the DULUX seal 


REG. U. S. PAT. OFF 


of 


Point it out to identify America’s leading kitchen appliance 
finish. It helps sell customers... keeps them sold 


YOU ADD EXTRA PUNCH to your sales story when you 
point out the familiar DULUXx Seal. It’s a valuable sales 
aid ... even hard-to-please prospects respect the name 
DULUX, and the seal really emphasizes the fact that 
they’re looking at a finish that embodies color reten- 
tion, mar resistance, and outstanding good looks for 
years of service. All rigidly pre-tested, too! 


If your manufacturer supplies you DULUX-finished 
ware without the seal, ask him to include it hereafter. 
It not only helps boost today’s sales, but “brings them 
back for more”’! E. I. du Pont de Nemours & Co. (Inc.), 
Finishes Division, Wilmington 98, Delaware. 


Pre-testing like this keeps DULUX out in 
front. Here, panels finished in DULUX are tested 
in an immersion bath for resistance to moisture 
the and soap. One of scores of scientific tests that -» THROUGH CHEMISTRY 


BETTER THINGS FOR BETTER LIVING 


t. ; 
simulate . .. and surpass... actual kitchen wear. 
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(‘Dayton )) What is the quality of 


Qari your relationship with the 
customer after you sell or 
install a water system? Obviously, the perform- 
ance of that system either stirs him to recommend 
you and to make further purchases . . . or it 
doesn’t. Insure the good will so necessary in a 
business like yours by always selecting Life-Long 
DAYTON Water Systems. 


THE DAYTON PUMP & MFG. CO. 
Dayton, Ohio 


REMEMBER: 
Good Will is Good Business 
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NEW POSITIONS 


General Electric Co. 


The marketing organization of the 
General Electric Co.’s appliance and 
merchandise department has been re- 
aligned and streamlined under a man- 
ager of marketing, C. R. Pritchard, 
former general sales manager of the 
department, it was announced recently 
by H. L. Andrews, vice-president and 
general manager of the department. 


Cc. R. PRITCHARD 


Mr. Pritchard will be responsible 
for all direct sales activities, research, 
advertising and promotion, product 
planning and design, production sched- 
ules and product service. 

Mr. Pritchard said that the former 
three sales divisions of the department 
have been consolidated into two divi- 
sions covering appliances and construc- 
tion materials. 

A. M. Sweeney, who was manager 
of major appliance sales, becomes 
manager of all appliance sales, and 
C. W. Theleen, former manager of 
traffic appliance sales, is now assist- 
ant manager of appliance sales. 


Ralph Wilson 
Resigns 


Ralph B. Wilson, former manager of 
manufacturing and engineering of the 
electric vacuum cleaner division of 
General Electric, has become executive 
vice-president of William A. Reynolds 
& Co., Inc., Cleveland, specializers in 


RALPH B. WILSON 


rubber products. Mr. Wilson left the 
Goodyear Tire and Rubber Co. in 1921 
to become director of branches of the 
Electrical Vacuum Cleaner Co. and 
rose to a directorship in 1927 and 
executive vice-preside.: in 1929. 


SEPTEMBER |, 1947—ELECTRICAL MERCHANDISING 


Eureka Williams Corp. 


Appointed assistant to George T. 
Stevens, executive vice-president and 
manager of the Eureka division of 
Eureka Williams Corp., was Frank 
W. Noble, former sales promotion 
manager. He joined the firm in 1943 
and before that was superintendent of 
supervision of distribution for Dos- 
sins Food Products Co. and earlier 


FRANK W, NOBLE 


was in the sales promotion depart- 
ment of National Distillers Products 
Corp. 


R. S. HOLTZMAN 


Richard S. Holtzman will replace 
Mr. Noble as sales promotion man- 
ager. He joined Eureka in 1941. 


J. G. RAINEY 


Moe-Bridges Corp. 


M. B. Deutsch, vice-president of the 
Moe-Bridges Corp., Sheboygan, Wis., 
recently announced the appointment 
of J. G. Rainey as sales manager. Mr. 
Rainey was formerly a merchandising 
executive with General Electric. 
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ONLY 


DEALERS 


can tell this 


Here's a familiar bakin 
Mrs. Homemaker needs two differ. 
7 king temperatures at the same 
has meat roasting at 
ra to bake a pie requir- 
pr en viously, she needs an 
Monarcin’s exclusive Roa 
ste 
with two ovens Provides sheen 
answer. Two baking temperatures 
are always available — as well as 
plenty of oven Space! 
Throughout America 
amg Monarch advertising is telling 
© powerful 2-oven Story to the 
nation’s homemakers. 


MALLEABLE IRON R 


How often you need TWO baking temperatures — your 
meat at 350°, and your pie or cream puffs at 450°! And 
how often, especially when entertaining, you need more 
oven space! Here, in this new Monarch Roaster Range, 
both these needs are beautifully filled because you have 
TWO ovens. And what a convenience the surface oven is— ane 


for vegetable dinners, baked beans, spareribs, soups—saving oe 
electricity, stooping. Both ovens are timer-clock controlled. ~ 


COAL WOOD, ELECTRIC, GAS and COMBINATION RANGES 
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Thorough Washability! 


Full 8-pound load is gently washed 
by energetic agitator-action! 


Sealed in rust-proof metal housing— 
diminish vibration. No oiling! 


Thermo-sealed Porcelain Mullins tub keeps water 


hot, suds deep. Easy to clean! 


Rolls on big fibre casters. Can’t mar 
floors! Foot treadle brake! 


Modern styling! Slips snugly between other appliances at 


work-level. Handy table-top! 


= 


Uses less soap, less hot water. 4 HP 
motor, mounted horizontally, saves current! 


g Only 2 major controls. Just 2 minutes 
to fill— less to pump itself dry! 


Lovell or Chamberlain Wringers dry 


wash drier than a spinner. 


Safety firsts! All moving parts enclosed in a triple-enamelled, 
welded-steel waterproof cabinet. Wringers boast hair-trigger 


safety-bar at both sides. Fire Underwriters’ approved. 
Thoughtfully engin Woman-wise from every angie 


— backed by 25 years of creating Laundry equipment! 


FOR FURTHER INFORMATION, WRITE: 
THE YOUNG CORPORATION, FALL RIVER, MASS. 


NEW POSITIONS 


Apex Electrical Mfg. Co. 


A. C. Scott, vice-president in charge 
of sales for the Apex Electrical Mfg. 
Co., recently announced the appoint- 
ments of J. C. Frantz as director of 
sales research and of Stephen A. Ceruti 
as manager of the San Francisco office. 


Mr. Frantz served with the Marine 
Corps during the war and was with 
the Bayless-Kerr Co., Cleveland ad 
agency, prior to joining Apex. Mr. 


STEPHEN A, CERUTI 


Ceruti has been with the company since 
1937 as manager of warehouse stock 
and sales invoices. During the war he 
served with the Army. 


Avco Mfg. Corp. 


Eric O. Johnson has been appointed 
general manager of the American 
Central Division of the Avco Mfg. 
Corp., it was announced recently by 
the general offices in Detroit. Mr. 


ERIC O. JOHNSON 


SEPTEMBER 1, 


Johnson had been assistant general 
manager and works manager since he 
joined the firm in 1939. 


Crosley Division 
The appointment of Miss Vivian 


Wright Pinney to the home economics 
staff of the Crosley Division has been 


wa 4 


VIVIAN W. PINNEY 


announced by S. D. Mahan, director 
of sales and advertising. She was 
with the Verkamp Corp., Cincinnati, 
from 1945 until her recent appoint- 
ment as home service adviser for 
bottled gas equipment and was a 
Wave for two previous years. Earlier 
experience includes three years as 
home service adviser of the Rapid 
City branch of Montana-Dakota Utili- 
ties and seven years as a home eco- 
nomics teacher. 


Allen B. Du Mont 
Laboratories, Inc. 


Rear Admiral Stanley F. Patten 
has joined the staff of the Du Mont 
Laboratories as administrative assist- 
ant to president Allen B. Du Mont. 
Admiral Patten, retired from the 
Navy, was formerly communications 
officer of the 13th Naval District. 


Hotpoint, Inc. 


B. E. Schroeder has been elected 
vice-president of manufacturing by 
the directors of Hotpoint, Inc. Dur- 
ing the war he was superintendent of 
the aviation motor plant for Buick 
and since then has been engaged in 
production management with Buick. 
Patrick W. Ryan, for 16 years in Hot- 
point plants, has been upped to gen- 
eral superintendent and M. E. Maurer 
has been promoted to general manu- 
facturing engineer. 


B. E. SCHROEDER 
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ng Here’s the appliance you need to keep 
- winter sales lively. 

ice It’s the compact, efficient Carrier 
dot- Humidifier . . . a must for every home 
en- 

sa with a conventional heating system. It 
anu supplies dried-out air in the home with 


all the moisture necessary for healthful 
winter living. And does it automatically. 
Exclusive features give the Carrier 


Humidifier standout sales advantages. 
It’s quiet and self-regulating. And it 
takes less room than a console radio. 
It humidifies by pre-evaporation, so no 
water impurities can enter the air. 
Properly humidified air keeps furniture 
from drying out. . . eliminates rug 
static .. . saves fuel because rooms stay 
comfortable at lower temperatures. 


a finer humidifier for faster sales 


Widening demand for comfortable, 
healthful winter living assures steady 
sales for the Carrier Humidifier. And 
it paves the way for summer sales of 
Carrier Room Air Conditioners. 

Carrier leadership in air condition- 
ing design and manufacture is your as- 
surance of lasting customer satisfaction. 
Carrier Corporation, Syracuse, N. Y. 


air conditioning 


industrial heating = 


SING 
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compared. 


STATEMENT 
INCLOSURES 


range. 


—WARM COMFORT QUICKLY! 


ADS-MATS 


time)... 


@ If you want more profit from portable heaters, show your 

customers that your store is portable heater headquarters. 
Group all your heaters together—all different types and makes. 
Make a room heater section or corner or island—a special dis- 
play where every type of heater can be seen, handled, and 


@ Be sure your display is well “signed’—that your signs tell 
them that you have all the types of heaters—in a complete price 
Show them—in one place—that you have product and 
price—that you have the heater that gives them what they want 


@ Your customer wants a room heater—because she wants (in 
some room sometime) WARM COMFORT QUICKLY .. . 
and she wants some other things with it (she wants it to be 
. safe, lightweight, trouble free, have two heats, last a life- 


@ You show her every type of heater—you explain how each 
functions (have you received the Heetaire Comparison Airflow 
Chart?)—you show her the only heater made that gives both 

Ao y kinds of heat—that gives WARM COMFORT QUICKLY ... 


OF Tested and listed 
GUIDE TO the FAN-GLO HEETAIRE... under reexamination 
service hy Under- 
GOOD @ You show your customer the check chart from the Fan-Glo ; riters’ Laboratories, 
HEATING Heetaire pocket salesmanual (have you yours?) ... nn 
And because you display 
every type of heater = 3 : 
(You've caught her EYE) =) 52] ¢ | 32 
and because your sales- zz | 322] | oF 
COMPARISON men know the story of | Se | Ze 
CHART WARM COMFORT 
QUICKLY—the FAN- ] 1. Case tyre 1320 4503 
GLO HEETAIRE — the 
only heater built that 
RADIATOR TYPE 1320 4503 
gives both kinds of heat 
(infra-red rays plus fan- | 3. RADIANT TyPE 1320 4503 
forced heated air) .. . 
4, LECTOR BOWL 660 2252 
she'll BUY! TYPE 1000 3412 
Have you seen the new FAN-GLO HEETAIRE catalog, 5 FAN TYPE 1280 4094 to 
Statement inclosures, tags, newspaper ads and mats, 320 4503 
radio spot announcements, counter and window dis 4503 or 
plays, comparison Airflow chart, and the sensational | ® FAN-GLO HEETAIRE ves | YES 5118 
pocket-size Guide to Quick Heating? 


MARKEL 


ELECTRIC PRODUCTS, INC. 5S 


LIGHTING PRODUCTS, INC. 


145 SENECA ST., BUFFALO 3, N. Y. 
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NEW POSITIONS | 


Florence Stove Co. 


New sales manager of the New 
England division for the Florence 
Stove Co. is James J. Manning, ac- 
cording to Robert H. Taylor, vice- 


JAMES J. MANNING 


president. Mr. Manning’s training 
includes experience as territory sales- 
man, wholesale manager and district 
sales manager for major appliance 
distributors in the area. 


Bendix Radio Division, 
Bendix Aviation Corp. 
Paul J. Reed, recently executive 


assistant to J. T. Dalton, general sales 
manager, has been named New Eng- 


PAUL J. REED 


land district manager for the Bendix 
Radio Division of Bendix Aviation 
Corp. He replaces H. H. Silliman, 
now manager of distribution. 


Solar Electric Corp. 


Walter R. Bullock was recently ap- 
pointed district representative in the 
New England states by Solar Electric 
Corp., Warren, Pa. 


W. R. BULLOCK 
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THAT REMINDS ME... 


ON EVERY CLEANING SYSTEM SALE... 


THE INDUSTRY'S BIGGEST ADVERTISING- MERCHANDISING 
j PROGRAM .. . SEE LIFE SEPTEMBER 22nd. 


full profit protection of Eureka Tailored Market 


end Coverage plan! 
nome and, top acceptance established by ‘“I-Want-It’’ attitude of women 
who see the Eureka Home Cleaning System! 
and, the Eureka policy of no Jeased departments, NO FACTORY 
DOOR-TO-DOOR SELLING! 


a far-reaching Eureka product development program which 
promises other great new products! 


ly ap- 
in the 
lectric 


It’s true— You Can’t Beat The Eureka Deal! 
*Based on average retail cleaner sale. 


EUREKA propuctTs 


EUREKA WILLIAMS CORPORATION, Bloomington, Illinois 


Complete Home Cleaning System + Upright Vacuum Cleaners 
Tank-Type Vacuum Cleaners «+ Electric Cordless Iron 
Electric Waste Food Dispos-O-Matic 


THERE’S TWICE THE PROFIT IN SELLING SYSTEMS! 


ISING 
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NOTE: 


In this field, the ability to move in 
fast with cash may mean bigger 
profits. Don't let a large inven- 
tory put you at a cash disadvan- 
tage. You can have your cash and 
still render fast service to cus- 
tomers if you remember that all 
manufacturers and suppliers are 
practically “around the corner" 


with Air Express. 


low to bring those 
distant suppliers closer to home 


It’s like having all your suppliers close at 
hand, when you specify Air Express delivery. 
Air Express gets you what's wanted in mere 
hours . .. no matter where your suppliers are 
located. 

Planes carrying your Air Express shipments 
are bigger and faster today. Even overnight 
coast-to-coast deliveries are routine. Same day 
delivery between many airport towns and cities. 
(nd Air Express rates are low. Use this speedy, 
profitable service regularly to keep customers 
satisfied, and business running without a hitch. 


Specity Air Express-its Good Business 


¢ Low rates—special pick-up and delivery in principal U.S, 
towns and cities at no extra cost. 

® Moves on all flights of all Scheduled Airlines. 

@ Air-rail between 22,000 off-airline offices. 

© Direct air service to and from scores of foreign countries. 
Just phone your local Air Express Division, Railway Ex- 

press Agency, for fast shipping action .. . Write today for 

Schedule of Domestic and International Rates. Address 

Air Express, 230 Park Avenue, New York 17. Or ask for it at 

any Airline or Railway Express Office. Air Express Division, 

Railway Express Agency, representing the Scheduled 

Airlines of the United States. 


Fastest delivery —at low rates 


Trailer parts (51 lhs.) needed in 
Los Angeles fast’! Picked up at 
Portland, Ore., factory 5 PM on 
13th, delivered first thing next AM 
821 miles away—in time! Air Ex- 
press charge $12.52! Other 
weights, any distance equally 
inexpensive and fast! 
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GETS THERE FIRST—— 


L. E. wisBy 


McGraw Electric Co. 


Allan C. Davey, sales manager of 
the Clark water heater division of the 
McGraw Electric Co., Chicago, IIIL., 
has announced that R. V. Palmquist, 
former district manager of the lowa- 
Nebraska territory, has been trans- 
ferred to New York to take over the 
eastern area, formerly covered by W. 
J. Kelly, resigned. Luther E. Wisby 
has joined the company as southwest- 
ern district manager with headquarters 
in Tulsa. George E. Schroeder has 
been appointed district manager in the 
East Central states and will maintain 
headquarters in Columbus, Ohio. 


R. V. PALMQUIST 


G. E. SCHROEDER 


RUTH WHITESIDE 


Pressed Steel Car Co., Inc. 


Two new additions to the staff of 
the home service department of the 
Pressed Steel Car Co., Inc., makers 
of Presteline ranges, were recently 
disclosed by A. Raysson, general sales 
manager of the company’s domestic 
appliance division. Miss Ruth White- 
side joins the company from Ohio 
University where she recently grad- 
uated. Mrs. Claire Young, a grad- 
uate of the Illinois Institute of Tech- 
nology, brings the sales experience 
gained in a Chicago store to her new 
job. 


Klein Appointed 


A new phase of the distributing and 
merchandising program of the domes- 
tic appliance division of the Pressed 
Steel Car Co., was recently inaugurated 
with the appointment of Dick O. Klein, 
former assistant to A. Raysson, gen- 
eral sales manager, as the first regional 
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CLAIRE YOUNG 


DICK O. KLEIN 


manager. Mr. Klein will operate in 
the central region and will serve Wis- 
consin, Iowa, Illinois, Indiana, Mich- 
igan and Ohio. 
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_ More for your money with 
2 | STANDARD 
| fractional- 


MOTORS 


ELE 


ECTRIC offers you three advantages as 
a source of fractional-hp motors. First, we 
will save time in the long run give you the widest variety of standard gen- 
| eral-purpose and definite-purpose motors to 
choose from—some 1600 in all. Second, 
to use standard motors.’’ Thus General Electric motor-exchange and repair- 
service plans have been developed on a 
speaks D. R. Percival, Electrical country-wide scale to give prompt, low cost 


think a lot of us designers 


ee 


if we'll decide, at the start of a job, 


motor repair or replacement service to your 
customers. Finally, in all G-E motors you get 
Com pany. ‘“*We'll eliminate the ex- | the quality extras which standards can’t cover. 
You get the benefit of the newest develop- 
ments in bearing design, insulation, and 
winding techniques. You get the best pos- 


Engineer, Machine Division, Norton 


haustive engineering tests we used 


D. R. PERCIVAL, Electrical Engi. © Make on fractionals. With horse- | 


‘ hse sible protection against electrical break- 
neer, Machine Division, Norton . 
Compony power, service factor, breakdown | down and mechanical wear and tear. 
. : THE NEW MOTOR AND INDUSTRY STANDARDS for defin- 
torque, and starting current all rated on a clear-cut, uniform 


ing motor rating and performance and the 
basis we'll know im advance whether the motor will handle | new dimension standards for small-power 

general-purpose and definite-purpose* mo- 
the job. tors were arrived at after study of thousands 
of motor orders and months of co-operative 


work by industry associations and the 
Cuts tip. 
e 2 as design trends change, to keep in step with 
COTVHETS— 


user needs. Standardization is not static! 
FOR EXAMPLE, the General Electric machine tool 
he big thing about the new £5 


motor is engineered specifically for rough 
industrial service. Totally enclosed, these 
motors have a rigid base and ball bearings 
which fit them for jobs where thrust is en- 
countered. Firmly anchored windings stand 
up under frequent start-stop service, plugging, 
and momentary overloads. Descriptive bul- 
letins on this and other standard G-E motors 
listed below are available on request. 
Apparatus Department, General Electric Co., 


= ___ BEN B. BRESLOW, President, Schenectady 5, N. Y. 
Breslow, President, Utility Appli- Utility Appliance Corp. 


small-power motor standard- 
ization plan, to me, is the promise 


it holds of increasing the availability 


of all makes of motors,"’ says Ben B. 


Unit-bearingFan Belted Fan 


ance Corp. ‘‘We'll stand a better chance of getting ‘off-the- ng anton 
achine 
| | ion 1 Jet P 
shelf’ delivery of motors if they are a big production item, ca . ved ™ 
Machine Tool aft-mounte 
instead of a special. We cut a few production corners, too, by =n edi we 
Hermetic Sump Pump 


using standards. We eliminate special jigs and fixtures, and the Rehiguetion Geneve Pepese 


need for making universal mounting bases and adapter plates. | + pefmite-purpose motors are standard motors specificall 
designed for jobs where general-purpose motors (built for 


We can ‘standardize’ more of our own assembly methods.”’ | 44 #%¢a#ion) are mot ideally suited. 


GENERAL ELECTRIC 


e in 
Wis- 
fich- 
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Converts This New Al 2 
HOWARD 


INATION HEATER AIR ‘CIRCU 


from anGem!ort - Rodicting a 
No-Draft Air COOLING FAN 


With its cone-shaped top + sate Why The HOWARD ae 
totally mew HOWARD Combin- 
ait Heater and Air Circulator makes COMBINATION HEAT . 


AND AIR CIRCULAT 


he ae Move everwidening Circles 


Or war wh mem Heater to Cool- 


o circular motién oF> 

the air ci pew 
HOWARD, directional 

blasts are avoided. No flying papers! 


fs not too hot in front — too jently ploced on 
bchind — everyore in the room 


en hit 

eater in ONE Appli 
CIRCULATE 


Piece on table, 
fleer or pedestal. 


Finishes 
bination Heater and © capacity “As @ Fon 450 
Heater 4750 B 


alr 


near and 4 
formly uJ ghout the room. In cold 


. NO Redie Interteremce 


weather ais is changed to 8-FOOT CORD U/L approved. 
TER-FAN Combination 
warm by passing throug the WEA 
Laberater Approved 
HiOWARD heating clement, and 


EXCELLENT @ Heir Dryers 
lax 


380° watt 


buted. ig a flick of the 


List 
the 


profit maker TODAY from 


HOWARD INDUSTRIES, INC. | 
(MANUFACTURERS 

THE HERBERT td. WEST STREET 


CHICAGO 1, ILLINOIS 
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NEW POSITIONS 


Bendix Home Appliances, Inc. 


New director of advertising and sales 
promotion for Bendix Home Ap- 
pliances, Inc., is Stewart Roberts, who 
replaces Walter Daily, now with the 
Lewyt Corp. Mr. Roberts was re- 
cently vice-president in charge of the 
Trimz division of the United Wall- 


STEWART ROBERTS 


paper Co. Previous associations in 
cluded the Hays McFarland Adver- 
tising Agency, the Chicago Herald & 
Examiner, and the American Magazine. 
During the last of his 11 years with 
the last-named organization he was 
sales promotion manager. 


Norton Named 


Henry O. Norton has been named a 
divisional sales manager for Bendix 
Home Appliances, Inc., and will con- 
tact distributors in Baltimore, Norfolk, 
Richmond, and Washington, W. F. 
Linville, general sales manager, dis- 


HENRY O. NORTON 


closed recently. Mr. Norton was for- 
merly and successively a sales repre- 
sentative of the Semet Solvay Co., 
salesman and sales manager of the 
Philadelphia division of Universal 
Cc. I. T. Credit Corp., and naval 
sales representative for E. G. Budd 
Mig. Co. 


Perfecold Refrigeration Co. 


Three new sales _ representatives 
have been added to the sales force of 
the Perfecold Refrigeration Co., it was 
announced recently by Marvin L. Dahl, 
manager. 

They are: Frank Harrington, San 
Leandro-Hayward area; “Scot” Gould, 
greater and east Oakland area; and 
John Welch, Berkeley, El Cerrito and 
Richmond area. 


SEPTEMBER 1, 


Westinghouse Electric Corp. 


A. Earle Fisher, a veteran of 20 
years in merchandising, has been ap- 
pointed southeastern district manager 
for the Westinghouse Home Radio 
Division. He will maintain headquar- 
ters in Atlanta, Ga. He spent three 
years in Hudson-Ross., Inc., forme: 


A. E. FISHER 


Chicago distributor, before becoming 
president and general manager of the 
Fisher Auto Co. in St. Louis. He 
resigned in 1942 to join the AAF 
Prior to joining Westinghouse he had 
been sales manager for the Pacific 
Coast and southeastern districts of the 
Emerson Radio and Phonograph Corp. 


Westinghouse Electric Corp. 


J. H. Stickel, a veteran of 20 years 
in radio, has been named advertising 
and sales promotion manager of the 
home radio division of the Westing- 


J. STICKEL 


house Electric Corp. He was for- 
merly headquarters merchandising 
manager for Philco Corp., whom he 
served 18 years. His service includes 
terms with Philco distributorships in 
leading market centers. He will di- 
rect the campaign planned for West- 
inghouse’s new line of radios. 


Morton Mfg. Co. 


C. S. Motter, vice-president of Mor- 
ton Mfg. Co., Chicago manufacturers 
of kitchen equipment, has announced 
the appointments of George L. God- 
frey as national division manager, 
Culver Shore as southern division 
manager, and R. B. Lockwood a 
eastern division manager. Mr. God- 
frey and Mr. Shore were formerly 
with Nash-Kelvinator Corp. and Mr 
Lockwood with Cork Import Corp. 
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Junior's old gent is a busy man. 


He has to have plenty of “know-how” 


to keep on top of his job. 


Sometimes it takes home-work to keep 
abreast of things and right now he's read- 
ing this issue of this McGraw-Hill maga- 


zine—the one you are holding in your hand. 


Obviously, he’s not looking for glamour, 
amusement, or entertainment. He és strictly 


on the make for ideas. 


He wants to know what the other fellow 
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is doing — what's new in methods and 


processes that will help him do a better job. 


He's an avid reader of the ad-pages as 
well as the editorial content. The adver- 
tisements along industry's shopping street 
give him an opportunity to inspect the 
products and services of America’s leading 
manufacturers — and he examines them 


with an eye to what they can do for him. 


Yes — Junior's old gent is a busy man. 


But he never misses a trick! 


To keep in touch with the parade «+--+ read the ads. 


F-4 
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10-STATION 
MASTER UNIT 


INTERCOMMUNICATION 
SYSTEMS 


OPERADIO.. 
OUTSTANDING SOUND 
QUIPMENT LINE FOR 


YEAR ‘ROUND SALES — 
AND PROFITS! 


Smart New Designs... 
New Features! 


Outstanding . . . that’s the word for the 

new OPERADIO sound equipment line! Every 

unit is designed, engineered and constructed 

to OPERADIO-quality standards . . . with 

important new features and smart styling for 

added sales-appeal. OPERADIO sound equip- 
ment is nationally advertised to 


assure you of steady, 


successful sales. 


SPEAKERS 


OPERADIo 
Sound Equipment 


PRE-AMPLIFIERS — BOOSTERS 
AND MOUNTING RACKS 


OPERADIO MFG. CO., Dept. EM-15, ST. CHARLES, ILL. 


Gentlemen: 


Please send us free information on the items checked: 
(1 Operadio Sound Equipment 
FLEXIFONE Intercommunication 


Nome 


Address 


N. W. SIEMEN 


Maytag Co. 


Three new regional managers have 
been announced by the Maytag Co. 
Robert C. Johnson and Mitchell M. 
Werwa will both work under the 
Indianapolis branch the former in east- 
ern Kentucky and the latter in south 
central Ohio. Myron W. Siemen has 
started work under the Minneapolis 
branch and will serve a territory cov- 
ering northwestern Iowa and south- 
western Minnesota. 


Earl Foster Retires 


Earl R. Foster, who started with 
the Maytag Co. as a house-to-house 
salesman in 1926, has retired as man- 
ager of the Indianapolis branch, the 
company announced recently. He had 
been Indianapolis branch manager for 


R. C. JOHNSON 


EARL R. FOSTER 


ten years. He became a regional man- 
ager in 1928, divisional manager in 
1931 and assistant branch manager in 
1933. 


City State 
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Deepfreeze Division, 
Motor Products Corp. 


New eastern regional sales manager 
of the Deepfreeze Division of the 
Motor Products Corp. is Herbert E. 
Markland, whose appointment was 


H. E. MARKLAND 


announced by F. F. Duggan, general 
sales manager. Mr. Markland will 
have headquarters at 500 Fifth Ave., 
New York City. 


Duo-Therm Division 
Motor Wheel Corp. 


M. F. Cotes, executive vice-president 
of the Motor Wheel Corp., recently 
announced the promotion of E. M. 


SEPTEMBER |, 


Crary, Duo-Therm manager in the 
Southwest, to assistant sales manager 
for the division. In his new job he 
assists R. H. Reeder, sales manager. 
He joined the company in 1929 and in 
1935 was named sales and service en- 
gineer for the Northeastern territory 


E. M. CRARY 


and in 1938 was appointed district 
manager for this same territory. 


Edwin F. Guth Co. 


The Edwin F. Guth Co., St. Louis, 
Mo., recently announced the appoint- 
ment of Oscar Hogenson as its sale 
representative in northern Idaho, Or- 
egon and Washington. Mr. Hogen- 
son’s office is located at 95 Connecti- 
cut St., Seattle 4, Wash. 
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NEW Postrions | 


Proctor Electric Co. 


The newly formed equipment divi- 
sion of the Proctor Electric Co. has 
as its manager Walter H. Vogelsberg, 
whose appointment was recently an- 
nounced by Walter F. Schwartz, Jr., 
president. Mr. Vogelsberg, a former 


W. H. VOGELSBERG 


General Electric employee, will be 
assisted in the development of the 
division, dedicated to the improve- 
ment of instruments for electric 
ranges, by engineers Edward F. Ur- 
banski and Lee Mcllvaine. 


Majestic Radio and 
Television Corp. 


JOSEPH HEGNER | 


an- Leo B. Pambrun has been appointed Wire Dept, 
in director of advertising, sales promotion er. fem 
- in and public relations for the Majestic 


Television and Radio Corp. He was 
recently manager of radio advertising 
for Stewart-Warner Corp., which firm 
he joined in early 1946 after three and 
one-half years in the Marine Corps. 


the 
» he 
ger. 
d in 
en- 
tory 
It has to be right to pass Joe Hegner 
LEO B. PAMBRUN As supervisor of the fine wire department of Wilbur B. Driver Company, 
; ; it has been Joe Hegner’s job for more than 20 years to see that cus- 
Before the war he was assistant adver- tomers get resistance wire that is up to specifications. 
tising manager of the Crosley Corp. | 
and earlier had been with Brunswick- | ‘ 
Balke-Collender Co. | Nothing less than Joe’s lifetime of wire drawing experience would be 
enough to do so exacting a task so long and so well. 
sasict Wilson Cabinet Co. Throughout our organization there is always a feeling of satisfaction 
Charles R. Mougey has been named | in meeting the most difficult specifications in resistance wire, and so 
sales promotion and advertising man- | helping in your production. 
ager of the Wilson Cabinet Co, Inc., | 
manufacturers of Zerosafe farm and | 
; home freezers. John E. Wilson, Jr., 
oul>, 


sale Division, where he was in char f | 
ge o 
, Or- advertising and sales promotion. From 150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY 
ogen- 1934 to 1944, he was assistant adver- 
necti- tising manager of the Ohio Fuel Gas 
Co. 
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All the Features For 
Faster Easter Sales 


Value in a product always means more sales, easier sales, 
more satisfied customers. Your prospective customers are 
shopping, as never before, to get most for their dollar... 
three out of every four of these customers are reading 
about Ultramatic CALORIC value. Dealers who feature 
fine ranges will profit from the value in Ultramatic 
CALORIC selling features. Write for details. 

Caloric Stove Corporation,W idener Bldg., Philadelphia7, Pa. 


147,000,000 Sales Messages to 3 out of 4 Prospective 
‘ Customers . . . Ultramatic CALORIC advertising in— 


LADIES’ HOME JOURNAL GOOD HOUSEKEEPING 
AMERICAN HOME McCALL'S 
BETTER HOMES & GARDENS WOMAN'S HOME COMPANION 
SMALL HOMES GUIDE 
L. P. Gas Range Advertising 
COUNTRY GENTLEMAN FARM JOURNAL 
SUCCESSFUL FARMING PROGRESSIVE FARMER 
HOUSEHOLD 
ALL CALORIC L. P. GAS MODELS HAVE SPECIALLY 
ENGINEERED BURNERS, GUARANTEED FOR LIFE 


Pat. OFF 


THE GAS RANGE YOUR CUSTOMERS WANT 
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NEW POSITIONS 


Sylvania Electric Products, Inc. 


The transfer of William M. Ma- 
euire from the Salem, Mass., plant to 
the distributor sales department of the 
radio tube division of Sylvania Elec- 
tric Products, Inc., was announced in 
late July by C. W. Shaw, general sales 
manager. Mr. Maguire will serve as 


W. M. MAGUIRE 


products specialty salesman in the 
eastern half of the U. S. He joined 
the company in 1930, was previously 
associated with the radio tube division 
of the Consolidated Lamp Works. 


George Isham Shifted 


George C. Isham, manager of dis- 
tributor sales in the northeast divi- 
sion for Sylvania Electric Products, 
Inc., will also be responsible for dis- 
tributor tube sales in the metropoli- 
tan division covering eastern New 
York, New Jersey and eastern Penn- 


Schick, Inc. 


New service sales manager for 
Schick, Inc., is Sy Moorman, formerly 
in charge of the Kansas City sales 
territory, according to Alden Horton, 
vice-president. Mr. Moorman has 
been with the company since 1939 and 
has served in the sales department and 


SY MOORMAN 


as supervisor of the Kansas City serv- 
ice branch. He will be responsible for 
service branch sales merchandising. 


Schick, Inc. 


Ralph W. Cooke, sales supervisor 
of the Chicago sales territory for 
Schick, Inc., has been promoted to 
central district manager for the com- 
pany, it was announced recently by 
George H. Wilkens, sales manager. 
Mr. Cooke was at one time connected 


GEORGE C. ISHAM 


sylvania, according to C. W. Shaw, 
general sales manager, tube division. 


Edwards and Co. 


C. W. Bostrom, manager of adver- 
tising for Edwards and Co., Norwalk, 
Conn., chime manufacturers, recently 
announced several changes in sales 
personnel. C. H. Holden, after 30 
years of service with the company, has 
retired. R. H. Andrews, heretofore 
district manager of the Philadelphia 
area, has been transferred to managing 
director of Edwards of Canada, Ltd., 
Montreal. Replacing him in the 
Philadelphia territory is R. B. Shannon, 
formerly operating in the Brooklyn- 
Long Island-Staten Island-Northern 
New Jersey district. In his turn he 
has been replaced by S. A. Kennedy. 
New supervisor of the Norwalk sales 
office is E. A. Harris. 
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RALPH W. COOKE 


with the Westinghouse Electric Supply 
Co. in Milwaukee, Wis. 


Hill-Shaw Co. 


Seven ex-GI’s have been appointed 
to the sales and advertising forces 
of the Hill-Shaw Co. makers of 
Vaculator coffee-brewing equipment. 
Giles Winger will head the Cleveland 
sales office. Tom Ward is New York 
City branch manager in charge of 
retail merchandising. New manager 
of the St. Louis region is Paul Erd- 
man. Vincent Balleras takes over 
as assistant sales manager of the 
domestic division in Chicago. Richard 
McQueen has been made director of 
advertising and will be assisted by M. 
Kowaleski. Leonard Afton is ap- 
pointed to the salesstaff and George 
Heller is promoted from branch to 
western division manager. 
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NEW POSITIONS | 


Sparks-Withington Co. 


Eastern Pennsylvania and southern 
New Jersey comprises the territory 
oi H. L. Pierce, recently named dis- 
trict merchandising manager of the 
Sparton Radio and Appliance Division 
of the Sparks-Withington Co. For 


H. L. PIERCE 


the past ten years Mr. Pierce has 
been merchandising manager of the 
hard goods division of Mercantile 
Stores Co., Inc. He is forming his 
own company, to be known as H. L. 
Pierce & Associates. 


Motorola, Inc. 


The appointment of Virden E. 
Scranton to the post of eastern district 
representative has been announced by 
William H. Kelley general sales man- 
ager of Motorola Inc. Mr. Scranton, 


V. E. SCRANTON 


who will make Philadelphia his head- 
quarters, has been associated with 
Motorola in Chicago for the past 
eight years, most recently in the 
sales division. 


Frigidaire Division, 
General Motors Corp. 


The promotion of M. C. Schenk, 
commercial sales manager in the cen- 
tral region for Frigidaire, to manager 
of national business sales of the firm's 
commercial sales department, was an- 
nounced recently by W. F. Switzer, 
commercial sales manager. Succeed- 
ing Mr. Schenk is H. H. Ward, air 
conditioning representative in com- 
mercial sales. A third appointment, 
that of Donald R. Macklem as com- 
mercial sales representative in the 
Birmingham branch, was made by L. 
W. Curl, branch manager there. Mr. 
Schenk succeeds R. W. Pocock, now 
manager of the St. Louis branch of the 
Frigidaire Sales Corp. 
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Just a few square inches of counter space is all it 
takes to profit with the ever-zooming appeal of 
the Cory patented glass filter rod. This new dis- 
penser actually puts a dozen Cory filter rods out 
front where people will see’em—and buy'em. 


aATENTEO 


GLASS FILTER 


1947 


CORY’S OUT 
FRONT AGAIN! 


Executive and Sales Offices: 221 North La Salle Street, Chicago 1, illinois 
Sales and Display Offices: New York - Chicago + Toronto - Los Angeles 
| Export Sales: The A. J. Alsdorf Corporation, Chicago 


THE NEW CORY ROD COUNTER DISPENSER 


Dispenser supplied free with 12 Cory rods— 
the filters that se// and se// and sell. 

Order new Cory Rod counter dispenser as 
Model DRA display dispenser. Comes complete 
with 12 Rods. . $6.00 


Patented Glass Filter 
Rod by CORY... the 
greatest name in coffee 
brewers! 

Filters coffee only 
through coffee. No cloth. 
No springs. No metal. 
No hooks. Fits any stand- 
ard glass coffee maker. 
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Better Analyze 
Your Future | 


If You Want to 
STAY INDEPENDENT 


? 


SHOWMANSHIP with all the trimmings accompanied Bruno-New York's announce- 
ment to its dealers of the Bendix prize contest plan. Symbolizing the rewards of 
trips to Florida and other vacation resorts were these sun-kissed lassies who crowd 
around Bruno's Bendix sales manager, Ira M. Schwartz. Dealers who sell at least 72 
of the automatic washers between July 15 and December 15 win the trips. Other 


prizes are merchandise. 


DISTRIBUTOR NEWS 


You had a glimpse of mass buying and marketing before the war. 


That was a preliminary to tomorrow's main event. It’s going to be 
TOUGH to meet that kind of competition. But you can meet it 
successfully with the Duchess dealership....The Duchess is the 
biggest value you've ever seen. It’s a big product package—a washer 
that looks big and is big—in capacity, performance and beauty. You 
want a washer that pares service costs to bedrock. This is it. A 
washer you can compare feature by feature favorably and sell 
profitably in fast competition. This is it. Better take stock now. Take 


a look at the Duchess. She's a good partner to STAY in business with. 


YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 


WASHERS 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 


PAGE 210 


| 


ALABAMA 


According to James H. McKee, 
Zenith Radio Corp. district manager, 
the Montgomery firm of Associated 
Distributors, Inc., has been appointed 
Zenith distributor in the Montgomery 
territory. The two-year-old firm, lo- 
cated at 1720 Second Ave. S., is headed 
by L. S. Hart, president, and Wesley 
L. Greer, vice-president. 


CALIFORNIA 


A new distributor for Iceberg re- 
frigerated lockers is the MacLennan 
Co., 2020 J St., Sacramento. The an- 
nouncement comes from F. C. Mar- 
golf, sales manager of Iceberg Re- 
frigerated Lockers, Inc. 

Sues, Young & Brown, Los Ange- 
les distributors, have announced pro- 
motions which, in the first place, 
bring Marshall Wells to the position 
of assistant general manager, in ad- 
dition to his responsibilities as man- 
ager of the range, refrigerator and 
washing machine division. Jack Mc- 
Lennan is general field sales manager 
on all products, Donald Piper manager 
of the Zenith division, Peter Frank 
manager of the general appliance di- 
vision, and C. D. Walker resident 
sales representative of the company 
in San Diego and Imperial counties. 
M. G. Sues continues as general sales 
manager. 

The Farnsworth Television and 
Radio Corp. has announced the J. N. 
Ceazan Co. of San Francisco as Farns- 
worth distributor in northern Califor- 
nia and western Nevada. 

Los Angeles dealers got their in- 
troduction to Deepfreeze products and 
the advertising program at a recent 
distributor-dealer meeting held by 
Sherman-Swenson & Associates. Ben 
G. Sanderson, regional manager; Miss 
Bernice Lowen, Lou Swenson, sales 
promotion; C. H. Angerson, district 
manager, and F, F. Duggan, general 
sales manager, presented the story, 
and H. E. Sherman presided. 
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CONNECTICUT 


Bendix home laundry dealers met in 
Hartford recently to ‘hear details of 
the Bendix sales contest now under- 
way. The main speaker was Harold 
P. Bull, New England regional man- 
ager of Bendix Home Appliances, Inc. 
He was introduced by Mauriel Grabell, 
general manager of Roskin Distribu- 
tors. 


DELAWARE 


Under the sponsorship of the Gen- 
eral Electric Supply Corp.’s Wilming- 
ton office, an educational meeting on 
home freezers was held for dealers in 
the Wilmington area recently. Lee 
Nutter, G-E refrigeration and home 
freezer representative from the Phila- 
delphia office, spoke at the meeting, 
which was arranged by Paul M. Bur- 
tis, G-E area sales manager. ° 

Over 225 guests from the Delmarva 
Peninsula were shown the new Philco 
line recently by Garrett Miller & Co. 
of Wilmington. Speakers were R. 
S. Glover and J. F. Young, vice-presi- 
dent and sales manager, respectively, 
of the distributor; and J. R. McCoy, 
Roy George and David Lynch of 
Philco. 

In the offices of the Graybar Elec- 
tric Co., Inc. 1005 W. Fourth St., 
Wilmington, Hotpoint put on a dem- 
onstration of its appliances for 40 
dealers and their representatives. In- 
cluded were the refrigerator, electric 
range, dishwasher and disposal sink. 
Miss Alice Woods, home economist 
for Hotpoint, gave a cooking demon- 
stration and then served dinner to 
the guests. 


FLORIDA 


Gilmore Refrigeration Service, 126 
N. De Villier, Pensacola, has been 
named a distributor for Iceberg re- 
frigerated lockers. Jack Hurst is 
manager of the firm. 
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Dealers of north Florida and south 
Georgia heard about the Bendix home 
laundry sales contest in Jacksonville 
recently, according to F. M. Bultman, 
president of Gain and Bultman, Ben- 
dix distributors. Norwood D. Craig- 
head, general sales manager of Ben- 
dix, gave the details. 


GEORGIA 


The Carrier Corp. has announced the 
appointment of the’ Charles S. Martin 
Distributing Co., 250-256 Peachtree 
St, Atlanta, as Georgia distributor 
for Carrier room and office air con- 
ditioning units as well as food freezers. 

Norwod D. Craighead of Bendix 
Home Appliances, Inc., told more than 
450 dealers about the Bendix sales 
contest in Atlanta a short while ago, 
in a meeting sponsored by the afore- 
mentioned Charles S. Martin Dis- 
tributing Co. 


ILLINOIS 


Announcement has been made of 
the appointment of Thomas C. Carey 


f as sales manager of Appliance Dis- 

d tributors, Chicago, according to Clar- 

2 ence S. Tay, branch manager. Mr. 

in 

of 

Id 

n- 

ic. 

7 THOMAS C. CAREY 

ju- Carey was formerly district sales 
manager for Philco in Missouri, and 
before that was in the same firm’s 
Chicago office. 

en- ILLINOIS 

& Zenith Radio Distributing Corp., 


a wholly-owned sales subsidiary of 
‘ae Zenith Radio Corp. distributing Ze- 


oon nith products in Chicago and northern YOUR STORE, too, can have the same kind of eye-appeal that was given this electrical appliance store in 
‘la. Illinois, has a new general manager Montclair, New Jersey. Remodeling with “Pittsburgh” products helps improve your business, and at a cost 
we in William W. Boyne, former dis- that is usually repaid quickly in increased sales and profits. Architect: Raymond L. Flatt. 
ur trict sales manager, according to H. 
C. Bonfig, vice-president and director 

aie of sales for Zenith. Mr. Boyne has HE electrical appliance store that presents an tion products. They are more widely and success- 

+1 attractive appearance to the public... that fully used than any others. If you wish, you can 
ilco PI I y y 

Co. looks smart, modern and inviting both outside arrange for convenient terms through the Pitts- 

R. and inside .. . is the one that draws the most burgh Time Payment Plan. Consult an architect 
oo business and makes the most money. This is a for a well-planned, economical design. 
Coy. proven fact. Meanwhile, fill in and return the coupon, be- 
. of So, make sure that “passers-by don’t pass you low, for your FREE copy of our interesting book- f 

by.” Remodel your store now with Pittsburgh let, containing factual information and illustra- 

Zlec- Glass and Pittco Store Front Metal. These are tions of many Pittsburgh Glass and Pittco Store 
— the outstanding leaders among store moderniza- Front Metal installations. 
r 40 

In- 
ctric Mu 

ink Pittsburgh Plate Glass Company 
s ah } 2301-7 Grant Building, Pittsburgh 19, Pa. 
omist Please send me a FREE copy of your illustrated brochure, “How Eye 
mon- 


WM. W. BOYNE 


Address 


AND INTERIORS 


been in the radio business with vari- 
ous firms ior 15 years, the last four 
ot which he has spent with Zenith. 


, 126 The firm also announces that the dis- « e 7 ‘ 
been tributing corporation has bought a PITTSBURGH stanil fot Lualidy Glass ana Paint 


g re- building at 912-22 Washington Blvd., . 
“st is Cl icago, to provide for expansion and PITTSBURGH COMPAN Y 
improved service to dealers. 
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There's nothing like it on the market! Wher- 
ever the Arvin Lectric Cook is introduced 
women rush to buy! Gives women what 
they've always wanted . . . a practical, family- 


size electric grill and sandwich toaster that 


, also bakes four big waffles at one time .. . auto- 
matically. 
WAFFLES 
BAKES AUTOMATICALLY Solves the problem of cooking in small 


kitchens, trailers, light housekeeping rooms. 
Moves out on the porch for summertime 
meals, yet it’s all-year-round cooking equip- 
ment for any home. 

It's a terrific traffic-builder in big demand. 
Sells fast at $27.95 list. Limited quantities at 


TOASTS 


present on this brand-new Arvin product. See 


SANDWICHES 
4 ATATIME 


your distributor now for earliest possible 
deliveries. 


eo ... the name on many profit-building products from 
NOBLITT- SPARKS INDUSTRIES, INC., Columbus, Indiana 


Manufacturers of Arvin Radios, Arvin Lectric Cook, 
Arvin Electric Room Heaters, Arvin Car Heaters 


HAMBURGERS 
STEAKS AND CHOPS 


GRILLS 


BACON AND EGGS 
FOR A FAMILY OF 4 


FRIE 
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Jackson, Miss. 


All this has been made possible after a period of two years which 
have been very satisfactory ones in the life of the firm. 


DISTRIBUTOR NEWS 


INDIANA 


Majestic Radio and _ Television 
Corp.’s new line was introduced in 
Indianapolis by Servies, Inc., dis- 
tributor, in a two-day meeting. Wayne 
Servies was in charge, and the fac- 
tory program was presented by J. J. 
Clancy, divisional sales manager. 

The annual summer sales meeting 
of Radio Equipment Co., Indianapo- 
lis Philco distributor, drew more than 
700 Indiana dealers and their sales- 
men. H. A. Hollibaugh, general 
manager, introduced J. A. Bilheimer 
of Philco, and members of the dis- 
tributor’s staff. 


KANSAS 


Hennigh’s, Inc., a year-old firm at 
119 N. Waco St., Wichita, has been 
appointed distributor for the Apex 
line of appliances for the Wichita 


0. W. HENNIGH 


area, according to A. C. Scott, vice- 
president in charge of sales for Apex 
Electrical Mfg. Co. 


LOUISIANA 


Promotion of Edward J. Hemard, 
Jr., from the sales force to the post 
of sales promotion manager of Walther 
Brothers Co. Inc., New Orleans 
wholesalers, has been announced by 
C. C. Walther, general sales manager. 
Carroll W. Glynn will be Mr. Hem- 
ard’s assistant. 


MAINE 


Bendix automatic washer dealers of 
Maine and New Hampshire got the 
news of the Bendix sales contest from 
Harold P. Bull at a recent meeting 


SEPTEMBER I, 
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ti 

H 

in Portland. The Boyd Corp. Bendix n 

distributors, held the meeting with J. z 
W. Boyd, president, introducing the 
guest speaker, and Norman L. Davis, 
sales manager, mastering the cere- 

monies. 

MICHIGAN of 

C. H. Buhl, president of Buhl Sons 7 

Co., Detroit, announces his firm’s ap- P 

pointment as exclusive distributor for K 

Columbia Records in the eastern Michi- fo 

gan and northern Ohio counties. A. R. T 

Morey, manager of the major appli- a 


ance division, is setting up the depart- 
ment. 

According to L. A. Bueche, assist- 
ant sales manager, the Welker Supply 
Co., 19506 Livernois, Detroit, has been 
appointed distributor for Monitor 
Equipment Corp. in five Michigan 
counties. E. H. Welker is president, 
and F. J. Brady is executive vice- 
president and general manager. 


MISSOURI 


With a two-day celebration in St. 
Joseph, the American Electric Co., 
electrical wholesalers, entered their 
51st year of operation under the man- 
agement of Luther Edwin Reid, pres- 
ident. An electrical show with 55 
exhibitors was held, in addition to 
other events. 

The wholesale appliance and furni- 
ture division of the Jenkins Music Co., 
with headquarters in Kansas City, has 
announced the appointment of two 
branch managers. J. Lewis Bretz, a 


J. LEWIS BRETZ 


15-year veteran with Jenkins, is tu¢ 
new manager of the Oklahoma-Ark:"- 
sas-Texas division, with headquarters 


ca —— («e ; | AN EXPANSE OF WHITE encloses the new home of Southern Wholesalers, Inc., 
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Oklahoma City. George W. Buin- 
takes over Mr. Bretz’s job as ; 


MR. DEALER: 


Here’s example publication’s 
influence making its readers 


| 
GEORGE W. BUINGER | waded 
_ branch manager of the Wichita divi- 
sion. | 
NEBRASKA 
George D. Miller has assumed 
management of the electrical supply 
department of the Dutton-Lainson Co. 
of Hastings, and will henceforth con- - 
tact manufacturers’ representatives This PRACTICAL BUILDER reader sold 
with electrical supply lines to offer. . li hi h 
He succeeds George Monroe. The an- 1,800 electrical appliances whic 
ndix nouncement comes from Carl E. Bit- c i 
th J. zer, the firm’s advertising manager. might not otherwise have been sold! 
the 
avis, NEW JERSEY Since 1936, through the pages of PRACTICAL BUILDER we have 
— Exigencies of space have caused been making the builder conscious of something besides the four 
All-State Distributors, Inc., formerly walls. We are making him conscious of the importance of modern 
of 45 Clinton St. and 417 Freling- electrical appliances to help him sell the homes, apartments and 
huysen Ave., Newark, to locate in 
Sons new and larger quarters at 30 Warren 
J rll Place, in the same city. Sherman his tne about PRACTICAL ‘BUILDER, Don't forget that the builder is the man who does the selling— 
“We find PB on essential source of ideas he's the one who decides what goes into the homes he builds, 
appli- ney M. Koenig, president. regular reoders of PB." With Mr. Hill homes, he’s working for you because he sells the complete home- 
-_ In the belief that bathing beauties ore, Mr. E. Smith, Vice President and package, and that means your appliances, too. 
, are a big help in putting a message Treasurer (left), and Burton Smith, Vice ‘ ' ‘ 
ssist- across (and who dares deny it?), President-Secretary (right). More and more readers are using appliances as a wedge against 
upply Krich-Radisco of Newark produced competition—to sell better homes at better profit. 
Gam to give You have the finest opportunity, through appliances, to cash in on 
taste of what awaits them in Miami h 
higan if they sell 72 or more Bendix washers PRACTICAL BUILDER'S pre-conditioning job. You can give the 
sident, by December 15. At a recent Bendix builder greater service because you get first crack at him on 
vce- sales meeting, Andrew K. Leach, the every building job. Tell him about the appliances you sell. 
general Through the builder—your best customer—your individual sales 
oid O companys vacation cruise 
for the lucky (hard-working, that is) will be larger your profits greater. 

in St. dealers and of the prizes for their | 

Co., salesmen. Other speakers were Curt wes 

their Logan. Krich-Radisco’s Bendix sales home in 
mati- manager, Paul R. Krich, its execu- ge manor project. Every 
, pres- tive vice-president, and Lynn Eaton, All Electric an —s electrically equipped by 
ith 55 eastern sales manager for Bendix; but — * 
ion to Mr. Leach got the biggest hand from 300 REFRIGERATORS 

300 WATER HEATERS 

ie Co, NEW YORK 300 BATH HEATERS 
as 

tz, 2 r ntiy to hear abou 

wets new Bendix sales contest under the 300 RANGES 
sponsorship of Beaucaire, Inc., Roch- 300 DRYERS 
ester distributors. 
_ Farnsworth has added a distributor 
in New York State. Forem Distribu- 
tors, Inc., 541 Seneca St., Buffalo, 
will handle Farnsworth products in 
the Buffalo area. 
Uighlighted by the showing of the 
1948 Majestic line of radios, an open 
Nouse was held for dealers in the 
western New York area by Mutual THIS MESSAGE is addressed to 
Appliance Distributors, 122 Clinton of the building industry's leading contractor-builder 4 : UILDER 
Buffalo. T. Philip Begy, presi- mogozine— PRACTICAL BUILDER—in the interest of “Leeds Editerialy” 
lent of the wholesale firm, spoke. bringing you and your builder customer closer together, 4. fee x 
Webster-Chicago has announced for your mutual benefit. Total distribution—70,000 copies. 
metropolitan New York distributors l 
_— recorder through W. S. PRACTICAL BUILDER © 5 SOUTH WABASH AVE. e CHICAGO 3, ILL. 
os general sales manager. Also publishers of BUILDING SUPPLY NEWS, the leading lumber and building material dealer trade paper. 
m are Gross Distributors, Inc., 
s, is the “0 Lexington Ave. and Sanford 
a-Arkan- Ji Flectronies, Ine., 136 Liberty St., both MORE BUILDERS PAY TO READ PRACTICAL BUILDER THAN ANY OTHER PUBLICATION 
dquarters 'n New York City. 
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Wrsunc them too long shortens the life of cotton fabrics. 
And that easily happens when somebody forgets to turn 
off a conventional washer. The answer is a Telechron 


synchronous electric Minitmaster. 


These accurate, dependable timers shut off the washer 
and summon the housewife right on the dot with a strong, 
continuous reminder signal which can be heard through- 
out the house and keeps up until turned off. 


You can build the extra sales appeal of a Minitmaster 
into your line of conventional washers for only a little 
more than ordinary spring-driven timers. Being electric, 
a Telechron Minitmaster never has to be wound — never 
runs down. 


Tested design, precision building and Telechron’s 
exclusive capillary oiling system assure years of depend- 
able service. Minitmasters are available in voltages up 
to 250 and all commercial frequencies. For full details 
on these low-cost electric reminders, wire or write Indus- 
trial Sales Division, Dept. G, Telechron Inc., Ashland, 
Massachusetts. 


£-31 MINITMASTER SWITCH 
Times up to 30 minutes. Sup- 
lied without plastic knob. 
lectric switch timers, with or 
without audible signal, avail- 
able for a wide variety of 
household and industrial de- 
vices. Switch appliances either 
on or off. 


PAT OFF 


CLOCK TIMERS 


THE FIRST AND FAVORITE ELECTRIC CLOCK TIMER 
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NEW DISTRIBUTOR of the Blackstone Washer Corp. is Philadelphia Electronics, to 


handle Philadelphia, south New Jersey and the state of Delaware. 
are Russell Strouse, sales manager of Biehl's, Blackstone's northeastern Pennsylvania 


Pictured here 


representatives; Charles Boice, sales manager of Philadelphia Electronics; Gordon M. 
Biehl, president of both distributing firms; and Blackstone officials John Wicht, vice- 
president; P. S. Moynihan, sales manager, and Nate Lewis, factory representative. 


DISTRIBUTOR NEWS 


NORTH CAROLINA 


First Colony Distributors an- 
nounces a move to newly acquired 
headquarters at 310 S. Harrington 
St. in Raleigh, where a formal open- 
ing was held recently. Ray H. Good- 
man, Jr., is general manager. 


OHIO 


Arnold Wholesale Corp., north- 
eastern Ohio distributor with head- 
quarters in Cleveland, gets a new 
sales manager. Wylie M. Coe has 
succeeded E. C. Forster, vice-presi- 
dent. Arthur G. Kemp has been 
added to the sales staff as well. 

New sales manager of the Arnold 
Wholesale Corp. of Cleveland is Wylie 
M. Coe, according to Robert C. Hager, 
president. Mr. Coe, on the firm’s sales 
staff for the past year, and before 
that with Strong, Carlisle & Ham- 
mond Co. of Cleveland, will relieve 
E. C. Forster, vice-president, of added 
responsibilities. Arthur G. Kemp has 
been added to the sales force. He has 
been in appliance and radio sales for 
22 years, the last 12 of them spent 
with RCA Victor. 

The Ramsey-Bennett Co., 430 Hu- 
ron Rd., Cleveland, has been named 
to distribute Iceberg refrigerated 
lockers in its territory. 


OREGON 


More than 400 dealers of the Port- 
land area saw the new Philco line 
introduced by Appliance Wholesalers. 
Fred Ogilby, sales manager of Phil- 
radio division, introduced the 
radio line, and Cliff F. Bettinger, wes- 
tern division manager, handled the 
refrigerator introduction. The meet- 
ing was conducted by R. G. Master, 
vice-president and general sales man- 
ager of Appliance Wholesalers. 


cos 


PENNSYLVANIA 


Dealers from Erie and surrounding 
counties attended a luncheon held by 
the Radio Sound Corp., distributors 


SEPTEMBER |, 


for the Launderall automatic home 
laundry. A. R. Sorenson, manager of 
the Pittsburgh branch of Radio 
Sound Corp., was host. 

The appointment of Electric Prod- 
ucts, Inc., as exclusive wholesale dis- 
tributors for Motorola products in 
the Pittsburgh area has been an- 
nounced by Motorola, Inc. 

Bell-Clark & Co., 14th and Gordon 
Sts., Allentown, and the Abington 
Tractor & Implement Co., Clark Sum- 
mit, are new Iceberg refrigerated 
locker distributors. 

Emerson Radio’s first 1948 models 
were shown at an open house held 
at the Emerson Radio of Pennsyl- 
vania showrooms, 223-225 N. Broad 
St., Philadelphia, it has been an- 


nounced by A. Irving Witz, president 
of the distributing firm. 

Motorola, Inc., has announced that 
it has announced a new distributor to 
serve the Pittsburgh market. 


Electric 


TYPICAL of distributor meetings to ex- 
plain the new Bendix home laundry sa!es 
contest is this one held by Northern 
Ohio Appliance, Inc. Miss Ruth Grey 
shows dealers what they can expect f 
they win a trip to Miami, while W. 
Becker, midwestern sales manager of 
Bendix, seems almost lost in dreams of 
the happy day. 
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Products, Inc., 5929-31 Baum Blvd., 


is the recipient. 


SOUTH CAROLINA 


The Cannon Distributing Co. of 
Charleston has opened a branch office 
in Columbia, located at the firm’s 
warehouse, 917 Huger St. The com- 
pany announced plans for a general 
merchandise show in the new office 
and at a local hotel. 


TEXAS 


A. R. Parks has been named man- 
ager of the new San Antonio branch 


of Edwin Flato Co. at 315 W. Jo- 


A. R. PARKS 


sephine St. The firm distributes 
Stewart-Warner radios, among other 
lines. 

About 150 Easy washing machine 
dealers were guests of the Straus- 
Bodenheimer Co., southeast Texas 
distributors, at a sales and service 
meeting in Houston recently. 

J. J. Shea, president of Lone Star 
Wholesalers, Inc., 1911 Griffin, Dal- 
las, introduced Grant Layng, sales 
manager of the builder division of 
Bendix Home Appliances, Inc., at a 
dealer meeting held recently to give 
120 dealers and salesmen of the Dal- 
las-Fort Worth area details of the 
Bendix sales contest currently being 
carried on. 

Marlin Associates, with branches in 
Dallas and Fort Worth, has opened a 
new one at 3216 McKinney in Hous- 
ton. Ernest M. Dellinger, formerly 
with headquarters at Georgetown, has 
moved to Houston to manage the new 
branch, 

A new Dallas wholesale appliance 
firm, Rogers, Leche & Merchant, Inc., 
has opened at 301 N. Market St. 
headed by Dan D. Rogers as president; 
Miles F. Leche, vice-president; and 


Lawrence Merchant, general manager. 
The latter will handle active manage- 
ment, which he did as manager of the 
major appliance division of Graybar 
Electric Co., and will be assisted by 
Arnold H. Grote, until recently credit 
manager of the Peaslee-Gaulbert Corp. 

North Texas dealers to the number 
of 350 saw the new Philco product line 
as guests of the Southwestern Co., 
Inc., Dallas. C. E. Lindstrom and Bob 
Blodgett of Philco presented the items, 
and W. G. Medaris, president of the 
distributor, spoke. 

After 21 years of trying different 
names, the firm at 706 Crawford St., 
Houston, has decided that it wants 
to be called the Starr Electric Supply 
Co. Dave Starr heads the firm, so 
the decision followed more or less 
naturally. 

In the south Texas area, Philco 
dealers saw the new line at a meeting 
sponsored by the Crumpacker Dis- 
tributing Corp., Houston, according to 
E. L. Crumpacker, president. 


WASHINGTON 


Some 200 dealers of Harper-Meg- 
gee, Inc., met in Spokane recently to 
hear Neal Schuman of Bendix Home 
Appliances tell about his firm’s new 
sales contest. 


WISCONSIN 


Frank F. Dicker, new president and 
general manager, says that his firm has 
moved from 1012 N. Third St. to 215 
W. Kilbourn Ave. and has changed 
its name from Lerner Appliance Dis- 
tributors, Inc., to Monitor Appliance 
Distributors, Inc. Clarence Schuette 
will continue as a company executive. 

According to A. Raysson, general 
sales manager of Pressed Steel Car 

o., Inc., Taylor Electric Co., 112 N. 
Broadway, Milwaukee, has been ap- 
pointed a distributor of Presteline 
electric ranges in Wisconsin. 


CANADA 


A. S. Knapp, president of Knapp- 
Monarch Co., has announced that the 
Crown Electric Co. of Brantford, On- 
tario, has been appointed exclusive dis- 
tributor for Knapp-Monarch appli- 
ances in Canada. 

John Millen & Son, Ltd., of Mont- 
real has been made a distributor for 
Duo-Therm fuel oil furnaces. Dis- 
tribution will be handled through Elec- 
tric Appliances, Inc., a subsidiary. 


AT THEIR EASE are these guests of J. A. Walsh & Co., 


> 


Houston, Tex., distributors, 


who opened their new dealer lounge at the same time that they previewed the new 


line of Deepfreeze home freezers. 
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\. [f ADDS UP that a company 
amasses plenty of experience 


and “know-how” in manufac- 


turing appliances for more than 


a quarter of a century. ( Domin- 
ion is one of the very few who 


were in this business in the early 


’20’s ) 


AND IT SPELLS p-r-o-f-i-t to handle a 
line that is attractive, well made and well 


thought of! 


THE 


Flat Irons, 


DOMINION LINE 
Waffle 


Irons, Curling Irons, 


Heaters, Poppers, 
Hair Driers, 
Heating Pads, 


Mixers, 
Toasters, Sandwich Infra- 
Grills and Grid-A- 


Bouts, Table Stoves, 


red Lamps and Fans. 


ominion 


TRACE 


Distributed through 
reputable jobbers across the nation 


DOMINION ELECTRIC CORPORATION 


Mansfield, Ohio - 
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New $280,000,000 Market 


(Most Spectacular Development for 
the Home Since the Radio) 


Get In On The Ground Floor with Fastest 
Selling, High-Profit Item in the Field 


The most effective, economical air purifier known to 
science. Sixty-four million homes have been waiting 
for this low-cost, portable unit. 


PUROZONE attacks and eliminates odors nature’s 
way. Floods the home with fragrant, purified, moun- 


tain-like air containing 150% more oxygen. Recharges 
stale, used air with vital, health-building PUROZONE 


that actually increases vitality ... relieves hay fever 
sufferers ... helps prevent colds. 


Low initial cost and minimum operating expense 
(unit actually consumes one-half the current used in 
electric clocks) sells consumer immediately. 


NATIONAL ADVERTISING PROGRAM WILL 
TELL AND SELL THE CONSUMER FOR YOU! 


DISTRIBUTORS, JOBBERS, DEALERS 


Some PUROZONE Franchises are still available. 
particulars and merchandising plans. 


PUKOZONE company 


Send for full 


PLENTY OF MUSIC and luxurious surroundings are available to the receptionist 
in General Electric's new display rooms in the Merchandise Mart, Chicago. Total 


area of the new headquarters of the G-E electronics department is some 4,300 


square feet. 
Peterson, central district manager. 


The display area and offices are under the direction of George S. 


DEPARTMENT STORES 


3254 LINCOLN AVE. CHICAGO 13, ILLINOIS 
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Lockwood Named Radio 
Buyer at Kahn's Calif. 


Harry Lockwood has replaced Wil- 
liam Dippo as radio buyer at Kahn’s 
Department Store, Oakland, Calif., it 
was revealed recently. Mr. Lockwood 
was formerly an assistant radio buyer 
at H. C. Capwell Co. 


Gelb Resigns Abramson 
Appliance Buying Post 


Max Abramson, president of Abram- 
son’s Department Store, Flushing, L. 
I. N. Y., announced recently that 
Frank Gelb, buyer of major appliances, 
housewares, china and toys, had re- 
signed. 


Taylor Leaves Famous-Barr 
For Buyer Post at Biederman 


New buyer-manager of major appli- 
ances and radios at Biederman Fur- 
niture Co., St. Louis, is Charles Tay- 
lor, formerly of Famous-Barr Co’s. 
basement appliance department. Mr. 
Taylor succeeds Harry Packman, re- 
signed to establish his own business. 
The appliance department will be re- 
modeled and Mr. Taylor will direct 
the activities of about five specialty 
salesmen. 


Carson Pirie Scott Names 
Larson Assistant Buyer 


Carson Pirie Scott & Co., Chicago 
department store, recently announced 
the appointment of William A. Larson 
as assistant buyer of major appliances. 


Davidson Named Division 
Manager at Home Store 


The Dayton, Ohio firm, the Home 
Store, recently disclosed that Jack 
Davidson had been appointed division 
manager to merchandise appliances, 
housewares, rugs, linoleum, art, and 
draperies. Mr. Davidson was formerly 
with Adler & Childs. 


O.K. Furniture OK's 
Hodge as Appliance Buyer 

Jack R. Hodge, formerly with Har- 
bour Longmire Co., has been named 


SEPTEMBER 1, 


buyer of appliances and housewares at 
the O. K. Furniture and Rug Co., 
Oklahoma City, Okla. He succeeds 
H. W. Scott, now with the sales staff 
of Leo Maxwell, Inc., appliance and 
furniture distributors. 


Blum's Plans Modernization 
to Include Appliance Dept. 


Part of an overall expansion plan 
scheduled by Blum’s Department 
Store, Inc., Baltimore, Md., is the re- 
modeling of the entire store, including 
the appliance department. According 
to Irving Blum, treasurer, the renova- 
tion will take about three months. 


Stein Rejoins Hecht's 
as Appliance Sales Manager 


Michael M. Stein, recently released 
from the Navy, has rejoined the Hecht 
Co., Washington, D. C., as sales man- 
ager of the appliance and radio divi- 
sions. 


PASSING THEIR EXAMINATION 
with regional sales managers are the 
new ranges of the Kalamazoo Stove and 
Furnace Co., shown recently at the gen- 
eral sales conference in Michigan. Left 
to right: J. F. Bonistall, Ohio manager 
D. W. Rogers, sales promotion manager 
J. A. Colcombe, New York manager: 
and C. C. Whitcomb, vice-president 
and sales manager. 
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sarsotti Becomes Toudouze 
Appliance Dept. Manager 


Howard Barsotti, formerly with the 
yn Antonio Music Co., San Antonio, 
xas, has been named manager of 
appliance department of the A. C. 
udouze Co., San Antonio. 


Mandel Bros. Move 
Appliances Upstairs 


Mandel Bros., Chicago department 
sore, has announced that by Novem- 
her 1 all of its appliances and radios 
vill be moved to a new department on 
the second floor of the store. The com- 
pany is spending some $400,000 on 
remodernization. The floor will be 
designed to have “male appeal,” said 
leon Mandel. Radio and appliance 
departments will share about 10,000 
square feet of the available 40,000 
square feet an the floor. 


New Basement Appliance 
Dept. for Watt & Shand 


Irvin W. McCloskey, has been ap- 
pointed buyer of the new basement 
appliance department which was re- 
cently established by Watt & Shand 
department store in Lancaster, Pa. 
Appliances to be sold in the 2,000 
square feet of space include General 
Electric products, Maytag washers, 
Whirlpool washers, American sinks 
and cabinets, Rex Cole circulators, 
and five brands of radios. Mr. McClos- 
key has been a furniture salesman for 
the store for the past 18 years. Dis- 
plays include separate rooms for a 
laundry, model kitchen, freezers, re- 
irigerators and heaters. 


Straus-Frank Opens 
New Houston Plant 


Straus-Frank Co. celebrated its 77th 
birthday with the opening of its new 
streamlined building in Houston, 
Texas. With a 317-ft. frontage there 
is provided a 60-ft. display room with 
dome-shaped ceiling, modern lighting 
system and 200 ft. wall space for dis- 
play purposes. An auditorium, a lunch 
room for employees, counter sales, a 
sheet metal fabrication shop and re- 
ceiving, shipping and storage areas 
are provided. Founded in 1870 by 
Lazarus Frank, the business is now 
managed by his three sons, Robert D., 
Joe R. and Dave J. Robert D. Straus, 
executive vice-president, is manager 
of the Houston operations, Albert L. 
Seligman heads the household appli- 
ance department, and Harold J. Faller 
is manager of the Coleman heating 
appliance department. 


Mary L. Schwin Heads 
Home Center at Field's 


Mrs. Mary Lowell Schwin has been 
appointed director of the homemaker’s 
center at Marshall Field & Co., Chi- 
cago department store, according to 
announcement recently by Harold J. 
Nutting, vice president and general 
merchandise manager. Mrs. Schwin, 
who will be known professionally as 
“Mary Lowell” comes to the store 
'rom Quaker Oats Co., where she 
established and. headed their home 
economics department for four years. 


Spicer Heads Appliance 
Department at Brayton's 


The new houschold appliance de- 
partment of Brayton’s, Wickenburg, 
Ariz, department store, will be man- 
age by Raymond A. Spicer, recently 
f the U. S. Navy. 


Electric 
a Clock 


Little Chef . . . $6.95 plus tax 


If she bakes, preserves, or washes— 


She needs this 3 


Here’s the new General Electric “warning 
service” that will sell like the hot cakes it times! 


So useful, so downright necessary is this com- 
bination clock-and-30-minute-timer that wo- 
men will wonder how they ever got along 
without it! Uses? Look: 

When she bakes muffins . . . when she pre- 
serves jellies or jams . . . when she makes a 
frosting for a cake . . . when she cans by pres- 
sure cooker . . . times the cycles of her washing 
machine—this invaluable clock-timer stands 
by and buzzes: “IT’S DONE!” 

The “Little Chef” times any household task 
—up to 30 minutes. It banishes “‘pot-watch- 
ing” and “clock-watching” . . . lets a woman 
put her mind on other chores while ‘‘some- 
thing’s cooking”! 


0-minute timer! 


Oh yes! This kitchen cutie comes in gleam- 
ing white, adds sparkle to any kitchen. Order 
it, stock it, display it . . . this General Electric 
Clock will sell its head off for you! Appliance 
and Merchandise Department, General 
Electric Company, Bridgeport 2, Conn. 


The Clocks Most People Want Most! 


GENERAL ELECTRIC 
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BIG DEMAND 


FOR THESE HOME AND 
UTILITY FREEZERS! 


MEMBERS of the Inland Empire Elec- 
trical Dealers Assn. turned out en 
masse for a recent dinner in Spokane, 


Wash., at which Laurence Wray, man- : 
aging editor of ELECTRICAL MER- b 
CHANDISING, presented his views tl 
on the coming competition within the 
industry. In the smaller photo, Mr. Cc 
Wray (second from right) poses with i 
Robert L. Wilkinson, secretary of the es 
DEALERSHIPS AVAILABLE league, John F. Boothe, president, ¥ 
and Howard Emerson, associate edi- di 
SEE THE TYLER AGENT! tor of EM. tk 
eq 
The sensational demand for HARDER- by 
a CHEST Models | Freez Home and Farm Freezers has ne 
ingle Chest (12 cu. ft.) at top; ~ 
Double Chest (24 cu. ft.) above. | resulted in the decision to add a re- DEALER DOINGS of 
| stricted number of new dealers in TI 
certain territories. 00 
Large UP- | 
RIGHT It will pay you to get in touch with CALIFORNIA ville. Mr. Shapley has a background tis 
Model — ’ : of 15 years in all types of radio repairs pli 
18 cu. ft. Tyler or the Tyler Agent immediately. Underway at 6730 Sunset Blvd., and service. M. 
tio bay for The Horton-Patillo Electric Co. has be 
Cosh In On HARDER-Freez! amt, tat new 
| This up-to-the-minute line offers you an additional automotive section, in- 
| || unlimited possibilities for sales and cluding batteries and tires. iia will share the spotlight : 
| Bg || profits: Meets a universal need for with pianos in the new Appliance and pr 
| ma P € food. A 1 DELAWARE Music Center, formerly the Appliance ~ 
Small UPRIGHT | | preservation Of food. Appeals to a Vilmi Center, according to Sherman At- 
Model —9 cu. ft. . || big market—homes, farms, restaurants, A recent opening in \ ilmington wood, the new owner. The store is one ny 
ete ; was that of the new store of the Wilm- os the bright spots of Fort Lauderdale. It 
hotels, institutions, etc. Built to finest ington Auto Sales Co., 807-11 Orange =s : I 
“ee St. The modern structure, with a cal 
showroom 70x50 ft. in size, will have GEORGIA Bu 
ation. Simple, appealing design. Many Albertus Chance as its manager. The dissolution of a partnership los: 
exclusive sales features. Four models— 


UTILITY 
FREEZERS in 
Wall, Center 
Aisle and 
Chest types 


REACH-IN BOX. Ideal stor- 
age refrigerator for perish- 
ables of all kinds. 


9 to 24 cubic feet. Reasonably priced. 


Nationally Advertised 


HARDER-Freez Home and Farm Freez- 
ers are nationally advertised in such 
magazines as Better Homes and Gar- 
dens, Field and Stream, Outdoor Life, 
Country Gentleman, Farm Journal, 
Progressive Farmer, What's New In 
Home Economics, Saturday Evening 
Post, Holiday, Resorting, American 
Restaurant, and others. 


Get the full, profitable story of 
HARDER-Freez! Send coupon or 
see your Tyler Agent today! 


FLORIDA 


As the first retail store to open on 
Tallahassee’s Calhoun St. since it was 
widened, the Southern Electric Co. 
has moved into the building formerly 
occupied by the Tallahassee service 
men’s club at 116 S. Calhoun. The 
10,000 sq. ft. of space available will 
include private listening rooms for 
radios and phonographs. 

R. H. (Dick) Wanner has opened 
the Good Housekeeping Shop at 665 
Central Ave., St. Petersburg, as a 
subsidiary of Sun Motors, Inc. Mr. 
Wanner was for two years manager 
of Associated Stores, St. Petersburg, 
and for eight years held various exec- 
utive jobs with the Good Housekeep- 
ing Shop in Detroit, Mich. 

The St. Petersburg firm of Ashe- 
ville Radio Co. has moved to its new 


must be reported in the case of H. L. 
srown and J. H. Starr, who have 
been operating the Brown Starr Elec- 
tric Co. in Macon. Mr. Brown will 
operate Brown & Sons Electric Co. 
at the firm’s old location, 113 Cotton 
Ave., handling appliances and heating 
equipment. Mr. Starr will operate 
the Starr Electric Co. at 560 Second 
St., and will concentrate on contract- 
ing work. 


ILLINOIS 


The recently remodeled Schlitt’s 
Hardware Store, 422 E. Adams St., 
Springfield, was recently reopened 
for business. The firm formerly dealt 
exclusively in hardware, but has grad- 
ually expanded its lines, and now has 
additional stores in Bloomington and 
Jacksonville. 


location at 852 Central Ave. KANSAS AP 
ececesecoesceooeeeee Joe Aronson stayed at 681 Central A recent entry into the appliance shen 
Ave., St. Petersburg, for 11 years, business, though more like a re-entry, rece 

but now Joe’s Radio Co. is housed is Schnells’ Appliance Store, 8th & the 
new quarters at 610 Ninth St. N. Commercial, Atchison. The store, triby 

Rush desler information on He has a big warehouse and plenty formerly known as Chastain’s App!i- 

of parking space. ance, is under new ownership a! Co 

Linden P. Shapley’s Shapley Radio management. is 

Service is making its bow at its new Edwin P. Miller is the new man Wiel 
ADDRESS home, 1503 Hendricks Ave., Jackson- ager of the Wright Appliance Store, Black 
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510 Commercial in Atchison, succeed- 
ing Norman Gaul and Claude Higley. 

Another Kansas reopening is that of 
the Iola Home and Auto Supply store 
{ Iola, which is now doing business 
t its new location, 207 S. Washing- 
ion St. According to Irving Turley, 
manager, the new building will have 
nearly four times as much display 
space as the former one. 

The Ellis Electric Co. recently pur- 
chased the stock and equipment of the 
Hockman Radio & Electric of Ellis. 
The building was repaired and re- 
painted, 

Frank Janzen’s interest in the Home 
\ppliance Co., 120 N. Main, McPher- 
son, has gone over to his partner, Al 
Seckman, who will carry on alone, op- 
erating the store under the same name. 

Elmer Erhardt of the Erhardt Elec- 
tric Co, Ellsworth, has _ recently 
bought tite Keller Refrigeration serv- 
ice, and finding the latter’s larger 
building to his liking, has established 


the combined business in it. . 


G. F. Farrell, formerly with the 
Capital Electric Co. of Topeka, has 
joined Air Engineering, Inc., of the 
same City, as vice-president. The firm, 
headed by Paul Christensen, handles 
domestic and commercial air condi- 
tioning, heating and_ refrigeration 
equipment. 

A four-story brick building owned 
by the Inland division of Smith Engi- 
neering Co. has been taken over by the 
Blish, Mize & Silliman Hardware Co. 
of Atchison, which deals in appliances. 
The firm’s floor space now totals 216,- 
000 sq. ft. 

A recent move took the B. W. Cur- 
tis Furniture store, which handles ap- 
pliances, into a new location at 114 E. 
Madison, Iola. Here three floors will 
be available for display and storage of 
merchandise. 


LOUISIANA 


\s part of an overall expansion 
program, a bigger radio and appliance 
department has been opened by Wer- 
lein’s, New Orleans musical instru- 
ment, piano, appliance and radio store. 
It is to be found at 603 Canal St. 

Fire damaged the Magnolia Electri- 
cal Appliance Co. in the Leon Rednor 
Building in LaFayette recently. The 
loss was covered by insurance. 


A PILOT MODEL of the new Black- 
stone automatic washer is examined at a 
recent sales and service clinic held by 
the company for New York state dis- 
tributors by J. E. Peters, Blackstone ad 
manager; Sam Weinstein, City Electric 
Co., Inc., Syracuse; Sam Greenberg, Em- 
pire Distributors, Inc., Albany; and J. M. 
Wicht, vice-president and manager of 
Blackstone Corp. 
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- fuel supply is low. 


NEW HOMES-OLD HOMES 


need heating devices equipped 
with the revolutionary new 


“DETROIT” Float Valve | 


vt 


PRINCIPLE 


4 


IN DESIGN 


IN APPEARANCE 
: PERFORMANCE 


All the thousands of homes which want improved es gior | 
heating are potential markets for space heaters, water ~ ure 
heaters, ranges, furnaces, stoves, equipped with this 7 
revolutionary new “Detroit” Float Valve. The CRC 


246 is a far superior valve. 


Some of its features are: 


Connects directly to burner nipple. Eliminates tee, 
fittings, and tubing. 


Due to the position of the metering stem, approxi- 
mately in the center of the assembly, this valve can 
be tilted a reasonable amount without affecting fuel 
flow. Leveling by eye is satisfactory. This saves time 
at assembly and minimizes service calls. 


Rate of flow to burner is constant with inlet heads 
varying from 2 inches to 84 inches. Permits placing 
bottom of tank flush with top of valve and assures 
maximum heater output as long as there is fuel in tank. 
Makes possible design of heaters of less overall height 
or greater tank capacity. Eliminates "dying fire’ when 


Safety mechanism trips from level of fuel in burner 
as well as level in valve. Results in less pooling of fuel 


Fully temperature-compensated. Uniform 
in burner if fire is extinguished. 


fuel flow regardless of temperature as- 
Magnetic trip mechanism is positive. Will not trip sures full heater output at all times. 


from vibration. Smaller size—neat appearance —only 


two-thirds the size of present valves. Pro- 


Low flows are extremely accurate and consistent—a 
vides greater flexibility in heater design. 


decided advantage for low pilots on water heaters 
and furnaces. Variations in viscosity have little effect 
on fuel flow. 


Simple to service. Few parts to handle — 
job takes only a few minutes. 


DetRo IT Ju BRICATOR Co MPANY General Offices: 5900 TRUMBULL AVENUE 


DETROIT 8, MICHIGAN 


Division Amznicay Rapiator & Standard Sanitary. corporation 


Conadion Representatives — RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 


“Detroit” Heating and Refrigeratton Controls « Engine Safety Controls © Safety Float Valves and Oil Burner 
Accessories “Detreit’ Expansion Valves and Refrigeration Accessories © Stationery and Locontotive 
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THE 


Buying choice of American women... now with an added convenience 
that creates an added selling point for the famous Holliwood Electric 
Broiler. It's complete in every detail—it broils, it fries, it cooks, it 
heats. And it combines 100% functional flexibility with beauty, 
efficiency, simplicity and easy operation. 


These superior features 


sti. 


Patented “Even-Heat” Coil for over-all, 
all-at-once broiling. 


*% New Specially Designed Metal Drip 
Rack. 


This is the Holliwood way for * Well-Tree Sizzle Platter. 
broiling steaks, chops, fish. etc. r 


% Broils without smoke, muss or fuss. 


% E-Z Lock Device for removing coil unit 
for thorough cleaning. 


Non-Heat Conducting Bakelite handle 
and legs. 
| | * Safety hinge permits easy removal of top— 
4 ; locks into position when top is raised. 


*%Two-Heat Control for desired broiling. 


This is the Holliwood way for 
g@rillina or frying eaas, bacon, 
pancakes, hamburgers, etc. 


% Beautifully finished Cast Aluminum with 
rich hammered effect. 

* and HOW... an extra Grill Plate 
that fits easily over prongs on lid. 


Aggressively advertised in leading national 
publications. Tie in now by requesting 
new Holliwood display materials and 
booklets from your distributor. 


This is the Holliwood way for 
heating canapes, ham slices, etc. 


FINDERS MFG. CO., 3669 S. MICHIGAN AVE., CHICAGO 15 


HOUSEWARES SHOW, ATLANTIC C 


yisiT US at BOOTH 587, 
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KITCHEN CONFAB: "In the Kelvinator Kitchen,” said to be the first regular tele- 


vision program in the appliance field, drew a galaxy of bigwigs for its premiere 


on May 7, over NBC stations. 


Left to right: H. W. Newell, Geyer, Newell & 


Ganger, Inc., Kelvinator ad agency; Alma Kitchell, star of the show; Charles J. 
Coward, Kelvinator director of advertising and sales promotion; and Keith Saunders, 


New York zone manager for the company. 


MISSISSIPPI 


Gray’s Radio & Appliance Co. 
serves notice that it has moved to 
814 21st Ave. in Meridian, across the 
street from the Ford Motor Co. 


NEBRASKA 


After 18 years in the same location, 
the Allied Electric Co. of Lincoln re- 
cently moved to a new location at 
214 S. 13th St., where a grand open- 
ing has been held. 


NEW YORK 


Finer’s, who operate an appliance 
store in Carthage, have opened a new 
appliance outlet on State St. in Low- 
ville. 

Times Square Stores has opened its 
newly enlarged “Dream Store” at 
Coney Island Ave. near Kings High- 
way in Queens. 

Michael Tobin, a well-known fig- 
ure in the appliance business, has 
been made sales manager for Winn’s, 
Inc., 119 Genesee St., Utica. 

One of Buffalo's oldest hardware 
and appliance firms, the John Hen- 
rich Co., Inc., 422-428 William St., 
is completing a $15,000 modernization 
and alteration program to increase its 
sales space. Louis Henrich is presi- 
dent and treasurer, and Ralph E. 
Henrich is vice-president and secre- 
tary of the firm, which is doing busi- 
ness at an annual rate of $1,000,000 
in sales. 

The Omel Furniture Co., veterans in 
the furniture and appliance business at 
194 W. Mohawk St., Buffalo, have 
opened a branch store at 200-204 
Niagara St., Niagara Falls, N. Y. 


NORTH CAROLINA 


Albert Levine is now a member of 
the firm which has been known as 
Heilig & Myers, and so the name 
has been changed to Heilig-Levine of 
Raleigh, Inc. Mr. Levine continues 
as manager of the Raleigh store, one 


SEPTEMBER 1, 


of three company outlets. Heilig- 
Levine handles home furnishings. 

Johnson-Lambe Co. of Raleigh an- 
nounces the association of John D. 
Findlay with the store, to head the 
appliance department and take a hand 
in sporting goods. The firm, located 
at 116-118 S. Salisbury St., plans en- 
largement and remodeling of facili- 
ties. 

Jack Huff has joined the sales or- 
ganization of Reusing’s, appliance 


JACK HUFF 


dealers at 34 Battery Park Ave., Ashe- 
ville, N. C. 


OHIO 


A shift from its Bancroft St. loca- 
tion has been made known by the 
Buckeye Appliance and Sports Equip- 
ment Co. of Toledo. It has gone into 
a four-story building at 21 Summit St., 
where it held open house for dealers 
in Ohio, Michigan, Indiana and West 
Virginia. Louis J. Archambeau, with 
the two-year-old firm from the be 
ginning, is now vice-president and 
general manager, says Carl F. Wis 
senberger, president. 


OREGON 


Established in 1945, the Mille: 
Appliance Co. of Portland has already 
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For America’s DeLuxe Refrigerator Market 


COOLERATOR 


<panded its quarters. Last year Mr. | 
\filler bought property on the corner | 
Union and Fremont, which has now | 
heen remodeled with a model kitchen, 
ome laundry section, and a modern 
ervice department in the basement. 

\ recent expansion by Newman's | 
Radio store in Portland gives the firm 
four times the floor space of the 
revious quarters. The new place of 
business is at SE 20th Ave. and Powell 
Blvd. 

Display rooms on the second floor, 
lirected to pedestrians and tenants of 
the buildings opposite, are a feature of 
the recently expanded appliance and 
radio department of Portland’s Weis- 
ield & Goldberg Co., who have taken 
over the entire second floor of the 
Wilcox building. 

Recent addition to Portland’s retail 
section is the J. M. Harder Appli- 


RETAIL 


8 CU. FT. SIZE 


WITH 40-LB, BUILT-IN FROZEN FOOD LOCKER 


sa ance Co.’s new store. J. M. Harder 
is owner and president of the firm, 
with Lee Rapp manager of the appli- 
ance department. 
le- 
re SOUTH CAROLINA 
[he interest of A. Y. Cartwright Jr., 
J. 
es in the Firestone Home and Auto Sup- 
. ply store in York has been purchased 
by Mrs. Emma Nivens Coleman. She 
and her husband, H. Porter Coleman, 
will own the store jointly, and he will 
continue to manage the concern. 
TENNESSEE 
New manager of the J. H. Overby 
Appliance Co., 1117 Hixson Rd., Chat- 
ig- tanooga, is Rufus Donaldson, formerly 2 
with Modern Home Appliances. The ; 
an- firm carries Hotpoint, Philco, Thor, , 
D. Launderall, G-E and Sunbeam prod- 
the ucts, 
and \ new store has been opened at 
ted 1688 Lamar in Memphis by L. Pop- 
en- penheimer—“plumbing, heating, appli- 
“ili- neces, hardware.” 
TEXAS 
ince 
Radio Hospital, Inc., has opened its 
newly remodeled store at the corner 
ot Harwood and Bryan in Dallas. . ° 
anaes Embodying ALL These Refrigerator Advancements 
and Corpus Christi, have opened a You'd Expect in the Most Expensive Postwar Model! 
branch in the Heights suburban sec- 
tion of Houston, according to How- 1. 40-LB. BUILT-IN FROZEN FOOD LOCKER— Actually 6. INTERCHANGEABLE SLIDING STAINLESS-STEEL 
ard Terry, Houst< wir space for 40 lbs. of frozen foods without remov- SHELVES — Genuine stainless steel shelves (ab- 
erry, uston manager. David 
H. Swain, sales representative, has ing or disturbing any of your ice cube trays. solutely rust-proof). Change to any arrangement ; 
been named manager of the new store. 2. FLAVOR SAVER PRINCIPLE—a new conception of desired. ; 
Others on the staff are H. J. Shaid, home refrigeration, providing the correct tem- 7, MORE SPACE FOR TALL BOTTLES AND JUGS— ; 
Glenn J. Morris, Roger E. Wolfe, perature and humidity to keep all types of food Another advantage of the flexible shelf arrange- 
Bob Weishaupt and Finis Cross. fresh and tasty. Powered by Coolerator’s ment. Ideal for large melons, gallon bottles, etc. 
A large and modern appliance sec- Econ-O-Mizer”’ compact freezing unit. *T.M. Reg. U.S. Pat. Off. 
tion has been opened in the new Zaless 3. PLENTY OF MEAT STORAGE SPACE—both in the 
Jewelry Store at 1606 Main St. in freezing compartment and in the special chilling 
Dallas. shelf directly underneath. 
Western Auto Stores will open two 4. MORE EASILY-REMOVED ICE CUBES — Five big ” 
. new stores in Houston, featuring ap- quick-release ice trays. Freezes 70 cubes (10 Ibs. ‘ 
_ pliance departments—one at 8602 of ice). Ejects two or 14 cubes as desired. 
Humble Rd. and the other in the 5. 2 BIG FRESH-VEGETABLE CRISP-O-LATORS—for all 
Houston Heights section. They will fresh fruits and vegetables and foods requiring 
be Stores number 7 and 8. higher humidity (50 degrees or more). . Duluth 1, Minnesota 
Selling by MANUFACTURERS OF ELECTRIC AND CONVERTIBLE ICE-TO-ELECTRIC REFRIGERATORS, HOME AND FARM FREEZERS 
the COOLERATOR DISTRIBUTORS THROUGHOUT UNITED STATES AND CANADA 
quip- . ~ " AKRON, OHIO Cleveland Radiolectric Co FARGO, N. DAK... Fargo Glass & Paint Co T. LOUIS, MO Stanley Distributing Company 
der the arrangement, customers may | — 
into telephone for appointments to inspect ATLANTA, GA The Yancy Co.. Inc. HUNTINGTON, W. VA Van Zandt Supply Co. SAN ANTONIO, TEXAS General Appliance Company 
t St, merchandise at any hour convenient to BANGOR, MAINE Cothin & Wimple JACKSONVILLE, FLA Consolidated Automotive Co. SAVANNAM. Os. 
alers he se : : BILLINGS, MONT Parker-Montana Com KANSAS CITY, MO Enterprise Wholesale, | CHENECTADY, N.Y LeValiey, McLeod, Kinkaid, Inc. 
West them, and a salesman is detailed to | BINGHAMTON, NY Southern Tver Electrical Supply KNOXVILLE, TENN CM. McClung & Company EATTLE, WASH eval Seattle Radio Supply, Inc 
handle the call. BIRMINGHAM, ALA McDavid Co., Inc LITTLE ROCK, ARK Gunn Distributing Co., Inc 1OUX FALLS, S. DAK G. W. Onthank Company 
with BOSTON, MASS Bigelow & Dowse Company LOS ANGELES, CALIF Sues, Young & Brown Co., Inc POKANE, WA Prudential Distributors, Inc. 
BUFFALO, N HD. Tavior Company LOUISVILLE, KY Ewald Distributing Co PRINGFIELD, MASS. The Burden-Bryant Co., Inc. 
. be BURLINGTON, VT J. S. George Supply Co MEMPHIS, TENN Mississippi Valley Furniture Co YRACUSE, N.Y. Paul Jeffrey Company 
, WISCONSIN CANTON, OHIO Cleveland Radiolectric Co. MILWAUKEE, WISC Taylor Electric Co OLEDO, OHIO Walding, Kinnan & Marvin 
and CHARLOTTE, N.C Southern Radio Corporation NASHVILLE, TENN Keith-Simmons Co., Inc. ICA, N.Y Horrocks- Ibbotson Company 
> \fter three years of operating the q ulman Company t q! Modern Appliance & Supply Co ASHI i tlantic Appliance Dist. 
CINCINNATI, OHIO Ohio Appli , Inc. NEW YORK,NY W. May © WILKES-BARRE, PA ile-Jacobs & C 
M irray Electric Co at Mineral Point CLEVELAND, OHIO NEW YORK—EXPORT WILLHAR, MINN 
pont - ‘ ’ | COLUMBUS, OHIO Ohio Appliances, inc OKLAHOMA CITY, OKLA Jenkins Wholesale Division YOUNGSTOWN, OHIO Cleveland Radiolectric Company 
| nthank Compan - Lewis Electri Limi 
Nave opened the Point Electric Co. in | DAYTON, OHIO Ohio Appliances, me PHOENIX, ARIZ . Albert Mathias Co EDMONTON, ALBERTA Metals, Limited 
t} 2 s R, CO The Parker Company PITTSBURGH, PA J. A. Williams Co. MONTREAL, QUEBEC Frank, Levasseur & Co., Ltd. 
same city. They will act as the | DES MOINES, OWA Onthank Company PORTLAND, ORE Supply NEW WESTHINSTER, B.C... Associated Distributors, Ltd. 
MP lepublic Sui compan ' lect INA, SASK t, Ltd. 
Mille: agency for the Hotpoint and Sparton |  puLUTH' MINN $8 S. Distributing Co. RAPID CITY, S. DAK Hill's Gas & Appliance Co TORONTO, ONTARIO Bailey Industries, Ltd. 
ready lines in their localit ; & TE Albert Mathias Company RICHMOND, Wyatt-Cornick, Inc VANCOUVER, B.C. Associated Dist., Ltd. 
y. ELMIRA, N.Y Southern Tier Electrical Supply ROCHESTER, N.Y Bickford Brothers Co WINNIPEG, MANITOBA Consolidated Ind., Ltd. 
ING 
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THE NEW 


MARQUETTE 


com ef serve Freezers 


Another addition to the Marquette Line 


Now, the famous Marquette Home Freezers have been 
designed for displaying and merchandising Frozen Foods. 
Marquette Self-Serve Freezers have crystal clear Plexiglass 
sliding doors. Plexiglass, the new wonder plastic, is non- 
breakable, non-inflammable and clear as glass. Excellent 
visibility for fast selling display of all Frozen Foods. Plexi- 
glass sliding doors operating in stainless steel channels prevents 
loss of freezing cold . and gives customers quick, easy 
access to Frozen Foods. 

Marquette Self-Serve Freezers are available in both Eight 
and Sixteen cubic foot models. Ideal for frozen food and 
delicatessen stores, grocery and meat markets, ice cream 
parlors .. . in fact wherever Frozen Foods are merchandised. 

Sell Marquette’s Complete Line 

All Marquette Freezers are Designed to Attract, Priced to 
Sell and Engineered for Efficiency. Beautifully Styled Mar- 
quette Freezers are truly dependable. Scientific Thermo- 
Breaker for positive, airtight seal and efficient operation. 
Cabinets are Heavily Insulated and Hermetically Sealed. 
Marquette Freezers are designed for Fast Freezing as well as 
Storage. Marquette is now making Immediate Deliveries! 
Set yourself for a profitable Marquette Dealership . . go 
Forward with Marquette... Write or wire Today! 


MARQUETTE APPLIANCES, Inc. 


MINNEAPOLIS 14, MINNESOTA 
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® UNIVERSAL 


POINT-O-SALES — that is what Landers, Frary & Clark call their new promotional 


program for their dealers. This is one of 


their major appliance displays. 


NEW LITERATURE 
AND DEALER HELPS 


Landers, Frary & Clark 


To assist its maior appliance dealers 
in meeting the difficult period of transi- 
tion from a sellers’ to a buyers’ market, 
Landers, Frary & Clark has developed 
“Point O’ Sales” promotional program 
to center around seasonal promotional 
needs properly timed for the announce- 
ment of new merchandise. Dealers par- 
ticipating in any one division of the 
major appliance promotion, which has 
been carefully designed for top flight 
dealer identification of Universal’s elec- 
tric range and water heater division, 
home laundry and home cleaning equip- 
ment division will be given a free bonus 
of a brilliantly illuminated Drama-lite 
display with a genuine Victor Keppler 
full color product portrait in the new 
drama-lite technique, or a giant over- 
all merchandising display 134 feet wide 
and 86 inches high to display appliances 
in all three major divisions. Created by 
W. J. Cashman, director of advertising 
and promotion at Landers, Frary & 
Clark, the “Point-O-Sales” program is 
designed to assist dealers in year round 
sale of Universal appliances. Promo- 
tion materials of the laundry equipment 
division include four full size, full color 
lithographed floor displays, 4 sets col- 
orful 5-piece window trim; 1 plastic 
mounted display card; 2 giant size dis- 
play banners; 1 blow-up line announce- 
ment poster, 1 blow-up ad reprint 
poster from LIFE magazine; 3 wash- 
er-ironer catalogs; 50 laundry equip- 
ment line folders; 1 two speed washer 
demonstration unit, ready to print ad 
mats and 4 washer-line newstype 


broadsides. 


In the range and water heater divi- 
sion, materials include; four full size, 
full color floor displays; 4 sets colorful 
dramatic 5-piece window trim; 1 blow- 
up line announcement giant poster; 1 
giant ad reprint poster, 3 range catalogs 
and 3 water heater catalogs; 50 range 
line folders; 50 Bantam range folders; 
50 water heater folders; 1 surface unit 
demonstration piece; ready-to-print ad 
mats, four range line newstype broad- 
sides ; 1 plastic mounted display card. 

The cleaner material includes: one 
full size lithographed floor display; 1 
set 5-piece window trim; 1 metal tank 
cleaner permanent display stand; 1 
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metal upright cleaner permanent dis 
play stand; 1 blow-up line announce- 
ment poster; 3 cleaning equipment line 
folders; leatherette case with demon- 
stration materials; ready to print ad 
mats and four cleaner equipment lin 
newstype broadsides. 


A re-use package and a counter dis- 
play will appear in August when Gen- 
eral Electric’s new line of heating pads 
hits the field, according to Earl Nor- 
ling, sales manager of the Company’s 
heating pad section, Bridgeport, Conn 
Cylindrical in shape and small enough 
—only 124 inches high and 43 inches in 
diameter—the Kraft-lined container has 
a metal bottom and top and is sturdily 
constructed not only for the protection 
of the rolled-heating pad, but for long 
use as a knitting bag. To display their 
new package to the greatest advantage, 
the designers conceived a counter and 
window display in the form of a gaily 
colored “carousel” which exploits the 
all-round visibility of the cartons i 
one-third the space taken by ordinary 
displays. 


“te 
2 


General Electric Co. 


CAROUSEL! Gaily colored counter anc 
window display of General Electric's new 
electric heating pad. Container can be 
used for knitting bag. 
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HOW IT WORKS: Portable heater counter display for Electromode wholesalers 
and dealers, includes a working skeleton model and display card in 3 colors. Both 
are part of |4-piece complimentary dealer kit. 


Electromode Corp. 


“Plan for Perfect Heating” is the 
title of a new 24-page consumer booklet 
now being distributed by Electromode 
Corp., Rochester, N. Y., makers of all- 
electric heaters for homes, industries 
and farms. Containing architects’ draw- 
ings, floor plans and interior photos, 
the booklet describes the benefits of 
electrical home heating and shows how 
Electromode portable and Built-in- 
Wall heaters may be used for occas- 
ional warmth; as auxiliaries to the cen- 
tral heating system; and for all-around 
home heating in areas where electric 
power rates permit. Printed on the 
hooklet’s inside fron® cover is a letter 
from the company which may be “per- 
sonalized” by writing in the name of 
each prospect to whom a copy is sent. 
\ business reply card is included, to 
facilitate inquiries for further informa- 
tion about the heaters. 

A sample copy of the booklet is in- 
cluded in a 14-piece dealer aid kit 
offered free to all Electromode retail- 
ers. The dealer kit also contains a sell- 
ing guide booklet for retail clerks, 
counter and window display material, a 
variety of direct mail folders and bul- 
letins, radio spot announcements and 
dealer newspaper ads. Handout copies 
will be made available at bulk rates to 
Electromode’s wholesalers and dealers. 


TWO IN ONE. Counter display for Mon- 
itor dual purpose steam irons, incorporat- 
ing the Monitor all-metal ironing board. 
Pocket on right is sized to hold a four- 
pege descriptive leaflet. 
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Executone, Inc. 


“How to Solve Communication 
Problems” is the title of a new booklet 
announced by Executone, Inc., 415 
Lexington Ave., New York 17, N. Y. 
It shows how to stop time-wasting leg 
work of key personnel, how top men 
need not lose time waiting for assist- 
ants to bring information and reports, 
and how to cut the time-loss when try- 
ing to clear inside calls through busy 
switchboards. Copies may be had free 
by writing on your letter head to Exe- 
cutone, Inc., manufacturers of elec- 
tronic intercom and plant broadcasting 
systems. 


Kalamazoo Stove & Furnace Co. 


“A Cook’s Tour of Your New Kala- 
mazoo,” recently off the press, is a new 
experiment in instruction manuals, pub- 
lished by the Kalamazoo Stove & Fur- 
nace Co., Kalamazoo, Mich. Kalama- 
zoo believed that the usual dry-as-dust, 
list-like instructions that come with gas 
or electric ranges are ordinarily “put 
away to be read later,” with the conse- 
quence that the housewife never really 
takes advantage of the construction fea- 
tures of her new product and sometimes 
actually doesn’t even learn to operate 
all the conveniences. So this book was 
devised to intrigue the housewife into 
reading necessary instructions by inter- 
spersing cooking hints, hot weather 
shortcuts, baking check lists with the 
sterner stuff of how to remove burner 
heads or when to have the gas flame ad- 
justed. For anyone with a _ specific 
problem, there’s a convenient reference 
index at the front. 


Westinghouse Electric Corp. 


A new reference manual on modern 
electric household refrigeration and 
home freezing has just been announced 
by the Home Economics Institute, 
Westinghouse Electric Corp., Mans- 
field, O. This 29-page booklet contains 
five sections as follows: Why we 
must have refrigeration; modern elec- 
tric household refrigeration, how it 
operates, how it is used; home freezers 
and their use; care of household refrig- 
erators and home freezers; refrigera- 
tion beyond the home. 


1947 


Appliance Dealers 
Look for 


when motor-driven 
appliances are 
equipped with 


MOTORS 


Home appliances are 


easier to sell when 
equipped with Lamb 


Small series universal Electric motors be- 


motor parts specially de- 
signed for food-mixers 


cause customers know 
and sewing machines. 


this name is their as- 
surance of thoroughly 
dependable motor 
operation. 


The good turn-over of 
Lamb Electric motor- 


driven appliances is 


Compactly designed tur- one of the reasons 
bine . . . driven by a high- 


particularly adaptable to 


cannister type vacuum dealers them. 


bia: THE LAMB ELECTRIC COMPANY 


fe KENT, OHIO 


Light-weight universal 
motor specially designed 
for portable devices. 


Lamb 


FRACTIONAL HORSEPOWER 


PAGE 223 


ELECTROMOOE 
SAFEST and BEST NS SS | 
| 
| 
| | 
| 
e 
d 
| AF 
is 
in 
las 
| 
ily 
ng 
ge, 
wd 
ily a 
ary 
| 
| 
A 
MONITOR | 
a DEVE: a> 


~ 


Both of these two smart new irons give your customers all 
three — Beauty, Durability, Performance. The famed All-purpose 
Durabilt Folding Iron with a new streamlined maroon plastic handle 
and matching cord set is quick to catch your customers’ eyes. They'll 
like the perfect balance, too, of the rich gleaming chrome and 
black Durabilt Model 10. 


Durability is the keynote of these two new irons. The Folding 
iron is equipped with the strongest handle ever built and both 
irons will absorb more than ordinary abuse. Simplicity of parts 
and rugged construction, yet lightest 
weight make these irons live up to their 
name — Durabilt. 


Unmatched in performance, Durabilts 
provide heat where it is needed — at the 
sole plate, and in just 30 seconds! Precise 
heat control with no over-shoot assures 
perfect ironing at all times. 


WINSTED HARDWARE MANUFACTURING COMPANY, WINSTED, CONNECTICUT 


URABILT |RON 
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EXPERT RADIO 


THAT "COME-HITHER" LOOK adorns a new series of large service posters de- 
signed for radio dealer's stores by RCA Tube Dept. 


NEW LITERATURE 
AND DEALER HELPS 


Radio Corp. of America 
RCA Victor Div. 


The Tube Dept. of Radio Corp: of 
\merica has just brought out a revised 
edition of the “Quick-Reference Chart 
on Miniature Tubes”. Covering RCA’s 
line of 48 miniature types to date, this 
new edition features a functional classi- 
fication of the various types; repre- 
sentative tube illustrations ; and charted 
fundamental data, characteristics, text 
description, as well as socket-connec- 
tion diagrams for each type. A copy 
of the chart, Form MNT-30A, may be 
obtained from the Commercial En- 
vineering, Tube Dept., Radio Corp. of 
America, Harrison, N. J. 

Some frequently asked questions 
about television are answered in 
“What's Your Television I.Q.?”, a new 
16-page booklet prepared by the RCA 
Victor Home Instrument Advertising 
Dept., Camden, N. J., for distribution 
to consumers through franchised RCA 
Victor television dealers. The two- 
color, pocket-size brochure covers ques- 
tions under the general headings of 
“What Is Television?”, “What It 
Costs,” “About Television Pictures,” 
“Your Radio vs a Television Set,” 
“Facts About Television Programs,” 
“About Television Stations and Net- 
works,” “Installing a Television Set,” 
“On Tuning a Television Set,” and 
“Why You'll Want to: Buy Now”. 
Space is provided on the back for 
dealer imprints. 


Mullins Mfg. Corp. 


Pointing out that the kitchen sink is 
one of the most important plumbing 
units in the house, Mullins Mfg. Corp., 
Warren, O., has printed a booklet on 
“General Plumbing Code Require- 
ments” for Youngstown Kitchen deal- 
ers. Included are discussions on the 
sanitation features of Youngstown 
Kitchenaider cabinet sinks, the reasons 
for plumbing codes, and plumbing 
terms which every dealer should know. 
Sketches showing plumbing connec- 
tions are also included in the booklet. 


Stewart-Warner Corp. 


The story of FM radio transmission 
is told simply and briefly in a new 
booklet now being distributed by the 
radio ‘division of Stewart-Warner 
Corp. to all FM broadcasting stations 


as well as Stewart-Warner radio dis- 
tributors. The booklet explains that 
many people are confused as to just 
what FM means to them in terms of 
increased radio enjoyment. It then 
proceeds to give a simple, .straight- 
iorward summary of the advantages 
and disadvantages of FM. 


Westinghouse Electric Corp. 


Data for architects and builders who 
wish to incorporate planned laundry 
centers in new and existing apartment 
houses and other types of multiple 
dwellings is offered in a new booklet 
issued by the Westinghouse Electric 
Appliance Div., eand ALD, Ince., 
formerly Automatic Laundry Dis- 
tributor, Inc. The new 8-page booklet 
contains tables showing space require- 
ments, and hot water, electric and gas 
loads for installing Laundromat-equip- 
ped laundries in apartment houses of 
various sizes and types. Ventilation 
requirements for clothes dryers are 
also discussed. Copies may be had 
irom Westinghouse Electric Appliance 
Div., Mansfield, O. 

From Westinghouse’s Home Radio 
Div., at Sunbury, Pa., comes an an- 
nouncement of supplement No. 3 to the 
Radio Service Notes on models H-104, 
H-105, H-107 and H-108, and the first 
Service Notes on Model H-148. 


WHAT IT CAN HOLD. Westinghouse 
Two-Temp refrigerator dealers will be 
provided with this nine color poster, giv- 
ing a graphic picture of the food storage 
capacity of the seven cubic foot model. 
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Women's Magazines 


McCall's 


In August McCall's, Eleanor Cook 
is the beautiful model that demon- 
trates Elizabeth Sweeney’s article 
‘You Can Enjoy Ironing” with the 
oper equipment; that is—an ironing 
ward of proper height for sit-down- 
roning and a fan nearby to help in 
turning out dresses, ruffles, slips, shorts 
and flatwork out in assembly-line style 
vithout stress or strain on the nerves. 
The big secret seems to be proper 
posture and the right equipment. 

“Beat and Blend the Easy Way” is 
another Elizabeth Sweeney article 
showing the various uses to which 
light-weight mixer beaters and liquidi- 
zers or blenders can be put for hot 
weather menus. 


Ladies’ Home Jourral 


In “Parish Project” Gladys Taber 
tells how the Journal took on the job 
of remodelling a rectory kitchen that 
had its last renovation job 25 years 
ago. The then and now photographs 
are really worth comparison. 


Woman's Home Companion 


“It's Smooth Going with The New 
lroners” according to Elizabeth Bever- 
idge in the August issue of the Com- 
panion. “They're easy to operate and 
have many new safeguards and con- 
veniences,” she says. 


Good Housekeeping 


“How to Fight an August Insect” 
by Helen W. Kendall, lists the vacuum 
cleaner attachment as the simplest 
method for moth control. 


Better Homes & Gardens 


Ida Ruth Younkin demonstrates 
some new uses for small appliances in 
a spread entitled “Plug-In Appliances 
ior Lazy Summer Meals.” The table 
grill, the broiler, toaster, roaster, 
rangette and table stove, all come in 
for interesting play, in August Better 
Homes. 


House Beautiful 


August House Beautiful has three 
pages on the editorially neglected, but 
important kitchen accessory — the 
kitchen ventilator. “With the Right 
Ventilator Your Kitchen Can Be 
Clean, Cool and Comfortable” is the 
title of the article, by Charlotte Eaton 
Conway. 


House & Gardens 


A cantilevered house is described in 
\ugust House & Gardens and needless 
to say the latest in laundry equipment, 
a complete electric kitchen, fluorescent 
lighting and radiant heating are among 
the outstanding features. A core for 
mechanical equipment—furnace, water 
heater, controls and switches, is also 
listed as important new equipment. 

“Why Not Make Your Kitchen In- 
viting and Efficient?” is the title of 
another article in the same issue, show- 
ing a kitchen scientifically designed 
labor and time-saving-wise, and at the 
same time attractive enough for the 
life of the house to pivot about it. 


American Home 


“Shore Dinner at Home” by Edith 
Ramsey in August American Home, 
outlines a new and tempting use for 
the electric roaster—a clambake com- 
plete with lobsters, clams and sea- 
weed, right in your own home. 


Family Circle 


“Table Broilers, Portable Roasters 
and Sandwich Grills”’—what they are, 
how to use them, and what they will 
do, is the subject of a spread by Grace 
White in August Family Circle. 


Parents’ 


“What Are Detergents?” by Elea- 
nor Ahern explains the meaning of 
the word, the types of detergents there 
are on the market, and there uses, in 
Parents’ for August. 

Maxine Livingstone, in the same is- 
sue says “Pressure Pans Have Per- 
sonality” and outlines in picture «and 
caption method the merits and value of 
the various pressure pans on the mar- 
ket. And in “Refrigerator Roll Call” 
Mrs. Livingstone shows twelve re- 
frigerators and lists their outstanding 
features. 

Martha Stewart Tupper, in “You, 
Too, Can Make Smooth Frozen Des- 
serts in Your Refrigerator” explains 
the simplicity with which sherbets, ice 
cream and other frozen desserts are 
made in a refrigerator. 


Farm Journal 


When the thermometer soars elec- 
trical appliances are the answer ac- 
cording to the article in August Farm 
Journal's “Beat the Heat”. 


Successful Farming 


“We Hired Electricity to Work... 
not just make living more comfort- 
able” says Farmer Hartwig of Deni- 
son, Iowa in telling how the wires over 
his farm bring in cash as well as cur- 
rent, in August Successful Farming. 


Video Service Policy 
Announced by Emerson 


With the formation of the Emerson 
Television Service Corp., a $60 instal- 
lation and service policy for Emerson 
Radio and Phonograph Corp. home 
television receivers has been put into 
effect. The plan, as explained by Dor- 
man D. Israel, vice-president in charge 
of engineering and production, calls 
for the servicing of all Emerson sets, 
at the outset, by the new subsidiary. 
Mr. Israel added that the organization 
is meant to service Emerson video 
receivers direct from the factory until 
the trade itself has had time to set up 
its own service units. 

When an Emerson television set is 
delivered, the service corporation will 
issue an “Emerson Television Owner’s 
Service Contract,” which assumes all 
responsibilities, including installation 
of antenna, and receiver, and the serv- 
icing of both for one year, at a cost 
of $60 to the owner. When a dealer 
sells and delivers a set, he notifies his 
distributor, who initiates the request 
on the service corporation for the in- 
stallation. 
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WEST COAST 
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So easy to handle a 
little girl can use it 
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FLOOROMATIC, ine. 
780 E. 134th St. © New York, N.Y. © JE 7-6941 


Still 


Some Exclusive Territories Open. Distributors Send Full Particulars 
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TRILMONT 
PUTS THE HEAT ON 


TO GET YOU GREATER 
HEATER VOLUME! 


SWITCH SHOWN “f M oO R t 
TO SELL...AT 


ACTUAL SIZE 


No Increase in Price! 


Yes, something NEW has been added 
to America’s No. 1 Heater, at no addi- 


lows tional cost to you or your customers! 
Tiny neon lamp ae It’s the new TRILMONT Safety Cord 
when heater 15 On Switch ...a regular $1.95 retail value 
current DY . . a sensational new convenience, econ- 


user to turn 


safety fez e 
anen no longer 0 omy and safety feature that means 


greater value for your customers, greater 
sales and profits for YOU! Sure-fire com- 
bination with the famous TRILMONT 
Safety* Electric Heater... America’s 
fastest-selling heater in its price class! 
Order your 1948 TRILMONT Heaters 
now. Write today for the name of your 
nearest distributor! 


if RETAIL Includes Federal Tax and Detachable 
$3300 
. PRICE Cord Set with HEAVY-DUTY Switch 
For additional 
tion on switch, write 


Bulletin L-15. 


95¢ Extra in Western Zone, Ivory or 
Brown Baked Enamel. Model A, 1200 
Watts. Model AA,1320 Watts. A.C. or D.C. 


"Winner, Lewis & Conger First Annual Home Safety Award 


TRILMONT PRODUCTS CO., 24th & Walnut, Phila. 3, Pa. 
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EXECUTIVE INTEREST in Hotpoint's dishwasher is manifested by a group of 
General Electric vice-presidents who recently made a tour of the company's affiliates. 
Left to right: W. O. Batchelder, O. F. Haas, C. J. Hendon, host L. C. Truesdell, W. H. 
Milton, and L. Jennings. 


ANTICIPATION held this crowd in front of the Water Queen Co. booth at the 
Syracuse Better Homes Exposition. Not only were the onlookers interested in water 
softeners, but also in the academic question of whether model Jeanne Cambron 
wore a strapless bathing suit. She did. Miss Cambron has taken as many as 72 
consecutive baths in 18 days to demonstrate the efficiency of the water softener. 


INTERNATIONAL merchandising plans of the Silex Co. were discussed recently 
at the home office in Hartford, Conn., by (left to right) Earl Barker, Pacific Coast 
regional manager; L. H. Duncan, manager of the Silex Co., Ltd., Canada: Jack 
Hoyle, Silex Household Prods. Co., Ltd., England; Frank Woilcott, Silex president. 
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OPENING a recent three-day sales meeting in Chicago were these executives of 
the Hurley Machine Division, Electric Household Utilities Corp. Left to right: 
Owen Nugent, vice-president; John R. Hurley, president; and E. N. Hurley, chairman 
of the board. 


a 


SUBWAY SUNLIGHT: Through the enterprise of Sylvania Electric Products, Inc., 
subway stations in the year 1950 will be as brightly illuminated as this drawing. 
General overhead illumination will come from long, slim fluorescent tubes. Accord- 
ing to Sylvania's dream artist, there will even be lights over the benches to facilitate 
reading. 


NEW MIAMI service branch for Schick shavers features comfortable chairs at invit- 
ing desks. The branch, recently opened, repairs all shavers within 24 hours and is 
managed by Ralph Howell. 
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. . « Works better 
IN ANY OUTLET! 


It’s the shape and independent action of 
each blade in a Spring-Action plug that 
assures positive contact at all times. 
No more tampering with blades to 
make them fit worn outlets. No more 
worry about product failure or poor 
performance due to faulty contact. 


That’s why the original Spring-Action 
plugs—over 300 million now in use— 
are still the best plugs on the market. 
They are standard for thousands of 
electrical manufacturers, contractors 
and maintenance men throughout the 
world. There’s a Spring-Action plug in 
rubber or plastic for every purpose. 


For dependable, positive contact, stand- 
ardize on Spring-Action plugs. 


WRITE FOR LITERATURE 


Manufactured exclusivel 


ATTACHMENT PLUGS 


REPLACEMENT 
PLUGS 


ASSEMBLY PLUGS 


“CORD-CLAMP”’ 


Chicago Office: 626 w. Blvd. 
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ALLIED ELECTRIC PRODUCTS Inc. 
G 


C HECK the features emphasized 
here, and you'll see why Signal 
Kitchen Vent Fans are popular with 
the trade and customers alike .. . 
features that all point to more sales 
. . @ quality product popularly 
priced to actually meet the de- 
mand for a kitchen necessity .. . 
an item needed the year ‘round. 


Beside the features shown here, 
opening and closing of the door 
with the handle starts and stops the 
motor—and opens and closes the 
shutters. 


Find out more about Signal 
Kitchen Vent Fans. Write for 
catalog information now! 


CAN BE INSTALLED © 
SIGNAL ELECTRIC MFG. CO. 


Offices in all principal cities 
MENOMINEE, MICHIGAN 
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$1,000,000 WORTH of steel kitchens will be installed in new and renovated Florida 
homes as a result of this meeting between officials of the American Central Division, 
Avco Mfg. Corp., and Peaslee-Gaulbert Corp., wholesale distributors. Left to right: 
Charles L. Stoup, American Central sales manager; G. F. Puthuff, vice-president for 
Peaslee; C. Fred Hastings, general sales manager for American Central; and Charles 
B. Birchwood, general sales manager for American. 


AZUSA, is the home of a new plant of the McGraw Electric Co. where Clark electric 
water heaters like this one will soon be produced. Posing with the product are 
company executives, left to right: Max McGraw, president; Charles Mutter, plant 
manager in Azusa; the late Clark M. Osterheld, vice-president and general manager 
of the water heater division; D. S. Campbell, executive vice-president; and Gordon 
Ewing of the Chicago plant. 


PROOF of the faithful tone of the RCA Victor Crestwood radio was offered re- 
cently by RCA in a series of demonstrations at the exhibition hall in Radio City, 
N. Y. Here John C. Marden, sales promotion manager, explains the procedure. 
Members of the audience were challenged to turn their backs and tell whether the 
piano they heard was being played in the room or being broadcast through the set. 
The average of correct opinions was lower than 50 percent, the company said. 


SEPTEMBER 1, 1947—ELECTRICAL MERCHANDISING 


V Mr 2 ities in e News 
pa 
ing 
an 
dg 
i 
in 
ti 
| 
E 


ae 
ite 


Can Dealers Stay Exclusive? 


J. the Editor: 
had a very nice corn beet and cab- 

xe lunch about one week ago. I 
don’t remember who brought it up, 
but we got on the subject of the elec- 
trical appliance business and we talked 
about the supply. Then someone men- 
tioned about squeezing the water out 
and we all agreed it was thoroughly 
syueezed out of the retailer; also that 
appliance dealers as a whole were 
making money but the so-called appli- 
ance dealer was not making his money 
on electrical appliances—he was mak- 
ing it selling dry goods, hardware, 
paint, paper, records, furniture, plumb- 
ing, fishing tackle, gas, drugs. etc. 

We discussed the present dealer pic- 
ture. We have here in South Bend 
and Mishawaka city limits about 44,000 
wired homes, 11 full line major ap- 
pliance dealers, 43 traffic item dealers 
and 60 plumbers who handle garbage 
disposers, dishwashers and sinks. That 
makes a total of 114 dealers or an 
average of 400 homes per dealer. Oh, 
yes, and then there is also a new angle. 
Every home builder will be an elec- 
trical dealer also. South Bend and 
Mishawaka have 40 builders. 

\s I see it, the only thing the dealer 
can do is to have multiplicity of lines, 
and that is exactly what some dealers 
have done. Just last week I saw an ad- 
vertisement representing five brands all 
in one ad, Now, what does that mean ? 
In my humble opinion, it means this. 
When a prospective customer goes into 
a store where there are so many lines, 
I doubt very seriously if there is any 
salesperson who has the ability to 
demonstrate the worth of any line over 
25 percent—and that theory is sub- 
stantiated by the Gallup poll. When 
they asked the public just about thirty 
(ays ago what they thought of the 
people selling merchandise, 75 percent 
of the public said they felt the so- 
called salespeople did not know enough 
ihout the merchandise they were sell- 
ing so they could buy intelligently. 
What does this mean? Well, it means 
that the public holds the bag. They 
don’t know what they are buying, and 
when they get it home, they don’t know 
What they bought. 

Today, I think I find myself in the 
most awkward position of my life. | 
never hounded my suppliers for mer- 
chandise, nor did I seek new lines. | 
ielt my old suppliers would supply my 
needs. January, February and March 
ot this year. we made a net profit of 
S400 for the three months—besides, 
tixes must come out of that vet. We 
must make a net profit each month of 
$500 in order to pay interest on in- 
vested capital. 

\iter deductions, I take home each 
month, and have since the first of the 
year, exactly $349.90. And as soon 
as | get home, I take $160 of that and 
ay Mrs. Carl (she is one of those 

re jewels with whom one could trust 

s very soul) her month’s wages for 
taking care of our home and the chil- 
dren so Mrs. Light can work in the 
store and help to hold this “get rich” 
electrical appliance business together. 


I 
1 
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We have an organization of 20 
people, more or less. However, in the 
past few weeks we have had four leave 
us. I can’t say I blame them too much. 
! would probably do the same thing 
ii | wasn’t in it so deep and at it so 
long. We have been at this same loca- 
tion 13 years and in the appliance busi- 
ness 20 years. I love the appliance 
business and pre-war by batting our 
brains around day and night we made 
some money because we knew when 
we got through the wall we had some 
profit. Before the war, our total an- 
nual overhead varied from 32 to 344 
percent. In some manufacturer's ‘itera- 
ture they say dealers will have to sell 
three times the amount of merchandise 
today that they sold pre-war to make 


the same profit. For us that is a physi- | 
cal impossibility because in the seven | 


years before the war I averaged 16 
hours a day selling and servicing elec- 
trical appliances and could have done 
no more if I had stood on my head. 

With so many dealers handling the 
line and the discounts so short, I can- 
not honestly see how we as an exclu- 
sive electric appliance specialty house 
can exist. The best [| can figure for 
us to stay exclusively electric is that 
we must have a discount of 40 percent 
—and that must be a minimum discount 
ot 40 percent less 2 percent the 10th 
prox. for paying bills, and an adver- 
tising allowance of 5 percent of pur- 
chases matched with an equal amount 
trom us. 

How in the world can a dealer put 
any manpower effort back of a discount 
~ctup from 25 to 35 percent, pay bills 
twice a month, and if we are one day 


lite, the old telephone jingles ? 


lf we 
had other merchandise to sell besides 
lectric appliances, waited for the cus- 
tomers to come in and if they bought 
().K. and it they didn’t buy O.K., that 
would be a different thing. And I 
can't help but think that there must be 
t least one or two other fellows like 
myseli in our U.S.A. who want to 


_stay exclusively electric, and for this 


type of operation I think you should 
have a special discount set up. You 
could call it a manpower account or an 
exclusive appliance dealer, or call it 
whatever you please. | have never vet 
et the person who could learn more 
than one line and learn it thoroughly 
n one lifetime. We average two serv- 
ice calls per unit installed. | am on the 
16 hours a day shift again most of the 
time. Last Sunday I made three serv- 
‘ce calls which we were unable to com- 
plete by Saturday eve. With the short 
discount, it is just about enough to 
uncrate, deliver and service. I would 
not mind this 16 hours a day deal 
every now and then, or even the Sun- 
day service, if I felt it held something 
encouraging for the future. 

Today, the only thing customers are 
taking away from us is refrigerators, 
and | think in about 30 days that will 
end. As for other merchandise, we 
must sell that right now. 

H. N. Licut, President 
The Light Co., Inc., 
South Bend, Ind. 
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AHEAD AGAIN 


with these NEW 
Two Temperature 


FREEZERS! 


Yes, now Sub-Zero has added two new two-temperature 
models to its complete line of modern freezers. 
Up-to-the-minute design, advanced manufacturing 
technique, and technical skill based upon 20 years 
experience are incorporated into these new, better 
freezers. The large capacity of both the freezing and 
regular refrigeration storage compartments make these 
freezers the most practical on the market. They’re 

a sure-selling addition to any sales floor ...a 

beautiful addition to any home. Inquiries on dealer 
information are invited. 


MODEL 16V-2 


Two-temperoture upright freezer 
with white baked enamel finish 
and chrome trim. High temperature 
(40°) section has approximately 
8 cu. ft. capacity, and notural 
aluminum finish. Low temperature 
(0°) section has approximotely 7 
cu. ft. copacity, is finished in nat- 
ural aluminum. Inner compartments 
have self-closing individual doors. 
A special freezing section for 4 
ice cube trays is provided. Has 
one compressor with avtomatic 
control for each compartment. 


MODEL 30V-2 


Two-temperature upright freezer 
finished in white baked enamel 
with chrome trim. Both high tem- 
perature (40°) and low tempera- 
ture (0°) sections have approxi- 
mately 15 cu. ft. capacity each. 
Freezer section has four compart- 
ments with self-closing individual 
docrs, and a special section for 
freezing ice cubes. Refrigerator 
section has adjustable shelving. 
Both compartments finished in nat- 
vral alumi Equipped with out- 
side temperature-teller for low 
temperature section. Cabinet uses 
one compressor for each section, 
with individual automatic control. 


SUB-ZERO FREEZER CO., INC. 


MADISON e WISCONSIN 


THE COMPLETE LINE OF FREEZERS 


PAGE 229 


LETTERS | 
R 
SUB-ZERO 
= 
R 
Cc 
= 
| 
| 
| 
w 
a 
| 
e. 
ie 
NG 


Lscover for yoursely” 
>) THE MA - 


REGINA 
Electric 
FLOOR POLISHE 


“Ha, 


A vacu c ner vou n 
um leane u ca litt 


That's right, the 
only 6's Pounds 
atan 


Pulls 
and , 
om floors ai 
almost Moats up the stai, 


way. Wait, ¢ 


ing a "re enn 
here eve 
a Plastic dirt 3 
| | cup that empties like 
Stores away in a ji n 

t fF a hex 


Polisher brings a lasting, lustrous gleam 
Work-save, you've 


real time an 


‘ se. Poli 
yath ower, effortless to u 
e's floating p bout for daily cleanin, | 
iseboards and into corners Puts high, 

> cops,-kitchen work counters too. Bui ment, house jan available 
nisthing and 


EASIER, FASTER DAI 


our fo, ‘al depart. 


_ an outstanding product “Ppliance store, 


service 
turing experience Available or soon 


rardware, house-furnishing and app WITH THE NEw WING 
mplete with one pair of waxing and GINA 
1, ome pair of polishing brushes RE ome 
ae of reversible buffing pads. - 
The REGINA CORPORATION, Reh @ 
CORPORATION, RAKW 
se’ me esc Tee » ‘ers o 


|. Ouerx 10,000,000 


Customers Being Sold on 
REGINA COMPANION PRODUCTS 


During the current two-month period, large-space color 
advertisements will sell the story of Regina Companion 
Products to the more than 10,000,000 readers of nine im- 
portant consumer magazines. Plan to tie-in with this na- 
tional advertising. Get your dealer sales-promotion helps 
from your distributor or direct. 


THE REGINA CORPORATION, Rahway 2, New Jersey 
Also makers of the Regina Smoothcut Can Opener 
WESTERN OFFICE: 520 West 7th St., Los Angeles 14, Calif. 


DISTRIBUTED IN CANADA BY G. H. WOOD & COMPANY, 


Branches throughout Canada 


LIMITED 
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INEXPENSIVE consoles and table model radios are displayed in this one of the two 
Note the framed photo on the wall calling attention to the 
Inducements to visit other departments are scattered 


radio listening rooms. 
record section downstairs. 
throughout the store. 


Suggestive Selling Builds Side Street Traffic 


Suggestive selling is not only 
preached, it is practised. If a customer 
is interested, for example, in a three- 
quart saucepan, she will find it dis- 
played on a table with a half-quart and 
full quart saucepan. And the salesman 
will spare no effort to show her how all 
three will fill her varying needs much 
more successfully than can one. The 
same is true for appliances. A cus- 
tomer who comes in to buy a coffee 
maker and leaves without also purchas- 
ing a waffle maker or a sandwich grille 
or some other kindred item, has not, 
in the eyes of Bedell and Louis del 
Padre, the sales manager, been suc- 
cessfully sold. 

An example of this technique is in 
the merchandising of radios. A cus- 
tomer who buys a radio-phonograph is 
always led to the record department 
by the radio salesman and introduced 
to a record salesman. 


Sales Training Important 


Bedell backs up his suggestive sell- 
ing with frequent training sessions. 
When new products enter. the store, 
staff meetings are called, and the fea- 
tures of the item carefully explained 
and described, usually by a manufac- 
turer or distributor representative. At 
least once a month sales training meet- 
ings are held. These are attended by 
all personnel and deal with store poli- 
cies, complaints, and other problems as 
well as sales training. Some of these 
sessions become quite technical in their 
investigations into the psychology of 
the consumer mind. Usually one or 
more salesmen are called upon to “sell” 
a product to a fellow worker. Their 
performance is criticized and corrected 
and a uniform method for all personnel 
instilled in salesmen’s minds. Mr. Be- 
dell takes advantage of these meetings 
to plug suggestive selling. 

Pay As You Sell 

Since all selling is done on an in- 
centive basis, the sales people are eager 
to learn. Department managers get a 
salary plus a percentage over-ride on 
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everything sold in that department. In- 
dividual salesmen get a salary plus a 
percentage of what they themselves 
sell. The five major appliance sales- 
men, for example, are each paid a 
salary and get a three percent commis- 
sion on an average monthly volume 
of $6,500. No commissions are granted 
on traffic appliances, because Bedell 
feels that selling them is one way in 
which the salesman earns his salary. 
The amount of commissions varies with 
the department. Major appliance sales- 
men, who get the lowest base salary 
in proportion to the business they do, 
get the highest percentage on sales. 
Outside appliance salesmen, which the 
company has experienced considerable 
difficulty in obtaining, get a small 
salary along with a five percent com- 
mission. 

At this writing the firm had two 
outside salesmen, was struggling to get 
more. “We are trying our darnedest 
to get a crew of good outside salesmen 
together—and we are having a tough 
time doing it,” fumes Louis del Padre, 
the sales manager. He himself, in- 
cidentally, went to work for the com- 
pany on a straight commission basis. 
“IT wouldn’t have it any other way,” 
he asserts. “I get paid for producing 
and I think I can make more by 
producing more—so I do.” His ex- 
perience includes seven months as a 
salesman with Roskin Distributors, 
Inc., of Hartford, and, prior to army 
service, three years with Stern and 
Co. This contrasts with and comple- 
ments Mr. Bedell’s years in department 
stores, five with the H. P. Wasson Co., 
Indianapolis, four years with Pearson 
Co., Inc., also in Indianapolis, and 
three and a half years with Kresge in 
Newark, N. J. 


East Versus West 


Since he has been with Steiger’s. 
Mr. Bedell has learned some of the 
differences between selling Midwest 
erners and New Englanders. “The 
New England market is much more 
critical than it is in Indianapolis,” he 
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cays. “People here are more brand- 
mscious and more cautious. Fre- 
uently they come in, look at an appli- 
nee, then tell the salesman that they 
re going out and look around some 
more and will probably be back. In the 
middle West if they do that it’s ‘Good- 
bye, Joe!’ But here, much to my sur- 
prise, they actually do come back. I’ve 
found that New Englanders who have 
lone a thing a certain way for any 
length of time are hard to change. A 
case in point is their preference for 
combination stoves—coal and elec- 
tricity. Even though they don’t need 
the room-heating properties of the coal 
part any more they still incline to the 
combination because that is the way 
they have always done it. Where pos- 
sible we try and convert such customers 
to more modern ways of doing things. 
Sometimes we're successful and I think 
that in that way we perform a very 
real service.” 


Humor in New England 


In its newspaper advertising, con- 
sisting of about four one-quarter pages 
per week, or two percent of its budget, 
Steiger’s Home Appliance Division has 


For the Life 
of the Building 


CUSTOM BUILT OR 
STANDARD SIZES 


ELKAY "‘Lustertone”’ Sinks are custom 


built to meet individual requirements. 
departed a little from what Bedell Also available in five standard sizes: 
- chooses to call the norm of advertising 54”, 60", and 72” with single bowls; 
: 7 in New England by the application of 72” and 84” with double bowls. 
humor. “We’re bending over back- 
$ ward,” an ad will read, with the pic- 
: : ture of a man in just that position. Or, 
Pe “In Tune with June — NuTone 
ce Chimes,” or, again, “So You’re Gonna bd 
- Be a Bride! Then we suggest ; 
tell bit of happy hinting.” Nothing start- eee an on y an in 
in ling to the cosmopolitan advertiser, but é 
perhaps a bit unusual in some of New h G 
ri England’s staidest strongholds. carries t is varanty 
les- Card File for Records ’ . ‘ i | i 
oe "Lustertone” beauty is more than surface sloping drainboards—free from old-time 
ess startling, but good merchandis- iti H 
* ing practice, is the way the record sec- deep. Built into its extra heavy gauge grooves—not only assure positive drain- 
the tion keeps tabs on its customers’ record Stainless Steel construction are everlast- age, but reduce to a minimum the danger 
' preferences by means of a card file : Te o4: : i 
New records release announcements Ing beauty and lifetime utility Electrical of 
“a are sent out to people who have dem- welding throughout eliminates all visible glassware. The acid-stain-and-rust-resist- 
“ac onstrated a liking for the type of rec- ee i i i 
al " rer- ing flange ing surface is easy to clean and kee 
ont applied in the record section, too. A making “Lustertone” the most sanitary clean and harmonizes perfectly with any 
dest customer who has demonstrated a lik- sinks in the world. Modern, smooth, color and decoration scheme. 
cs ing for a certain brand of music, a 
par certain orchestra, or a certain per- 
pod former, is sure to have a salesman sug- NATION ALLY ADVERTI SED 
' “i gest a similar album or record. 

a . An interesting sidelight on the New ELKAY “Lustertone’’ Sinks are built by Beautiful, House & Garden, Architectural 
- “ngland buying mind is provided by : i i i i chi 
oe. the recent failure of a radio and record the maker of the highest quality stainless Forum and American Builder, reaching 
wel tie-in promotion. Four albums of hit steel equipment. Its products are standard _ thousands of architects, builders and home 

cing records were advertised to be give i 
by equipment in leading hospitals, and apartment owners every 
i and model radio. The store got nary institutions, homes and apartment build- _ creates a nation wide demand for ELKAY 
acall. Acc fer isi i i i 
tors, to Bedell, the offer, ings. National advertising in House  “Lustertone” stainless steel sinks. 
i lough genuine, made customers sus- 
— Picious. “People here in New Eng- 
nple- land seem to shy away from something ATTENTION DISTRIBUTORS: We have a few 
ac- tor nothing,” he said. “They suspect 
4 something phony about it ont teas os choice exclusive territories open for qualified Distribu- 
at tendency to regard as worthwhile only tors who handle Quality lines of Major Appliances. 
a wt those things for which they pay.” 
i to Prospect Lists Write or wire today for full particulars and send for this 
Pr ee ; illustrated descriptive “Lustertone” brochure E.M. 947. 
rospect lists for the firm are built 
lrom store traffic. Originally each 
; salesman kept his own list, but begin- 
F the ning in May the lists were consoli- ELKAY MANUFACTU RING COMPANY 
van dated. When a salesman makes a cus- | 1874 South 54th Avenue ¢ Chicago 50, Illinois 
tomer contact he is supposed to follow 
+ he Fa 
up with at least one further sales Quatiry 
” he (Continued on next page) | 
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IT COOLS! 


Produces constant and con- 
trolled air circulation for maxi- 
mum comfort 


IT HEATS! 


Increases normal room temper- 
atures up to 20 degrees in 18 
minutes. Just the thing for hard- 
to-heot rooms. 


iT COOKS! 


Equivalent to a two-plate elec- 
tric stove. Especially designed 
reflectors concentrate heat rays 
to increase cooking efficiency. 


A FRASER CLAN PRODUCT 


Here's a handsome, portable, 3-in-! electrical appli- 
ance that has triple sales appeal—as a cooler, as 
a heater, and as a cooker. 30 seconds devoted to 
demonstrating each of these three qualities to pros- 
pective buyers is all the sales effort the Air-D-Lux 
requires in the great majority of cases. 

A “natural” for use in the home, in the office, at 
vacation cottages, aboard boats, etc., the Air-D-Lux 
is a compact unit measuring 17" high by 154%" wide 
by 11" deep, and weighing less than 18 pounds. Fully 
guaranteed for 2 years against defective workman- 
ship and materials, it carries the seal of approval 
of Underwriters’ Laboratories. Nationally advertised. 


Retail Price (Liberal Discounts) 


Ask your distributor about the Air-D-Lux or write direct for full information 


WARREN SIMPSON CORPORATION 


110 EAST THIRD ST., MT. VERNON, N.Y. « 


Phone: MT. VERNON 7-0100 
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DEMONSTRATIONS in the mode! kitchen and model laundry on the first floor draw 


many Springfield housewives, is one of the ways in which Steiger's is building a 


faithful clientele. 


Suggestive Selling 


Builds Side Street Traffic 


effort. If he fails to do this and the 
customer returns to the store and does 
not specifically ask for that particular 
salesman, the sale belongs to anybody 
who can make it. 


Customers Are “Pampered” 


\lthough the division is set up like 
a department store, it tries to avoid 
the traditional selling practice of many 
department stores which have as their 
motto, “Get ‘em in, sell ’em, get rid of 
‘em.” =Steiger’s is trying to build a 
permanent clientele who will return 
again and again, not only because they 
can find what they want, but because 
they will be well treated. To help build 
this acceptance, the store has its own 
radio and small appliance repair de- 
partment, in which it services the ap- 
pliances of its customers. A more 
outstanding example is its customer 
pampering. In Bedell’s desk drawer 
is a book marked “Pampering Charges” 
in which all losses from pampering are 
recorded. A woman who bought an 
eight-cup coffee percolator some weeks 
ago returned it to the store because 
as she said, it would not make just one 
good cup. Steiger’s accepted the re- 
turn of the used appliance, a $2.95 item, 
later re-sold it to an employee's friend 
for 95 cents. Pampering charge: $2. 
Twice a the main store’s ac- 
counting department reviews the book 
and its entries, decides how much 
should be allowed as operating costs. 


year 


Sales on Service Calls 


Extra sales are created by careful 
editing of service calls. Either Bedell 
or del Padre personally review all 
calls for service, decide whether a serv- 
iceman or a salesman should go out. 
“In a week we eliminate 50 percent of 
our service calls by this editing,” says 
Bedell. A lady who called about a 
black crack down the middle of the 
door of her new refrigerator, for ex- 
ample, was quickly pacified by del 
Padre. He asked for a rag and some 
cleaner and simply rubbed off the thin 
streak of tar that closely resembled a 
crack in the porcelain. By the time 
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he left the house he had sold the woman 
a vacuum cleaner. Another woman 
who complained that the wringer on 
her new washer wouldn’t swing over 
the tub was so happy when a sales- 
man who answered the call picked a 
piece of metal out of the shaft that she, 
too, bought a cleaner and also became 
a prospect for a refrigerator. 

These “service” calls also provide 
an opportunity for salesmen to make 
suggestions about kitchen planning. 
Each man is a trained kitchen planner. 
Once in a customer’s home he finds a 
natural opening for the promotion of 
kitchens and other appliances. 


Just Sound Psychology 


Asked about Steiger’s merchandising 
tricks, Ted Bedell says reflectively, “I 
don’t think we have any startling inno- 
vations here. We are just trying to 
apply sound psychology in our rela- 
tions with our customers and our own 
staff. We try and make friends. We 


believe in thorough training, complete 
suggestive 


End 


product knowledge, and 


selling.” 


“HAVE YOU A RANGE DESIGNED FOR VEGE- 
TARIANS?" 
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How a Dealer | KITCHEN IMPROVEMENT STARTS 


Can Get | | 


CONTINUED FROM PAGE 
Distributors and dealers are in an 
leal position to obtain and develop 
he news in their territories and 
lace it. Their best aids in this proj- 
ect are the home service — 


and specialists. 

There are two kinds of publicity, 
pot news and created news. ci. | 
news is something unusual that hap- 
pens, and must be handled promptly. 
Created news consists of: 


. Tie-ins with current happenings. 

. Reports, surveys, polls. 

. Interviews with noted personages. 

. Speeches of distributor principals. 

. Anniversaries. Build events around 
them. 

. Appointments and personnel promo. 
tions or shifts. 

. Meetings. 

. Conferences and conventions. 

. Pageants and parades. 

. Public demonstrations. 

. Ballyhoo and stunts and gags. They 

must, though wacky, constitute bone- 

fide news. 


wnawn — 


vom 


Mr. Daily suggests three ways of 
handling a story: Prepare it in writ- 
ing; tell it to a reporter; or ask an 
editor to cover a meeting. Be sure 
names and titles are corecrtly spelled. 
Don’t express opinions, and hold it 
to one page double spaced, if possible. 

Know the editors, the radio pro- 
gram directors. Be identified as an 
up-and-coming organization dealing 
in top merchandise. You will get the 
“breaks” in the event of space short- | 
age as a result. Give reporters tips | 
on hard to get news and they will be 
your friends. 


Pull Not Necessary 


Put your offerings on this basis, 
advises Mr. Daily: “Here’s an item BUYING REAS ONS 
f news y ay wis ish.” . 
of new you may wish to publish for Homemakers 
Never threaten or use any advertising 
leverage. 


WORK CENTERS 
ARE SALES CENTERS 


* * 

On pictures always give identifica- | > 1 
tions of the people in them reading Vop quality: taps in eticioney. SALES REASONS 
from left to right. Let the pho- | * for Morton Dealers: 
tographer use his judgment as it’s the 66 in. wide; 2 bowls, for double util- . 

“age _ = the photo that makes | ity; large drainboards make excellent Sales of Morton cabinet sinks are the 
it worth’ while. a . first step in selling a cleaning and 

Make someone in your organiza- | working surfaces; vitreous porcelain : r ie 


reparation center. Extra sales of 
aie Pontryetties® and base cabinets are a 
natural follow-up. When the home- 
maker has started a Morton kitchen, 
she’s your customer until her modern- 
ization is complete. Morton's step-by- 


tion responsible for carrying out 
publicity ideas and cooperative plans. 
That's the way to get the job but- | 
toned up and make it pay off. 

So speaks Walter Daily. End 


Designed for maximum convenience 
and efficiency—a place for everything 
needed for cleaning and food prepa- 


ration . . . utility ledge, with “soap- 
dish” recesses .. . latest type faucet 
assembly and extension rinsing spray 
...towel bar... wire basket for clean- 
ing materials . . sturdy maple cutting 
board holds food grinder... stainless 
wire pan rack .. . removable garbage 
container. 


step plan of kitchen improvement de- 
velops repeat business. 
* 
Standardized, ensemble-styled 
units reduce inventories . . . save 
warehouse space . . . increase vol- 
ume and profits . . . simplify selling. 
* 
Morton selective distribution provides 
a good market for a good dealer. It 


eliminates controllable competition. 
"Registration applied for. 


M R T Manufacturing Company 
General Offices: 5125 West Lake St., Chicago 44, Illinois 
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Eye-appeal—de luxe appearance; 
contour-front, for knee-and-toe-room. 


“I'M WAITING FOR THE ELECTRIC BLANKET 
TO HEAT THE WATER!" 
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CONTROL 
SHOE TO ROLL 


CONTROL 
ROLL ROTATION 


SPEED 
CONTROL 


@ Mrs. Housewife doesn't know much about 
clutches but she can quickly decide whether 
your ironer will stand the final test... 
performance in handling the family laun- 
dry, week in and week out. 


The clutches you use in your ironer have 
much to do with her decision. 


THE EASIER AN APPLIANCE 
IS ON THE HOUSEWIFE, 
THE EASIER IT IS TO SELL 


L. G. S. allow instant disengagement and 
engagement with minimum effort ... even 
under full load. They can be incorporated 
into the design of your ironer to perform 
the following: shoe to roll control . . . roll 
rotation control . . . roll speed control. 
Recent redesigns have resulted in marked 
economies over pre-war production costs. 
Write today ... send your specifications 
Wess 


THE SPECIALISTS IN CLUTCH ENGINEERING 


'L.G.S. SPRING CLUTCH CORPORATION 
DIVISION OF 


CURTISS-WRIGHT CORPORATION 
| HOLT ROAD AT FARNSWORTH + INDIANAPOLIS 6, INDIANA | 
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He's Next to the Farmer 


In a Flat Colorado Town, Albert Weber 


Reaches Out 50 


ALBERT WEBER talks the language of 


farmers. 


ATURE HAS not been kind to 
Albert Weber. Born on a 
Kansas homestead, he grew up on the 
desolate prairies. Driven out by dust 
storms, he arrived in Fort Collins, 
Colorado, in 1935, with $25 and a wife. 
He got a job repairing washers. He 
figured he could do it for he had fixed 
them down on the farm. 

The same vear he braced an as- 
tonished banker for enough money 
to help him buv a home. He got it. 

You wouldn’t think that these events 
would give him encouragement enough 
to cut loose and start up in business 
for himself, but apparently poker- 
faced Albert Weber didn’t need much 
encouragement. He started the logi- 
cal way by repairing other people's 
machines and getting his hands dirtv. 
He got hold of a 25x80-ft. brick build- 
ing and proceeded to live in the back. 
He rented the second “oor to the Odd 
Fellows and today has slicked it up 
with white paint, fluorescent lights 
and has split the rear into a com- 
bination workshop and living quarters. 
Thriftily he rents his fluorescent sign 
in front, for as he says. if the wind 
blows it down the joke is on the sign 
people. 

Inasmuch as a evelone knocked the 
nearby town of Julesburg, Colo., to 
pieces the other day, he seems to be 
on sound ground on this point. 

Mr. Weber did $13,000 worth of 
business in 1946. He has an inven- 


| tory of between $6,000 and $7,000 as 


this is written, he says. 
One Old to Three New 


“We are getting one used trade-in 
washer for about each three new 
machines sold,” he told Etectricar 
MERCHANDISING. “We allow about 
20 percent of the list price for trade-in 
and sell for about half the list price. 
Most of the farmers choose to give 
their old washers to relatives, but 
we wangle quite a bit of repair work 
on their old machines in spite of their 
ideas. 

“So far this year we have sold 15 
rebuilt machines for about half the 
list price. I root most of these out 


| of old cellars and from people who I 
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Miles Each Way. 


learn have an old machine they are 
not using.” 

The town of Fort Morgan, Colo., 
has around 5,000 population. It was 
one of those Injun fighting centers in 
the old gold rush days. Today 22 
stores in the town are selling appli- 
ances and three’ places do service. 

Albert Weber figures he will rebuild 
around 300 washers a year. He 
makes anywhere from $25 to $30 per 
job. He does service for the two 
chains in the town, Firestone and the 
Gamble Store. 

He is just beginning to get new 
merchandise and _ recently received 
eight vacuum cleaners. One of them 
was snatched right out of the box by 
the customer. The store handles 
Hamilton-Beach and Regina cleaners. 
It carries Clarion radio and is reach- 
ing for a Maytag franchise for 
washers. 

As an ex-farmer, Albert Weber 
feels he can snap his suspenders with 
the best of them. With the old re- 
tired farmers he does a cash business. 
All of them want standard brand mer- 
chandise because they can get repairs. 
They have had bad enough experience 
during the war. 


Selling by Appointment 


As soon as washers start coming in 
on the floor he expects to do some 
canvassing of farms for 50 miles each 
way. He doesn’t waste his time run- 
ning out on wild goose chases. Out 
where the West begins, you can al- 
ways get to see a man by making 
an appointment with him. 

Albert keeps plugging away in the 
local paper with 4-by-6 advertising 
and uses a comic strip cartoon. When 
farmers nibble by telephoning he fig- 
ures it is hot enough lead to go out on. 

At any rate, even if the farmer 
doesn’t come through with a buy, Al- 
bert figures that he has a washer on 
his place and he can sell him on the 
idea of giving it a going over. 

“One of the things you want to do 
is turn out a good job for a farmer. 
He has come a long way and he doesn’t 
want any trouble.” 

Next door to Albert Weber’s place 
is a second hand store and next to 
that is a poolroom. Another neigh- 
bor is a furniture store. Location 
doesn’t matter in Fort Morgan as 
they are darned glad to find a place 
to park their cars and have heard 
of you before they come in anyway. 
Walk-in traffic is practically nil. 

As Albert Weber talked to Exec- 
TRICAL MERCHANDISING, he reported 
he had from 18 to 20 washers waiting 
on the sidewalk for him to repai: 
that very day, so he dashed out of 
Denver in the afternoon, hoping t 
get in a few licks before the sun went 
down. 

For when you live in a countr) 
town and deal with farmers, you stil! 
go by God’s time, and make hay whil 
the sun is shining. Eni 
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TED ZENT'S small appliance display features top lines and separation of items. 


Better Price Lines, 
Novel Bins Pay off 


West Palm Beach, Flia., Dealer Is 
Not Sorry He Vetoed Markdowns 


MALL-APPLIANCE profits are 

kept at a consistent level by an 
unusual segregated form of display, 
concentration on better prices, and a 
flat refusal to apply markdown selling 
at Ted Zent, Inc., electrical dealership 
in West Palm Beach, Florida. 

Zent, who is an electrical contrac- 
tor, appliance retailer service 
expert rolled into one, feels that the 
present trend to cut traffic appliance 
prices in order to keep them moving, 
is a serious mistake. When he re- 
cently built a new $20,000 showroom 
at 2900 South Dixie Highway near 
West Palm Beach, he determined to 
make the traffic appliance inventory a 
separate department, and to apply to 
their merchandising the same skillful 
salesmanship used in major appliance 
promotion. 


Higher Priced Lines 


The first thing he did was to elim- 
inate all “war dog” items from his 
inventory, cleaning out all off-brand 
and little-known varieties. Then he 
chose his new small appliance stock 
from the upper end of the price scale 
in ‘each classification. Every clock, 
toaster, mixer, table radio, grille, iron, 
etc., shown in the store is in the better 
price classification, which in_ itself 
provides a potent selling argument. 
“We tell our customers that we carry 
only the best in small appliances, be- 
cause we are aiming to give long- 
continued service and_ reliability,” 
Zent explained. “This policy fits in 
well with our reputation for electrical 
wiring and service, because the aver- 
ige customer reasons that we ought 
to know what will serve her best.” 

Next, at considerable expense, Zent 
constructed the novel traffic appliance 
lisplay fixture shown herewith. This, 


filling up the right wall of the store, 


receding from floor level back to its 
narrowest point five feet above the 
floor. Done in a rich maroon color, 
the fixture provides 18 separate dis- 
play spaces 22x22 inches, with vary- 
ing depth from bottom to top row. 
The bins are thus “miniature stages”, 
each of which is devoted only to one 
appliance, so that the traffic appliance 
prospect’s attention is not distracted 
by a dozen other small appliances 
when looking over the first one. About 
half of the space is currently devoted 
to table and boudoir radios, in an 
effort to reduce the inventory here, 
but eventually there will be 18 small 
appliances, all different, on display. 


Individualizing Counts 


“Presenting the traffic appliance in 
this way, with some obvious effort to 
individualize it, counts heavily with 
the customer,” Zent explained. “We 
handle the appliances as a jeweler 
handles a piece of expensive jewelry, 
carefully replacing the sample appli- 
ance after putting it in the customer’s 
hands. We keep the fixture and the 
merchandise itself dusted off con- 
stantly, and show the type of care 
which the housewife appreciates. This 
takes away the first objections to 
better prices. We get more respect for 
traffic appliances this way.” 

Needless to say brands are heavily 
emphasized. Included in the lineup 
are all nationally accepted manufac- 
turers exclusively. Zent sells a lot 
of small appliances as gifts, to people 
who have heard that the store carries 
the best in the city. Most important, 


he has never taken a markdown loss | 
of any kind since the small appliance | 


department was built! End 
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is a slanting wooden bank of 18 bins, | 


It opens up a 
new market 


‘AUTOMATIC 
ELECTRIC WATER HEATER 


x Holds 5 gallons. 


% At 170° F. this means 
12 to 15 gallons of 


% When 2 to 3 quarts are 
withdrawn, current 
goes on automatically 


usable hot water when bringing temperature , 
tempered with cold up. 
water. % Only 22" high. ‘ 


Yes ... it's a little fellow ... but it does a mighty big job 
. » - and there’s a whale of a market for it. In fact, more 
than 7,000 have been sold in the past few months. It's a 
natural for such places as: 


SUMMER COTTAGES SERVICE STATION WASH ROOMS 
DOCTORS’ AND DENTISTS’ OFFICES TRAILERS 
SMALL LUNCH ROOMS BEAUTY AND BARBER SHOPS 
DAIRY BARNS GARAGES 


And, remember ... these are places where you never would 
sell a large water heater. It's a new market... and a profitable 
one. 


Modern Automatic Electric Water Heaters are quality built 
throughout . . . heavy gauge steel electrically welded .. . 
2” rock wool insulation . . . dependable automatjc thermostat 
control . . . handsome white Dulux enamel finish. Easily 
connected to water pipes . . . plugs into any 110-120 volt 
electrical outlet. Can be supplied with junction wiring box 
(U. L. Approved) if desired. 


More than 225 jobbers handle Modern Water Equipment. If 


e’ll send you etails. 

MODERN 

AStme | 

IMPLIES 
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Double-decking 
appliances 


Lifting 12 cooler 


CHAIN 


| 


Faster warehouse to store 
delivery 
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The photographs above show how 
easy it is to load a heavy stove when 
the truck is equipped with an Anthony ‘ 
“Lift Gate’’ The stove is trucked 

onto the Gate—the Gate raises driver 

and load to truck bed level where it 

can be easily rolled back in the truck. 

Unloading is accomplished the same 

wey 


How “Lift Gates’ 
Speed Delivery 
and Cut Costs 


Lifting Loads On and Off 
Trucks Saves 5 to 30 Minutes 
per Delivery. Many Other Benefits 


OOD, complete delivery service, one of the 
most important of your business opera- 
tions, was never before possible until NOW. 
With an Anthony "Lift Gate" to load and 
unload your trucks, a delivery service is immeas- 
urably improved and you get these many profit- 
able advantages in addition: 


¢ A “Lift Gate” is like an extra helper. 

® The “Lift Gate” is like free cargo in- 
surance. 

® The “Lift Gate" gets you new custom- 
ers and business. 

® The “Lift Gate" is “free advertising”. 


e The “Lift Gate" is a safeguard 
against personnel accidents. 
© The “Lift Gate" makes more deliv- 


eries per day possible. 
© The "Lift Gate" is worth many times 
more than it costs. 


Sketches at the left show just a few of the hun- 
dreds of progressive businesses and industries 
using "Lift Gates." They run from hospitals to 
steel mills and pie bakeries to department stores 
and appliances dealers. 

If you want to modernize your delivery service | 

. cut your delivery costs and give your cus- | 
tomers and your competitors’ customers better | 
service, you need Anthony Hydraulic "Lift | 
Gates" to lift loads on and off your trucks. 


Write for complete details. 
Available for immediate installation. 


ANTHONY CO., 


Dept. E.M., Streator, Ill. 


AN INFORMAL ATMOSPHERE pervades the Scarsdale store, too. 
on her way to the laundry with her husband's dirty shirts, dropped in to see about 


a Thor automatic washer. 


This Is a Friendly Store 


“Yes,” he answered, “I guess every- 
body gets bills from Robison’s, but 
nobody seems to mind very much.” 

3ack in 1945 a veteran and his wife 
wanted to know if they could rent 
the cellar of a building owned by 
Robison’s for an apartment. Like 
many other young people, they were 
desperate for a place to live and were 
expecting a baby. Executives of the 
wired Mr. Robison, who 
Was vacationing in Florida, to ask 
his permission. “They can have it,” 
was his reply, “but tell them that 
cellar is damp and is no place for a 
baby.” 


company 


It is scarcely a matter for wonder, 
then, that Bill Schramm can say most 
of Robison’s customers are sold by 
other customers, people who know 
and like the company and who auto- 
matically say, “Go to Robison’s.” 


Beyond the Guarantee 


“Factory guarantees of merchan- 
dise are not enough,” says Schramm. 
“We go beyond them. Not long ago 
a customer who had purchased an 
expensive console radio called to say 
that the veneer was beginning to peel 
and that the doors were warping. 
‘What’, he asked, ‘are you going to 
do about it?? My answer was that 
we would do anything he wanted 
us to do.” 

Perhaps this was an isolated in- 
cident and its conclusion is not 
typical, but the customer eventually 
decided to get a new and more ex- 
pensive set, paying only the differ- 
ence in list price. The defective radio 
will get a new cabinet and be resold. 

While this reporter was in the store 
a customer walked in and said, with- 
out the least trace of bitterness or 
impatience, “You know, I’ve been on 
the waiting list for a new Laundro- 
mat for about two years and the last 
time I checked up I was number 70 
on the list. I’d kind of like to see ii 
I couldn’t get one before the end of 
the summer.” Although Bill Schramm 
promised to make every effort to 
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CONTINUED FROM PAGE 43 


The customer, 


provide a Laundromat or a Black- 
stone automatic as soon as possible, 
it is only incidental to this story. 
What matters is that this customer 
bears nothing but good will for the 
company. On its books are some 
7,000 customers, virtually all of whom 
probably feel the same way. 

Until January, 1945, Mr. Robison 
owned all of the stock in his expand- 
ing firm, At that time he distributed 
49 per cent of it, free, to seven key 
men in his organization, one of whom 
was Bill Schramm, who joined the 
company in 1933 on the mere verbal 
promise that such a distribution would 
some day be made. In Schramm’s 
first year the appliance and hardware 
department wasn’t doing so well. It 
was, in fact, about ready to fold up. 
At that time this department was ac- 
counting for less than seven per cent 
of the company’s annual gross of 
about $400,000. Today it piles up 
21.7 per cent of the total yearly busi- 
The heating department ac- 
counts for 43.2 per cent and the auto- 
motive branch for 35.1 per cent. 

In 1933 appliances were a strictly 
minor item. The whole staff of the 
store consisted of a driver, a 
boy, and manager Schramm. In an 
effort to build up the department, 
radios were added in 1935. The Gen- 
eral Electric line was selected and 
for some time remained the only 
make handled. In that year GE had 
a nationwide sales contest. Robison 
won for its distributor by selling way 
over its quota. In 1936, Schramm 
added the Hotpoint washer. In an- 
other year he was selling Hotpoint 
retrigerators. 


ness, 


store 


One Line at a time 


Even today, in a period when most 
dealers are carrying everything and 
anything in an effort to obtain mer- 
chandise, Robison’s is sticking pretty 
closely to one or two lines of major 
appliances, with Westinghouse the 
featured name. 

“We found that we 
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successful in a small town with more 
than one major line,” Schramm ex- 
pains. “It is important to become 

ntified with one product and to 
be able to stress that product. Too 
many lines weakens the sales story.” 

Sales effort is not neglected, but 
it is indirectly applied through news- 
paper advertisements and radio broad- 
casts. The company sponsors a news 
show four times daily over WFAS, 
the White Plains station, and uses 
at least two one-eighth page ads every 
week in the Scarsdale Inquirer, a 
weekly. The Robison Service Re- 
minder goes out to all customers with 
the monthly bills and classified ads 
which are now run in the White 
Plains Reporter Dispatch, a daily, 
will soon have display ads for com- 
pany. 


No Trade-ins Yet 


So far in Robison’s post-war mer- 
chandising picture, trade-ins have 
played no part. When a customer 
has a used refrigerator, Schramm 
advises her to sell it herself, or, fail- 
ing that, he will attempt to find a 
customer for her. No specific plans 
have been made for the handling of 
trade-ins when merchandise is plenti- 
ful. All Schramm knows now is that 
the firm will do something about it, 
probably on a fixed rate basis, and 
that he “would rather take trade-ins 
than give discounts.” 

No outside salesmen are working 
for the appliance department, al- 
though four are on the road selling 
oil heat and fuel. However, Schramm 
plans to hire three or four in 1948. 
They will receive both a salary and 
a commission, for two reasons: (1) 
the salary to enable Schramm to keep 
some measure of control over their 
activities and (2) the commission 
to give them an incentive. 


Rich Today and Home Tomorrow 


“A salesman who is on commis- 
sion only,” he asserts, “may have a 
whale of a good day today and de- 
cide to lay off tomorrow to gloat 
about his good fortune.” To pave 
the way for these future salesmen 
he is building good-will and Robison 
acceptance in outlying towns where 
they will operate. When a customer 
from Dobbs Ferry or Hastings tele- 
phones for a coffee filter, a can of 


Wax, or to have her lawnmower 
sharpened, Schramm sees to it that 
she gets service, even if the distance 
involved means an actual loss on the 
transaction. This willingness to give 
service will, he believes, open the 
doors for the salesmen. 


Salary Only Inside 


In-store salesmen are paid on a 
straight salary basis, because each 
one sells everything from sandpaper 
refrigerators, Schramm’s 
opinion, it would be unfair to the 
merchandise to offer a commission, 
hecause then the big ticket items would 
get all of the salesmen’s attention. 
However, in 1946, many of the firm’s 
180 employees received bonuses. 

Sales training, like the company’s 
relations with its customers, is an 
informal affair. If Schramm or his 
brother Albert, manager of the Scars- 
dale store, has both a few spare min- 
utes and a new product, he may take 
a salesman aside for a few minutes 
of instruction. More formal training 
will be in the hands of distributors’ 
and manufacturers’ representatives. 
Somewhere in the future more or- 
ganized meetings will be conducted 
on a monthly basis. Because Robi- 
son’s operation eliminates actual pres- 
sure at the point of sale, most of 
these meetings will probably take 
the form of product training rather 
than sales training. 


Few Cancellations 


\ll of this careful avoidance of 
pressure, combined with an eager 
willingness to serve, has built up a 
faith in the company that is charac- 
teristic of its customers. An example 
is the small number of cancellations 
on orders for future delivery of ap- 
pliances. These have never run over 
eight per cent, and the company has 
never required a deposit. 

Actual appliance servicing by the 
company itself is limited to radios, 
small appliances, and minor repairs 
on majors. All serious repairs are 
handled by the Westinghouse or other 
distributor, but, in accordance with 
its principles, Robison’s to 
great lengths to insure satisfaction. 

“We want to keep our customers 
happy,” declares Bill Schramm. 
“Robison’s is a friendly business.” 


End 


JUNK IS NO PROBLEM for Robison's. This youngster carts away a broken-down 
radio chassis which he'll take home to play with. Buying customers don't mind waiting. 
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Shelves That 
Sell Themselves 


These refrigerator shelves are more than just 
resting places for the milk, butter, and meat. 
They’re a selling feature that, along with other 
talking points, can help sell your refrigerator. 
In short, theyre made of stainless steel wire— 
which means they aren't corroded or tarnished 
by spilled foods and liquids, clean easily, and 
have no plating to wear off. That’s real cus- 
tomer-housewife appeal. In other appliances 
withbaskets, shelves, or trays, stainlesssteel wire 
can bea selling feature too. For news of stainless 
steel’s many uses, write to Department L-9 for 
our monthly publication ELecrromer Review. 


ELECTRO METALLURGICAL COMPANY 
Unit of Union Carbide and Carbon Corporation 


30 East 42nd Street [fafa New York 17, N.Y 


PRODUCERS OF ALLOYS THAT MAKE STEEL STAINLESS 
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Cut-ewoy view of 
Silent Breeze “H.M." 
Fon Package 


(installed ) 


THE SILENT BREEZE “H.M.” FAN PACKAGE 
FOR VOLUME SALES AND INCREASED PROFITS! 


Here it is—the amazingly compact, excep- 
tionally low-cost Silent Breeze ““H.M.” Fan 
Package for fully automatic home ventila- 
tion—your best assurance of volume venti- 
lating fan sales and greater appliance profits. 
Unit, shipped complete, includes specially 
designed, horizontally mounted Séle nt 
Breeze Ventilating Fan, new type suction 
chamber, automatic ceiling shutter and— 
at slight extra cost—automatic time switch. 
“Pancake” design is ideal for smaller type 
homes—requires only 24” clearance be- 
tween attic floor and roof. Easy and inex- 
pensive to install—requires no anchoring 
to attic floor. 24", 30° and 36” sizes (fan 
diameters)—combining exceedingly low 
original cost with all the proved advan- 


THE MODERN VENTILATING FAN FOR 


Be Swe 


FOR FROZEN FOODS 


Yes, a complete line of quality || 
packagings, available from one || 
coordinated source of supply: || 
Cellophane Lined Containers; || 
Paper Cans; Locker Papers; || 
Paper Bags (Cellophane || 
Lined) ; Tubing; Insulated 
Bags; Locker Accessories, etc. 
Increase your profits by stock- 
ing an adequate and proper 
ine. 


For information regarding our 
large variety of Stock Packagings, 
send for complete ILLUSTRATED 
CATALOG and Price List. For | 
“Brand” or “Special’’~Packagings, 
send us. detailed information, and 
we will gladly supply data and 
prices. 


€. W. Twitchell Incorporated 


EZ] Public Ledger Bidg, Pritedeipnic Po. 
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tages of Silent Breeze construction. Write, 
wire or telephone today for full details on 
the Silent Breeze “H.M.” Fan Package... 
the new “sensation in ventilation” that 
keeps any home cooler in summer—cleaner 
and fresher all winter long! 


HOLCOMB & HOKE MFG. CO., INC. 
1549 Van Buren Street + Indianapolis 7, Indiana 


wiTH AIR IN 
"anion 


HOME + BUSINESS + INDUSTRY 


IT’S PORTABLE 


Hot water by the pailful anywhere 
within reach of an electrical outlet! 


IT’S PRACTICAL 


Operates on 120 volts, AC-DC, 1500 
watts — heats water faster . . . more 
economical than with open flame. 


IT SELLS 


Dozens of uses—ideal for farm, home, 
camp, trailer, dairy or cottage. Retails 
for only $16.50, including Federal Excise Tax. 


IT’S THE PREMIER P-20 


PORTABLE ELECTRIC WATER HEATER 
FULL DEALER DISCOUNTS ALLOWED 
For dealer information WRITE Dept. EM9 


THE NATIONAL IDEAL CO. 


TOLEDO 4, OHIO 


| Campaigning for Appliances 


| never 


to give the people good government if 
you want to be reelected. Any appli- 
ance dealer knows that good govern- 
ment can be translated into terms of 
good service and the art of getting 
reelected, into terms of reselling. In 
business or in politics, the procedure 
works out about the same. 

“The first thing I did when I went 
into the appliance business was to get 
a good manager,” Mr. Jacobs recalls. 
“My past experience had been only in 
dental supplies and in politics, and I 
knew I had to get a top-notcher to 
run the business because at that time, 
goods were scarce, demands were 
heavy and you had to make the right 
moves to stay in business.” 

Headed by J. H. Latimer, who man- 
ages the store for Mr. Jacobs, the 
new appliance shop got off to a flying 
start by advertising for customers to 
come into the shop and see demonstra- 
tions, to browse around in the paint 
and wallpaper department, which was 
the store’s sideline, and to pick out the 
appliances they’d like to have when 
such appliances became available. The 
old “glad to see you” attitude works 
as well in business as in politics, the 
mayor figures. But the political end 
interferes with the appliance 


| end. Both sides of Mr. Jacobs’ career 


are separate and distinct—he spends 


| his time governing the city and leaves 
| the running of the store to Mr. Lati- 


mer. 
Hires Home Economist 


The second major step which Mr. 
Jacobs credits with the upbuilding of 
his business was as shrewd and well 
thought out as an alderman’s course 
in floating a bond issue. He em- 
ployed a home economist but instead of 
getting a young woman fresh out of 
college with a degree in home eco- 
nomics, he deliberately chose an in- 
experienced Meridian housewife who 
was the mother of four children. The 
economist, Mrs. Dugan Merritt, went 
to manufacturers’ meetings and learned 
all she could about the equipment with 
which she had to work, but her best 


| knowledge was obtained right in her 


own home with her own children, says 
Mr. Jacobs. 


She speaks the housewife’s language 


| and knows the housewife’s problems, 


particularly in cleaning up after hus- 


| bands and children. Her specialty is 


demonstrating washers, but she knows 
the thousand little tricks which every 
housekeeper needs to know in order to 
lighten her work. 

“Mrs, Merritt knows right off the 


| bat the kind of soap which works best 


in a washing machine, about how to 
get just the right amount of suds and 
just how much time can be saved to 
use at some other household task,” says 
Mr. Jacobs. “She is a native of Merid- 
ian, Knows her customers and can 
tell them plenty of things about rais- 
ing their children too. If you think 
that hasn’t paid off, you’re wrong!” 

According to Mrs. Merritt, women 
who do their own housework are much 
easier to sell than those who do not. 


It seems, she says, “they are the 
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women who really need the machines 
more than the others and appreciate 
the value of time-saving equipment.” 
Mrs. Merritt says she finds that men 
are becoming more and more inter- 
ested in electrical appliance demonstra- 
tions and once you get them started on 
operating washers or vacuum cleaners, 
they are fairly easy to sell. 

Another stunt used by Mr. Jacobs 
is the staging of regular demonstra- 
tions in the homes of different Merid- 
ian housewives. It’s all handled just 
like a political rally. After permission 
has been obtained to carry out the 
demonstration, the housewife is asked 
to invite her friends in, which she 
usually is glad to do since the refresh- 
ments are “on the house.” The demon- 
strations are staged, of course, in 
picked neighborhoods and at the home 
of a leader in the section. The results 
in sales, as a direct aftermath of these 
demonstrations, have been very high, 
according to Mrs. Merritt. 


Seasonal Window Displays 


Mr. Jacobs, who learned the value 
of display advertising by using it in 
his vote getting, has made his window 
decorations one of his best drawing 
cards. His shop, an attractive gray 
marble building, has two large windows 
fronting on one of Meridian’s main 
streets. To draw traffic, these windows 
are changed frequently with new and* 
novel ideas featured in the decorations. 

Occasionally, Mr. Jacobs mixes his 
actual political life with his appliance 
dealings. For example, during cam- 


paigns he uses the shop as a campaign 
headquarters and—believe it or not— 
many a voter has come in to discuss 
the progress of an election and has 
remained to buy appliances. 


End 


J. H. LATIMER, energetic manager of the 
Century Supply» Co., carries out Mayor 
Jacobs’ idea that the old "glad to see 
you" attitude works as well in business es in 
politics. 
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Substitute wringer post—it permits a man 
to operate a wringer while working on it at 
bench. 


Washer Clinic 


CONTINUED 


attitude which is important. By allow- 
ing a flat rate, we do not haggle over 
details. We know our men go about 
30,000 miles a year. Sometimes this 
compensation plan puts them ahead 
of the game and other times it doesn’t. 

Maytag Rocky Mountain’s men 
work on a straight commission. Dur- 
ing the war the company could have 
gotten along without any salesmen 
at all. However, it continued to pay 
them their commission even though 
selling was unnecessary because they 
wished the men to earn a good living, 
to keep up their contacts and to be in 
condition when the going got tough. 

It was during the lean years that 
the idea of service clinics originated. 
Dealers were encouraged to put in 
stocks of repair parts. It was found 
that if the dealer had money tied up in 
parts he became interested in the serv- 
ice business. 

Accordingly, several sized inven- 
tories were worked out. <A dealer 
could put in. a $500 stock of parts, a 
$1,000 stock or a $2,000 stock of parts 
assortment. He was encouraged to 
sell reconditioning. Incidentally, a lot 
of automobile dealers who were hung 
up jumped into the washer service 
business, but they are not working 
out so well now that cars are back 
again. 

When George R. Henderson, service 
supervisor, appeared on the scene he 
started-selling dealers on how to sell 
reconditioning jobs. 

The Maytag thinking has been that 
very shortly, with the high saturation 
of washers, a lot of trade-ins are going 
to be coming in. Without service and 
reconditioning, the trade-in business 
tepresents a total loss to the dealer. 


Quick Service on Parts 


“An ingenious system was worked 
out to give the dealer quick service 
on parts,” reates Mr. Perkins. “We 
gave him a book of postcards and the 
Minute anything Was wanted he 
dropped a card in the mail. Before 
this, the dealer usually filled out a 
want list and made out a big order. 
In this way we’ red-balled back to 


him thé parts that he needs immedi- 
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This little home made bit is handy for clean- 
ing out bushings, pipes, etc. 


ately and the customer was not kept 
waiting.” 


Maytag dealers in the mountain area | 


today are being encouraged to take 
down A $10 deposit is 
about right, as it ties a string to the 
dealer’s finger, and is not so big an 
amount of money so it gets the dealer 
over a barrel or the customer too 
impatient. 

Foreseeing that they soon will be 
selling a lot of stuff on time, the 
Colorado organization is running a 
weather eye to the financing end of the 
business. Henry Perkins personally 
declares he likes the local finance plan 
best. Local banks are good, but too 
many local bankers are over 60 and 
immune to new ideas. The Central 
Savings Bank in Denver, he declares, 
has one of the best setups. It holds a 
10 percent reserve on dealers, which 
is enough to permit the bank to accept 
a much wider latitude on deals coming 
in. The bank bets on the dealer, and 
doesn’t judge on each particular deal 
this way. The 10 percent reserve can 
cover nearly all the dealer’s mistakes. 


deposits. 


Continuous School 


In the service department, Tom | 


Beazley, service manager, is running 
a school perpetually. Dealers are 
invited to send in their service men 
for a week’s stay, and to send along an 
old machine for the man to work on. 

“You would be surprised how many 
come in tied up with barbed wire,” 
he jokes. 

The service man is taught in a shop 
clean as a whistle, is given a chance to 
use the latest of gadgets for making 
his work easy, and goes back home 
inspired in the belief that washer serv- 
ice can be a clean, attractive business. 

Strategy of this Colorado Springs 
distributor is to work closely with as 
many service organizations as possible. 

“They are the heir to the future 
when it comes to washer business,” 
says Henry Perkins. “And if they 
happen to have a Maytag franchise it 
is perfectly logical that a lot of 
machines are going to be sold to people 
who come in to have their old one 


repaired,” End | 
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/ 
/ FLOATING GIB HOOK 


> | eliminates clogging, locking of stitching action 


Free-Westinghouse and New Home dealers have 
real sales dynamite in their hands with this exclu- 
sive, proven feature . . . the Floating Gib Hook ... 
positive rotary stitching action! No tangling or 
clogging of thread , . . no binding, jamming or 
locking in even the heaviest operation. Think what 
this means to users! Think what it means to you! 


Let this fully-patented famous feature make sewing 


machine selling—and profits—far easier for you. 
Free Sewing Machine Co., Rockford, Illinois. 
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SINCE 1870 MANUFACTURERS OF AMERICA’S FINEST 
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“WE BLUSH 


WITH PRIDE”’ 


AT UNSOLICITED 
FAN MAIL LIKE THIS... 


GILL ELECTRIC STOVE 


YVONNE 
CARLO 
Univereal 


71 YEARS OF WASHER 


PROVEN QUALITY SAFE- 
GUARDS DEALERS’ PROFITS 


EXCLUSIVE 
FEATURES 
STIMULATE 
WASHER 
SALES 


MANUFACTURING 


@ Nationally Advertised 
® Stainless Steel Top 

@ Aluminum Sides 

© Cast Aluminum Griddle 


© Broiler-Oven bakes, roasts, broils, 
toasts, frys 


© Adjustable Heat Control 
@ Needs no special wiring 


110-120 volts — 200-1650 watts 
Model G-175 AC. Underwriters 
Laboratories Approved. Stove 
with cast aluminum griddle, 
drip pan and grill: LIST $39.95. 
Also DC and small Broiler-Oven 
models available. 


200 Citrus Ave., Redlands, Calif 


Products Since 1926 


EXPERIENCE 


VOSS BROS. MFG. CO. 


DAVENPORT, 


IOWA 


Don't Sneeze at 


Classified Advertising 


A Lot of It Carries the Old 1, 2, Socko 
Punch Which is Handy When You Need It. 


yY OU fellows up in the $10,000 a 
year brackets, who are accus- 
tomed to lighting your cigarettes with 
dollar bills, just don’t know how John 
W. Jerk thinks. 

For example, what goes on in his 
head when the old washer in the base- 
ment turns over and dies? 

“Gee, whiz,” he says, “Here I’ve 
got to cough up for a washing ma- 
chine right when I was planning to 
buy a canoe. Wonder how cheaply 
[ can get off for? Maybe I can pick 
up a second hand number that will hold 
out for a while.” 

Where does one go to look for a 
second hand machine? Why, the 
classified columns of the newspaper. 
That is where householders moving to 
California advertise their stuff. In a 
big city it is the only trading post 
that exists for customers. A few 
dealers run their own ads in these 
classified columns. They know that 
this is the place where the guy looking 
for something cheap comes up for air. 


Looking for a Bargain 


In the columns under “Household 
Appliances,” in this morning’s paper 
there is an ad offering a ‘deluxe Ben- 
dix, slightly used, bargain.” You can 
buy a rebuilt, fully guaranteed Thor 
washer at 
easy terms. 


a quoted price of $29.95, 

General Electric refrig- 
erators are offered under the interest- 
ing title of “Reprocessed.” 

Smart retailers always stick in some 
adjectives that justify the low price 
they are quoting. They accept this 
point of view of the unknown prospect 
trying to get by cheaply. 

Do they always sell it to him? Of 
course not. 

When Mr. Jerk heaves into sight 
thinking to buy the jalopy washer and 
save some money for that canoe, the 
salesman goes to work. He points out 
that while canoeing is a matter of a 
few weeks pleasure, washing is some- 
thing that has to be done the year 
round. He shows him how much 


| money he saves in a year’s time if he 


does it at home and doesn’t send it to 
the laundry. That washer can earn 
the price of a new canoe in a period 
of time. And, since it is a money-mak- 


| ing proposition, Mr. Jerk had better 


get a good machine. The jalopy 
offered is all right, says the alert sales- 
man but it might fall apart in his lap 
in a few weeks. 

Result is, Mr. Jerk is argued out of 
his silly idea of buying a piece ot 
junk and is equipped to get his wife 
a new piece of mechanism which she 


| should have had all along. 


| the easy 


Occasionally, some people simply 
don’t have the money and have to buy 
the rebuilt article. That's all right. It 
earns its keep, too. 

Chief closer in deals like this are 
terms. The little amounts 
(Continued on next page) 
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\——HOUSEHOLD APPLIANCES— 
JUST RECEIVED 
ANOTHER CARLOAD 


REFRIGERATORS | 
IMMEDIATE DELIVERY | 
GUARANTEED 
ASH OR T 
New 1947 De Luxe Models 
TERMINAL APPLIANCE, 


W. JACKSON-BLVD. | 
Op. Mon., Tu., Th. to 9; Sat., Sun. to 5. 
WE'RE NOT KIDDING 
WE'RE DELIVERING! | 
NEW 1947 MODELS | 
REFRIGERATORS 
Nationally Advertised Brands 


Central Appl. & Furn. 
3334 N. Central-av. MUL. 0800. 
GENERAL Electric Refrinerator — Revro- 


cessed. Runs like New. Guaranteed. | 
| $129. $1.25 Weekly. John Mar- 
shall Furniture Co.. 1379 Milwaukee 


Sunday 12 to 5: Mon. and Thur. to 
9 p. m. 


ranges — immediate delivery, new 
Universal, Magic Chef, Hardwick; 1947 
Serve) on display. 


SHICA 
1438 N. Clark-st. Superior 7986. 


| 


G. E. WASHER 
BERMAN'S 
7918 S. ASHLAND 
REFRIGERATORS—All makes and mod- | 
els. Fully reconditioned and guaranteed 
Lewest prices. Immediate delivery. 
GOLD COAST REFRIGERATION. 
810 W. NORTH-AV. 
IMMEDIATE DELIVERY—TERMS. | 
Easy, Maytag, Tor, and Speed Queen 
; Washers an 4 ed 
|_Triangle 6800. 7805 Halsted | 
REF RIGERATORS—See the revolutionary | 
new 1947 Servel in operation at Chi-| 
cago’s largest dealer. Roy 
4002 Irving Park. Mulberry 7700. 
| REFRIGERATORS—Immediate delivery. 
Completely reconditioned and repainted: | 
' like new: 1 year guarantee; easy terms. | 
BRUNDERMAN, 4416 LAWRENCE. | 
NATIONALLY ADVERTISED BRANDS. | 
WASHING MACHINES, $79.95 
_2850 N. Central-av. Nat. 2120. 


THOR WASHER, $49.95 
Rebuilt, fully guaranteed; easy terms. 
3949 Division. Spaulding 2811. 

DE LUXE BENDIX 

Slightly used bargain. 

6927 Constance-av. Fairfax 7350. | 
FOR MOR-REALE BUYS 

RE AND APPLIANCES, 


umann., 


PORTABLES, $45 UP; TERMS. 
1145 W. 63D. WENTWORTH 7009 
SEWING machines electrified and mod- 


Save one-half. LEE, 7124 W. Grand. 


M 
4002 IRVING PARE. 00.} 
APPAN gas ranges—Immediate delivery. 
4002 IRVING PARK. MULberr 


_washer, used 2 mos. Jones, Mic. 4669. , 
APEX PRE-WAR WASHER—LIKE NEW. 
CALUMET 0569. 

heaters, gas ranges ed: 
$1.25 wkiy. Irving’s, 7839 S. Halsted.’ 
AS Ranges—Magic Chef. Fappan, Roper 
Imm. del. 4662 N. Lincoln. Lon. 5505 

6 CU. FT. COLD SPOT—NEW MOTOR. | 
$100. BAYPORT 8894.| 

G.E. refrig.. $150; rollaway bed. hand 
vacuum, 3247. Fulton, st. Sai. 9-2.| 

MGENERAL Electric range, 3 mos. old.’ 
Very cheap. Perfect cond. Kedzie 0236.; 

2% Combustioneer. like! 
new. Call after 4:30. 101525. Calhoun | 

| REFRIGERATORS and Washers—Imm<- 
_diate delivery. Briargate 0203 
STEWART WARNER refrigerator, $150.! 
N. Oakley. Armitage 533°.) 
VET NEEDS APPLIANCES. | 
CRAWFORD 9733. 


d rms 


ANS. FANS.| 
_HAAS & CHRISTIANSEN, She. 221) 
KENMO washer—Like new; terms. | 


_Triangle 6800. 7805 S. Halsted. 
MAYTAG washers—New and used: terms.) 
_ Triangle 6800. 7805 S. Halsted.’ 
SPEED Queen washers end froners—FZ 
_terms. Triangle 6800, 7805 S. Halsted.) 
VACUUM ec.; practically new.) 
All attachments. $30. Buck, 3416. | 
WanteA 
$20 FOR long shuttle Singers—Up ‘° 
5 each for Singer round bobbin drop 
head machine. Ked. 5007 or Sac. 0891. 
REFRIGERATORS WANTED. 
Any condition. Top prices. 
Rockwell 4947. | 


LL KEDZIE 8127 ANY TIMF 


CLASSIFIED ADS LIKE THESE HAYE 
PROVED THEMSELVES AS MONEY: 
MAKERS. 
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DIFFERENCE IS... 


Where healthy, happy minds are working, fresh air is a MUST! 
Motionair is playing an important part through indirect air- 
circulation in combating mental fatique and aiding in the 
proper simulation of food in active, young bodies. Schools from 
coast to coast face the problem of renewing classroom air and 
provide a great and ready market for Motionair. 


You can fill this market now! Write to 


Motron AIR WN. 


3319 EAST SLAUSON BOULEVARD 
LOS ANGELES 11, CALIFORNIA 


Mi 


THEY roll with the ease of a ball 
bearing baby buggy on this new 
Easload Appliance Truck. For Easload carries the f 


full weight on wheels that are perfectly balanced, 
that slide back at a touch of the foot pedal after the 
load is picked up. 

Easload Appliance Trucks give you full protection, 
too. Double strap cincher. Rubber covered uprights. 
Canvas toe plate. Rubber covered axle nuts. 


Sturdy enough for 800 pounds—handy enough to 
save back muscles—the Easload will speed up your 
deliveries and save countless hours of hard drudgery. 


IMMEDIATE DELIVERY 


Priced at $48.50 Order Now... Or 
. o. b. Los Angeles Send For Literature 


LSON EQUIPMENT & 


SUPPLY CO. 
1317 WILLOW STREET 


LOS ANGELES 13, CALIFORNIA 
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taken from the pocketbook each week | 
will not be missed. That’s why the 
retailing profession is yelping for the 
end of Regulation W. 

Strategy of retail advertising, in the 
opinion of a Grand Rapids distributor, | 
is entirely different from that of the | 
manufacturer. The manufacturer edu- 
cates the public about his product. The 
dealer’s ad is enough to get immediate 
action. 


Trying to Buy for Less 


Don Francisco, when he dumped 
crates of oranges in dealers’ windows, 
understood this principle. That heap 
of oranges said to the passerby, “This 
grocer is flooded with oranges, and he 
has got to sell them cheap. Come in 
and get a bargain.”” Gene Dahl, when 
he was with Wichmann’s at Appleton, 
Wis., used the same principle with 


radios. He stashed his windows full 
of radios. The mass effect gave the 


public the feeling, ““They’re loaded up 
—there will be some bargains there. 
At any rate, with such a mass of radio 
I ought to be able to pick just what 
I want.” 

Scratched models, sold at a discount, 
are always good for a come-on, like- 
wise repossessed appliances seem at- 
tractive bait. 

One dealer in Cincinnati used to find 
that stuff in the original crate had an 
appeal. His store looked like a ware- 
house, and he told ELtectricaAL MERcH- 
ANDISING that if it wasn’t in a crate 
when he got it, he put it on one to make 
it sell. On the other hand, when the 
prospect called at the store to look 
over what is advertised, he should be 
given a peek at as much of the best 
merchandise as possible before leading 
him to the bargains. Models should 
be completely equipped with all the 
extras when they are shown, such as 
aluminumware with electric ranges, 
etc. 


People Looking for Quick Delivery 


Latest strategy with scarce items has 
been the use of classified to bring 
prospects on the run. Ads like, “We're 
not kidding, we’re delivering” has been 
repeated constantly in Chicago classi- 
fied sections. There is a horde of 
people who are looking for scarce ap- 
pliances, and they turn to classified. 

Gentlemen who have had a lot of 
luck with this kind of advertising argue 
that it pays to be specific, is smart to 
include the reason for such a bargain 
being offered. It may run up the 
length of the ad but it will pull better 
and it is also a good idea to have 
the address and phone number. A 
lot of people like to whiz over in their 
car. 

A third use of classified comes from 
those who want to get leads. 

There has been running on the 
north shore in Chicago quite steadily 
a home address offering to sell a nearly 
new Electrolux vacuum cleaner with 
all attachments, used only three times, 
or something like that. 

Obviously, this blind ad turns up a 
lot of folks wanting a machine, who 
are followed up and sold by salesmen. 

Bargain prices are one of the weak- 
nesses of nature, and will go to the 
end of time. Might as well use some 
classified yourself and see how true 
it is. End 


Single-leverage presses, | to 2 
tons capacity. Ratchet type, 14 to 
5 tons capacity. (Three-ton press 
shown above.) 


Ten-ton Utility Press is ideal for 
most repairs. Easy to use on all 
kinds of work. Special attachments 
for electrical work available. 


The right kind of press is impor- 
_tant in your appliance repair 
shop, for work on all kinds of 
_ press-fit parts and general press- 
| ing work. Washing machine 
rotors, motors, and many other 


appliance parts can be assem- 


| bled and disassembled in mini- 

_ mum time. Pick the size you need 
for your shop, or write for fur- 

| ther information. 

| 


ENGINE COMPANY 
630 SEVENTH STREET 
GRAND HAVEN, MICH. 
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Homecraft is out ahead 


provement widens the 
increases your profits. 
to greater sales. 


HOMECRAFT 
First ain 


WITH THREE NEW SELLING FEATURES 


that mean quicker sales and more of them, Every im- 


FLUORESCENT CEILING LIGHT 


1. 
HOLDERS. 


PAT- 
ENT" 


No exposed zinc ports. 
Brings bulb closer to 
reflecting surface. 


More compact. 
2. ACCESSIBLE STARTER 
3. TRIPLE PLATED CHRO- 
MIUM BASE 


again with these new features 


market for shadow-free light: 
Let Homecraft light your way 


There's plenty of demand for the low-co 
new Homecraft. Every house has “blind 
Ideal for kitchen, bath, garage, 


st shadow-free light diffused by the 
spots” that call for new installations. 


workshop—anywhere an easily installed. 


handsome fixture is needed. This comp 


home owners. 


ing unit sells on sight to 


Write for complete information about this tast-selling new light and 
complete Homecraft Merchandising plan, consisting of counter display, 
2 sizes of newspaper mats and counter leaflets. 


HOMECRAFT ELECTRONIC PRODUCTS 


1212 SOUTH KEDZIE AVE., 


CHICAGO 23, ILLINOIS 


| 


the Service line 


« CORDS ... CORD SETS 


specified by top manufacturers of 


LAMPS 
RADIOS | 
IRONS | 
FANS 
PORTABLE TOOLS 
VACUUM CLEANERS 


REFRIGERATORS 
RANGES WASHERS 
HEATERS MIXERS 


A full line of Flexible Cords for the 
repair and service industry, obtain- 
able through jobbers and distrivutors. 


CORNISH WIRE CO., ic 


15 Park Row * New York City, 7 
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ELECTRICAL 
MANUFACTURER 


DO YOUR PRODUCTS 


sailthe sevenseas? 


FOREIGN FITTINGS 
Make Them More 
Acceptable 


CAT. +2064 
CONTINENTAL 
ADAPTER 


| CAT. #2063 
CONTINENTAL 
CAP 


Cc. D. WOOD 
Electric Co. Inc. 


70-17 83rd STREET 
GLENDALE, L. I., N. Y. 


| 


“PEOPLE who came in to buy couldn't concentrate on what the salesman was 
saying and the salesman couldn't concentrate on saying it.” 


The Customer Isn’t a Goldfish! 


though he employs 10 inside workers. 

“There are two ways to do busi- 
ness,” says Mr. Duff in explanation. 
“Either you do it inside or outside and 
my experience has been that if you try 
to do both, your efficiency in concen- 
trating on sales is cut just about in 
half. I prefer to focus on store traffic 


| for a very good reason. 


| 


“In the appliance business, your 
discounts are low and your operating 
expenses are high. If your store is 
situated in the high rent district, you 
simply can’t pay out 10 or 12 percent 
to outside salesmen. If you spend 18 
percent of your gross for advertising, 
five percent for your location, then 
add on your inside salesmen’s salaries 
and commissions, how can you pay out- 
side salesmen? There are approxi- 
mately 156,000 people in our trading 
area and newspaper blanket the sec- 
tion. We advertise heavily in the papers 
and concentrate on getting the people 
into the store here, where we can give 
them the best possible service and the 
benefit of the savings we make on pay- 
ing outside salesmen’s salaries. No sir, 
no outside salesmen for me.” 

Mr. Duff’s entire business has been 
built up on just such a foundation of 
firm convictions. During the war he 
was a field service engineer for Cur- 
tiss-Wright and was assigned to 
Savannah. After the war, he decided 
to remain in that city and open his ap- 
pliance business there. At first, he ad- 
mits he found the going pretty tough, 
but he overcame the general antipathy 
toward “outsiders” by becoming one of 
Savannah’s biggest boosters. He 
joined local clubs and went out of his 
way to make friends with the natives, 
training himself to think as Savan- 
nahans thought. Now he is a highly 
regarded resident of the Georgia city 
and very popular among his business 
contemporaries. 


Paint Demonstration 


In the two years he has been in 
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business in Savannah, he has staged 
several innovations which have proved 
highly profit able. _, During the scarce 


aioe. he staged. an automobile paint- 
ing exhibit in front of his store by 
roping off a space around the car and 
painting the machine at high noon 
when the largest crowd was on the 
streets. Another stunt Mr. Duff found 
profitable was the staging of a bicycle 
painting contest in which scores oi Sa- 
vannah youngsters took part. 

Checking back over the years, Mr. 
Duff learned that a cooking school had 
rarely, if ever, been held in the city. 
He immediately made plans to hold 
one, using all the latest demonstration 
methods and introducing the newest 
models of cooking and kitchen equip- 
ment. He has made use of several 
other innovations to help business. 

The Modern Radio and Appliance 
Corp. is housed in a building 35 feet 
wide by 90 feet in length on Savan- 
nah’s main business artery. The store 
has 2200 sq. ft. of display space and is 
modern in every detail. 

In fact, it boasts just about every- 
thing an appliance store can have— 
except open windows and outside sales- 
men, End 
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Selling Is Fun 


screaming signs which inform the pub- 
lic: “We are delivering new washing 
machines and you can have yours TO- 
DAY!” And according to Mr. Lo- 
Cascio, so successful has the firm been 
in obtaining scarce merchandise that 
calls are received from all over the 
country requesting shipments of equip- 
ment. 

“Indeed,” he adds, “there were sev- 
eral instances in which people re- 
quested us to assist them in their 
search for trucks, tractors, boats, lawn 
mowers and cranes. Guess our repu- 
tation for getting things must have 
gotten around.” 

The enthusiasm of the operators for 
the goods they sell has always been 
their big stock in trade. Back in 1943 
when there was nothing else to sell, 
the firm had five salesmen out selling 
Westinghouse “bug bombs” and ad- 
vising their customers that if and when 
appliances again appeared on the mar- 
ket, Commagere would be among the 
first to have them. During this period, 
Mr. LoCascio recalls, signs were 
placed throughout the store reading: 

his space reserved for your radio” 
and “This space reserved for your 
washing machine.” 


Installation Problems 


The partners’ enthusiasm extends 
to the maintenance and repair depart- 
ments as well. Mr. Commagere asserts 
that every problem in installation is 
a challenge to the firm. Mr. LoCascio 
and Mr. Commagere have spent many 
hours working over such problems and 
many times have been successful in 
completing an installation which at 
first seemed impossible. This was done 
by adding vents, lowering ceilings or 
even inventing types of floating pans 
for floor furnaces in flooded areas. 
No amount of research or study is too 
heavy for the partners to tackle if they 
believe some way can be found to solve 
the problem. 

“It’s not only good business—it’s 
actually fun,” declares Mr. Comma- 
gere. “I suppose we probably are dif- 
ferent from other dealers in this re- 
spect. The first rule of business, of 
course, is to make a profit. We’re do- 
ing that—plenty—but we also are hav- 
ing fun at it.” 

They are enthusiastic too, in their 
advertising, heading ads in the New 
Orleans daily papers with: “Yours to- 
day—no waiting!” or “Goodbye, hard 
work; goodbye, all dirt; good buy!” 
They’re right on the ball with seasonal 
advertising also. Last Christmas, they 
had a “real, live Santa Claus” at the 
store, bought $2,000 worth of toys 
which were sold and the profits do- 
nated to the Times-Picayune’s doll and 
toy fund. A big tree and Christmas 
music helped to pull the crowds in and 
Save the store operators a chance to 
meet hundreds of new prospects. 

The sparkle and energy of the part- 
ners extends itself to the sales force, 
now numbering eight. These sales- 
men are paid a salary and commission 
of 10 percent on large appliances, and 
up to 25 percent on smaller ones. It 
is the firm’s policy to pay bonuses and 
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award prizes for outstanding work, 
and an atmosphere of informality is 
maintained in dealings with the sales- 
men. Few slogans are evident in the 
store, and according to Mr. LoCascio, 
the only permanent slogan the firm has 
is: “Forget the rumors and go to 
work !” 

“As far as sales go,” Mr. Com- 
magere sums up, “all of us, regardless 
of position in the company of depart- 
ment in which we may be working, are 
a selling unit. We make many a sale 
outside of official store and office hours 
and our maintenance department liter- 
ally gives 24 hour service, seven days 
a week, therefore each of us really is a 
continuous sales unit. 


“We've had great success but don’t | 


get the idea that we are nine day 
wonders. We have expanded by hard 
work, a close study of statistics and 
records and by being enthusiastic about 
the business.” 


No Large Display 


The Commagere firm is one of the 
few of its size in the country which 
does not have a large display floor to 
exhibit samples of the 165 franchise 
products which they sell. The partners 
explain that they simply aren’t inter- 
ested in such a display space, that 
when customers enter the store, they 
usually can find what they want in the 
way of merchandise with a smooth 
selling organization to serve them. 

Mr. Commagere, a native Orleanian, 
claims he was born in the appliance 
business, since both his father and 
grandfather were in the same field. 
He worked with his father until Feb- 
ruary, 1942, when he opened the pres- 
ent store. Mr. LoCascio, a Bostonian, 
joined him shortly afterward and has 
been prominent in the firm since. Mrs. 
Florence LoCascio, his wife, is in 
charge of the firm’s clerical depart- 
ment. 

In addition to the salesmen, the em- 
ployed personnel of the store includes 
three radio repairmen, one refrigerator 
repairman, two washing machine re- 
pairmen, two helpers and two general 
road men. Major lines handled are 
Westinghouse, Coolerator, Eureka, 
General Electric, RCA, Blackstone, 
Launderall and Youngstown kitchens. 

End 
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“CUT OUT USING THAT ELECTRIC RAZOR 
WITH MY JUICE!" 


1, 1947 


COOLING, 
built - in 
BREEZES 


Cooling, refreshing 
breezes, when and where 
you want ‘em—with BAR- 
BROOK FANS. They work 
quietly and efficiently, 
backed by 15 years 
proven acceptance. They 
have earned the Good 
Housekeeping Seal and 
UL Emblem. 


Nationally advertised and 
merchandised, Bar-Brook 
Fans are profitable pack- 
age items for the Dealer. 
Write for the name of your 
nearest Distributor. 


BAR-BROOK 
FANS 


BAR-BROOK MFG. CO., 


“ATTIC FANS 


“END THE CATALOG MESS! | 


Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 


replacement. Each section has its Loose Leaf 
place, cannot slide. To change sheets, j fer 


you handle only | section; section 
instantly removed and instantly 

replaced. Order additional sections 
as your needs demand. 


Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- SIMPLE AS 
fying? Then you need EVER READY. Every cat- yA B C 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
‘¢ or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
ot EVER READY is lifetime built, handsome. Tens 
c ; of thousands in use. Order yours today! 


Y 
/, 


fa 


A. Open Section B. Replace sheet, 
close section C. Replace section 


ORDER TODAY! ALL SHIPMENTS EXPRESS ' 


Geneva Mfg. Co., 421 Stevens St., Geneva, iil. 
Gentlemen: Please ship me: 


: ee--No. 12 EVER READY Holder. 15 in. wide, 


124% in. deep, $'% in. tilt. Sturdy steel, 1 
dork green baked enamel. Capacity, 12sec- pw of 
24, like No. 12. With wings ond 2 ee 
; ity, 24 sections. $8.50 Eo. 
_____ Sections, $1.00 £o. 


NOTE: Check Kalamazoo 4-post 1), Ring Binder 3-post 


i 
mee MONEY BACK GUARANTEE! 8 


Dies 
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Corner grilles of trim, open 
design serve a dual role on 
OASIS Electric Water Cool- 
ers . . . they cross-ventilate 
the condensing unit and add 
to the beauty of the bronze- 
The OASIS 
is engineered for peak effi- 


walnut cabinet. 


ciency plus eye-catching style 

. stainless steel top for 
stay-clean brightness; Ebco 
12000 bubbler with rotary 
handle, for smooth, splash- 
free water-flow; rugged cool- 
ing mechanism for steady 
service; inset base for more 
toe room. Ebco-made OASIS 
is finest in quality .. . a lead- 
ing tradition for 20 years in 


the water cooler field. 


™ ™ EBCO 


401 


WHERE 
COUNTS , 


MANUFACTURING COMPANY 
WEST TOWN ST., 


COLUMBUS 8, OHIO. 


Steer clear of damage claims. De- 
liver refrigerators, ranges and other 
major appliances in Slingabout's 
thickly padded, flannel lined protec- 
tion. These rugged canvas jackets fit 
quickly, snugly over appliances to 
safeguard them from dents, stains 
and damage by jolts and jars. ‘““Pack- 
age”’ can be piloted through narrow 
doors and halls without damage to 
customer's premises. No messy un- 
packing. Slingabouts can be used re- 
peatedly to lower delivery costs. 


5 


j WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. \ 
Send Slingabout prices for Model No.--— — Make -——- 
1 Refrigerator SEND 
ec Range 

1 Other 
§ oo State —— — (Please Specify) 
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FREQUENT DINNER-MEETINGS, such as this one, serve to bring wholesaler Brad- 


shaw's dealers in from surrounding towns to get latest sales building helps, meet 
manufacturers’ men from Los Angeles and San Francisco. 


| Commercial Refrigeration 


was the greatest factor for monetary 
loss and ill-will for the distributor and 
the dealer. 

2. Only through complete coverage 
of a territory could a distributor do 
the same efficient job that wholesalers 
in older, more established industry 
were doing. 

3. Even as a retailer it would be 
impractical to maintain forces in areas 
more than 20 miles from Fresno be- 
cause the small communities preferred 
to support their local firms. 

4. Simple franchising of dealers in 
the small towns would not solve the 
territory coverage problem because 
the average dealer would not have the 
facilities for engineering or installing 
most jobs. 

The answer was the distributor- 
dealer plan which has been outlined 
above. But in itself it would not be 
the answer. Bradshaw knew his or- 
ganization would have to be set up 
to provide: 

1. A complete line of air condition- 
ing and refrigeration equipment, in- 
cluding: commercial refrigeration to 
10 horsepower, including coils; air 
conditioners—room coolers, self con- 
tained to 15 horsepower, remote types; 
warm air, hot water and steam heating ; 
farm and home freezers; store fixtures 
—reach-in, walk-in, self-service and 
closed display fixtures; frozen food 


| merchandisers. 


A complete stock of accessories 

and parts. 
3. Engineering, sales, 
installation personnel. 
4. Shop facilities, 
room, repair shop, 


service and 
including parts 
sheet metal fabri- 
cation. 

Advertising and promotion helps 
for all dealers. 


Equipment and Facilities 


Franchises with two companies that 
supplied quite complete but non-com- 
peting lines solved problem number 
one. To have the needed stock of 
parts, Bradshaw built a special room, 
25 x 28 ft., which is air conditioned 
and dehumidified all year to prevent 
rust on the $8,000 stock of parts. The 
3000 items are kept in a battery of 
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16 rotobins, with each compartment 
keyed to a perpetual inventory. 

The Bradshaw building in Fresno 
was remodeled following a disastrous 
fire in 1946, Sixty feet of the 75 foot 
frontage is in glass, openimg the view 
of the 17 by 60 foot showroom to the 
outside. An open office space is ad- 
jacent to the showroom to provide 
space for the switchboard, steno- 
graphic and bookkeeping personnel. 
Leading off the showroom are private 
offices, each 10 x 10 ft., for the execu- 
tives and sales personnel. 

The rear of the Bradshaw building 
provides 6375 sq. ft. for shop space, 
room for warehousing, the parts room, 
plus a 15 x 60 ft. area for truck un- 
loading. The shop facilities include 
equipment for all types of sheet metal 
work, and for the repair of any size 
refrigeration or air conditioning equip- 
nent. 


Sales and Engineering Personnel 


To back up the dealer-distributor 
relationship that Bradshaw empha- 
sizes, he has developed a crew of ex- 
perts in his field. All salesmen and 
service personnel receive special train- 
ing in the equipment they handle. 
During 1946, Bradshaw spent more 
than $3,000 to send three men East to 
the York factory, two of them for 
engineering training, the other for 
service training in the company’s two 
month courses. During 1947, three 
more men will attend the York school 
at Bradshaw’s expense. 

With this training and experience, 
Bradshaw's men are able to step in 
and assist a dealer with help in clos- 
ing a sale, with assistance in estimat- 
ing a job, help in planning the instal- 
lation. Even the smallest appliance 
franchised by Bradshaw can 
seek business in his community with 
the knowledge that he has available 
all the experienced men that the job 
may require, 


dealer 


Distributor Merchandising Program 


With full knowledge of the re- 
sponsibilities of a wholesaler in help- 
ing build sales for the products 


(Continued on next page) 
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SYLVANIA 


FLUORESCENT 
BULBS 


@ Long life 
@ Cool 


ECU 


NOW for use OUTDOORS 


as well as indoors 


Each light burns independently. 

At new popular low prices. 

Limited quantity available. 

Write quickly for complete information. 


DEALERS: Order from your Jobber. 


30 RIVER ST., PAWTUCKET, R. I. 


_EMPIRE IR ONER 


“HoT” 


A COMPLETE IRONER FOR ONLY 869.95 LIST! 


Dealers and Distributors write for prices, allocations and information 


EMPIRE APPLIANCE COMPANY 


480 Lexington Avenue New York 17, N. Y. 


Factory: Cincinnati 2 Ohio 
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distributes through dealers, Bradshaw 
| has made a strong merchandising 
schedule an integral part of his pro- 
gram. Included are: 
| 1. Regional advertising of the York 
| and McCray lines, some in cooperation 

with the manufacturers but all de- 
| signed to build the dealers’ market. 
| One percent of the gross wholesale 
| dollar volume of the W. C. Bradshaw 
| Co. is allocated to advertising and pro- 
motion. 

2. Point of sale materials and sales- 
men’s helps for each dealer are pro- 
vided. Bradshaw’s organization makes 
up kits for each dealer, with manu- 
| facturer data, photographs of local 
| installations, descriptions of various 
applications of all equipment to gen- 
erate ideas for sales. 

3. Sales meetings at the Bradshaw 
office or dinner meetings at a Fresno 
Hotel, where both Bradshaw and his 
specialists, as well as visiting men 
from the manufacturers, can give the 
dealers and their staffs the latest in- 
formation on the equipment they are 
selling and where new sales ideas can 
be spread. 


Pian Works Smoothly 


Nearing its first year of operation, 
Bradshaw’s distributor-dealer program 
for refrigerator and air conditioning 
sales is working smoothly and has 
caught the attention of manufacturers 
who are anxious to put wholesale and 
retail sales in that industry on a more 
solid, mature basis than it was pre- 
war, 

Electrical appliance dealers fran- 
chised by Bradshaw were interviewed 
by an ELectrricAL MERCHANDISING 
editor at one of Bradshaw’s sales 
meetings. They were enthusiastic be- 
cause the plan gave them an opportu- 
nity to build a reputation for selling 

| quality installations of air conditioning 
| and refrigeration, and because it en- 
| abled them, regardless of their size. 
or the size of their market area, to put 
their specialty selling talents to work 
in this field and to do it at a profit. 
End 


“THIS WILL BE YOUR GUEST IN 919A—I'LL 
REGISTER FO? HIM!" 


SELLE THE 
PORTABLE 


AIRS FILTER 
& 


The New Health-Aire 
Portable Air Filter and Heater is 
built to meet today's requirements 
for a small extremely efficient venti- 
lating and heating unit. 
Ic performs three important year 
‘round duties. 


1 HEATS 
on cool days have 
comfortable room tem- 
peratures by a mere 
flick of the switch 
2 i COOLS... have 


comfort from summer he 

with Health-Aire 
It draws in, filters, and 
circulates fresh air. Effec- 
tive in Hay Fever relief. 


3 It’s SAFE... 


children 
of pets cannot possibly touch 
moving parts or heating ele- 
ment. 


Completely portable, it meas- 
ures only 8” x 8” x 17'2” and weighs 
less than 20 pounds...a child can 
carry it. Equipped with easily re- 
placeable Fiberglas filter and 3-speed 
switch. Simple standard cord and 
plug eliminates installation expense. 
Modern, rich-looking cabinet blends 
with any office or home setting. This 
fan produces 1750 foot velocity perc 
minute...changing the air in an 
average size room quickly. It is truly 
the latest thing in small ventilating 
units. 


© Prompt Delivery 
Attractive Dealer Discounts 


For complete information, write today 


Johnson Fan & Blower Corp. 


1319 W. LAKE ST., CHICAGO 7, ILL. 


Johnson Fan & Blower Corp. 
1319 W. Lake St., Chicago 7, Ill. 


Please send me dealer information on 
the new Health-Aire Portable Unit. 


Address. 


City___ __State 
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Trig tea kettle 


Stainless Steel 
Mixing Bowl 


Yes, there’s a way to start ee 
folks right out on wonderful 
cooking results with every 
range that leaves your floor 
(and it will also make many 
new friends until ranges 
are again readily available). 
Offer your customers famous 
DeLuxe waterless cookware 
by West Bend. It cooks fast- 
er... preserves more health- 
ful food elements... and 
uses LESS fuel. There are 
many other DeLuxe acces- 
sories, too—all tops in qual- 
ity and designed for better 
and easier living. 


Four-piece DeLuxe set 
will serve 90 of all 
cooking needs. Consists 
of 2 and 3 quart sauce 
pans, quart Dutch 
Oven roaster and 10” 
covered skillet 


Coffee Urn 


Cake pan set 


There is an electrical distributor serving your territory 
with West Bend DeLuxe ware—write us for his name. 


WEST BEND 


wiscoONstiwn 


No. 89 
Drill | 


| 


my in weight, convenient and 
handy, this improved drill has a spe- 
cial aligning grip that makes straight 
drilling natural. Backed by 35 years of electric 
drill manufacturing, produced in great quanti- 
ties by modern of ten this is today's best | 
drill buy. For every day farm, garage, con- | 
struction and maintenance use, you can't | 
Ne. 209 y get a better drill at any price. Specially 
Drill Stand wound, long life, high 
(eee torque, fan-cooled motor. 
$1295 Cut steel gears, self-lub- 
ricating bearings, sturdy 
die cast case and a full sized 
snap action chuck (no key to 
lose). 


With a No. 209 Drill Stand, 
the 89 Drill makes a capable 
lever operated drill press. 
Order from your local 
SpeedWay dealer. 


wo. 69 v4" Drill | 
$418° 


SPEEDWAY MANUFACTURING CO. 


1827 S. 52nd AVENUE ¢ CICERO, ILL. — 
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HOWARD'S 
DUPLEX 


RECEPTRON 


EXTRA 
STRONG 


FACE 
PLATE 


WORLD’S EASIEST 
TO INSTALL 


1. One piece. Lifetime quality. 

2. Extra heavy double wiping contacts. 
3. Face plate 3 times usual strength. 
4. Protected against shorts. 

5. Shielded from dust and dirt. 

6. Listed by underwriters. 


Available at Jobbers—everywhere 


HOWARD MFG. CO. 
COUNCIL BLUFFS, IOWA 


Practically Sells Itself 
Y Allows More Profit per Sale 


Installs Easily & Permanent- 
ly—approved by the Under- 
writers Laboratory. 


IMMEDIATE SHIPMENT 


MINES EQUIPMENT COMPANY 


$1. Louis 10, MO 


4212 CLAYTON ave. — 


Ideal for moving 


ES 


This sturdy, 
cleanly shellacked 
and finished oak 
wood Dolly Truck is easy rolling because 
it is precision balanced. Swivel caste® 
... rubber wheels. Size 18” by 30”: 
for ace illustrated was 
materials, 


ELHAY PRODUCTS CO. 


323-327 West 16th Street, N.Y. 11, 
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RATES: 


payment, count 


ployment only) 
advance. 


OPPORTUNITIES: 


90c a line, minimum 4 lines. To figure advance 


TIONS WANTED (full or part time salaried em 


CLASSIFIED 


6 average words as a line. POSI- 


% the above rates payable in 


DISPLAYED INDIVIDUAL SPACES with border 
rules for prominent display of advertisements. 

BOX NUMBERS—Care of publication New York, 
Chicago or San Francisco Offices count as 10 words. 


SELLING . . . EMPLOYMENT 


EARCHLIGHT SECTION 


ADVERTISING 


tically on a col 
page. COPY 


MERCHANDISE . . 


DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 


BUSINESS 


vertising appearing on other than a contract basis. 
Contract rates quoted on request. 


AN ADVERTISING INCH is measured %” ver- 

umn—4 columns—48 inches to a 

FOR NEW ADVERTISEMENTS 

RECEIVED BY APRIL 16th WILL APPEAR IN 
Y ISSUE, SUBJECT 


The advertising rate is $9.00 per inch for all ad- TIONS 


TO SPACE LIMITA- 


SUPERVISOR 


Appliance Field Service 


An unusual opportunity in an expand- 
ing national organization. Experience in 
developing and executing service in- 
struction programs for appliance deal- 
ers, distributors, and service men essen- 
tial. Prefer man currently or recently 
engaged in this type of work. Midwest 
headquarters: sales and service 
branches throughout country. 


Reply should outline experience fully 
and also state availability. All replies 
confidential. 


P-1506, Electrical Merchandising 
$20 North Michigan Ave., Chicago 11, Ill. 


ASSISTANT GENERAL MANAGER 
$15,000 - $20,000 


Outstanding opportunity for top-flight executive 
with a fairly large Eastern electric and gas utility 
company. Should be under 50 and experienced in 
electric operating, engineering, or new business 
activities with talent for and experience in labor 
handling. Present organization knows of this open- 
ing. Replies strictly confidential. State how you 
may be contacted. 


J. T. JENNINGS 
Room 610 
109 Church St. New Haven, Conn. 


POSITION VACANT 


qualifications, 


MANAGER FOR electrical contracting and 
appliance merchandising business in grow- 
ng community with opportunity for interest 
n business. State age, starting salary, 
references. Northport Elec- 


tric, Inc., 110 Main Street, Nor@®port, New 


SELLING OPPORTUNITIES OFFERED 


WANTED 


EXCLUSIVE 
DISTRIBUTORS 


A National Water Heater 
Manufacturer conducting 
extensive national adver- 
tising has a few states 
open for live wire distri- 
butors. Complete line of 
electric, gas and oil water 
heaters. 


Write to 


RW 1546, Electrical Merchandising, 
68 Post St., San Francisco 4, Calif. 


ATTENTION 
APPLIANCE MANUFACTURERS 
EXCELLENT EXPORT OPPORTUNITY 


EXPORT CORPORATION established 14 
years * World-Wide Sales Organization * 
Personal Sales Representatives * Over 800 
Active Accounts amongst largest Importers 
and Wholesalers of Electrical and Radio 
Materials * 


Willing Accept Exclusive Export Represen- 
tation; Refrigerators, Washing Machines, 
Fans, Motors, Freezers, Air Conditioning, 
Clocks, Stoves, Toasters, Irons and other 
Appliances. 


We pay in New York on Normal Terms * 
Credit Risks Assumed Solely by Us * 
Export Formalities and Red Tape Handled 
by us * Your responsibility ends when the 
material leaves your factory. 


MORHAN EXPORTING CORPORATION 


458 Broadway New York 13, N. Y. 


ATTENTION MANUFACTURERS 


Established sales organization calling on Electrical 
Wholesalers and Hardware Jobbers in Iilinois, 
Indiana and Wisconsin desires an additional line. 
Either major appliance or smaller items. 


RA-1566, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Il. 


SELLING OPPORTUNITIES OFFERED 


MANUFACTURERS REPRESENTATIVE 

wanted, to sell competitive line of desk 
lamps to retail outlet. Commissions. RW- 
1721, Electrical Merchandising, 330 W. 42nd 
St., New York 18, N. Y. 


SALESMAN WANTED. Contact rated elec- 


trical retailers and contractors for out- 
standing line of circular lighting fixtures. 
Commission. SW-1722, Electrical Merchan- 
dising, 230 W. v. 42nd St. New York 18, N. Y. _ 
POSITION WANTED 
SALES DIRECTOR—17 years aggressive 
eastern utility company merchandising 


background. Experienced in training sales- 
men in both gas and electric appliance sell- 
ing, including househeating, commercial 
cooking and volume water heating, also 
dealer contact work desires to makes con- 
nection with manufacturer, distributor or 
department store. For further information 
write PW-1431, Electrical Merch: andising, 
330 W. 42nd St., New York 18, N. Y. 


SALESMEN AND Sideline wanted by manu- 

facturers and originators of record and 
album hassocks. Also a complete line of 
record carrying cases, storage albums and 
accessories. Our line includes many hot 
tems for the Phonograph and Radio trade; 
also Department and Furniture stores. In- 
quire: P.O. Box 406, Mt. Vernon, N. Y. 


WANTED—THREE Vacuum Cleaner Sales 

Executives. We are manufacturers of a 
hationally known and advertised product 
with top positions open for big caliber 
vacuum cleaner sales executives. These 
men can make $20,000 to $30,000 per year 
salary and commission basis and should 
have wide acquaintance in vacuum cleaner 
feld. Our organization knows of this adver- 
Usement. Write full details your back- 
ground and experience. All replies will be 
‘reated confidentially. RW-1485, Electrical 
Merchandising, 520 N. Michigan Ave., Chi- 
ago ll, tu. 


SELLING OPPORTUNITIES WANTED 


MANUFACTURERS—IF you are interested 
in active distribution of your products to 
the jobbing trade in Pennsylvania and 
adjacent territory by experienced represen- 
tatives contact Charles H. Casale, 30 Bennett 
St., Williamsport 10, Penna. 
ELECTRIC APPLIANCE Lines wanted for 
wholesale distribution. Large radio and 
appliance distributor, operating in New 
England, Baltimore and Washington terri- 
tories, desires one or two important major 
and traffic appliance lines. Present annual 
volume over two million dollars. Territories 
are covered thoroughly by personal sales 
contacts with leading Department, Furni- 
ture, Hardware and Appliance stores. 
Ample warehousing facilities available 
Also thoroughly organized service depart- 
ments. Your proposition will be held strictly 
confidential. Reply immediately to RA-1547, 
Electrical Merchandising, 330 W. 42nd St., 
New York 18, N. Y. 


FOR SALE 


COIN METERS 
Approx. 500 Meter-Ator Coin Meters. Good con- 
dition—some may need painting. Used selling 
electrical refrigerators. Geared for 15 cents to 
$1.00 per 24-hour operation. Some with clocks. 
Priced $2.00 each f. 0. b. Roanoke. Write 
THURMAN & BOONE CO., INC. 
Roanoke, Virginia 


Manufacturers’ Representatives 

Well-rated manufacturer of nationally-advertised 
line of Circline Fluorescent Fixtures and desk 
lamps and regular fluorescent fixtures is seeking 
several good manufacturer's representatives now 
calling on wholesalers. Commission basis 

Increased production plus our 17 year old policy 
of resultful sales promotion assures better-than- 
average earnings to qualified men. 

R 47, Electrical Merchandising 


520 North Michigan Ave., Chicago 11, Ml. 


I Am Looking 
for Products or 
the Purchase 
of a 
Small 
Manufacturing 
Business 


With a nation-wide organiza- 
tion of dealers and distribu- 
tors developed as the head of 
a consumer appliance manu- 
facturing concern, I am look- 
~ for products they can 
sell. 


Would operate national sales 
company taking entire out- 
put, would purchase busi- 
ness, or would consider part- 
nership. Wide experience 
in banking and finance. 


American of Irish-English 
descent, 37 years old; eager 
to tackle post-war reorganiz- 
ing and merchandising. 
Your reply will be treated 
with utmost confidence. 


B. O. 1715 
Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Il. 


WANTED 


WANTED 
NEW ITEMS 
TO DISTRIBUTE 


Nationally Under Our Trade Name 


W-1709, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill. 


SALESMEN 


Well-rated manufacturer of nationally-adver- 
tised line of Circline Fluorescent Fixtures 
and desk lamps and regular fluorescent fix- 
tures is seeking several good manufacturer's 
tepresentatives now calling on wholesalers. 
Commission basis. Protected territory. 

Increased production plus our 17 year old 
Policy of resultful sales promotion assures 
better-than-average earnings to qualified men. 


Give complete details on territory you now 
travel and lines carried. 


SW-1712, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill. 


BRAZILIAN 
BUYING AGENT 


With 25 years experience selling to job- 

bers chains and department stores and 

now specializing in electrical appliances 

and equipment is willing to accept rep- 
of 


urers for the dis- 
tribution of their products. Financially 
responsible. Superior references. Mer- 


chandise ordered and paid for on domes- 
tic basis. 


RA-1717, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 


Over 35,000 Other Subscribers 
to Electrical Merchandising 


are associated with the merchan- 
dising of electrical appliances. 
Their interest covers every phase 
of this business ranging from 
management, sales or servicing 
employment to investment « op- 
portunities associated with the 
establishing of new businesses, 
partnerships, products, etc. If you 
have an employment or business 
opportunity to offer these men you 
can do so effectively and at small 
cost through this “Searchlight” ad- 
vertising. 


SPECIAL 
LEAD COVERED CABLE 


NEW —0n Original Reels Standard Construction 


No. 2 Stranded 3 Conductor 
Type RL, 600 Volts 


.. Approx. 500 ft. ea. 
ee Approx. 1500 ft. ea. 


Priced to Sell 46¢ 
F.0.B. K.C., Mo. ft. 


6 or more reels 
at Quantity Discounts 


IMMEDIATE DELIVERY 


RG8U Coaxial Cable 


60,000 ft. on 1000 ft. spools 
$35.00 per spool 
F. O. B. K. C., Mo. 


Write, Wire or Phone 


BROWN-STRAUSS CORP. 


Box 78 Kansas City 10, Mo. 
Phone HA. 1000 


ELECTRICAL MERCHANDISING—SEPTEMBER 1, 


1947 


PAGE 251 


EM 
| 
| 
CC 
| 
— 
= 
ING = 


The Cover... 


shows a few of the many 
ises a home freezer can be put to 
Pies, cakes and pastries, baked and 
lecorated down to the last rose- 
mid, can be stored in a freezer and 
served three to six months later. Or, 
the pies and cakes can be prepared 
and frozen uncooked, ready for 
baking when needed. “Fresh-from- 
the-garden” fruits and vegetables 
are available for year ‘round serv- 
ing; and meats, poultry and fish, 
‘omplete turkey dinners, can also be 
frozen and stored in the freezer for 


nany months 


Kodachrome by Dave Rosenfeld 


LETTERS 


High Prices Again 


the Editor: 

Re page 3 June 15, 1947 EM Vir- 
ginia, small appliances now $2.98 re- 
luced from $4.95 and still they don’t 
buy 

Phe same thing is happening in Ken- 
tucky. We tried it on the following: 


lable lamps were $12.50 now $7.50 

leaners were 76.50 now 54.50 
Hot plates were 625 now 4.95 
{rons were 10.95 now 8.50 
and various other small appliances. 
rhey still don’t move in any volume. 
\ll the above is good grade merchan- 
lise. Other local merchants report 
ibout the same. 

Why they don’t move, we do not 
know; however, we are of the opinion 
that there has been too much news- 
paper, radio, and government talk 
ibout high prices and the public is at 
the waiting period. ‘Wait and see.” 


inconsistent? 


What they can’t understand is why 
the government talks so much about 
reducing prices and still does not re- 
dluce taxes, the budget and waste and 
still allows wage, express, and freight 
(There is also talk of 
1 postal increase.) 


rate increases. 


Of the 20 to 30 farmers, laborers, 
business men, and jack of all trades 
around town, all put it as one farmer 
I asked, “Mr. Witham, how would you 
like to have it as it is now or like 
1936?” “Heck, no,” he answered, 
‘now I can take a calf to local stock- 
yards and get $35 to $50, then $15 to 
$20; wheat $1.75 to $2.00, then $.65 to 
$1.25; corn $1.50 to $2.00, then $.55 
to $.75 and tobacco average $.40, then 
$.15 to $.25. 

Most all agree that some things 
are too high, out of proportion, but 
all admit that there never was a time 
when everything was equalized. 

Most of the men around town esti- 


PAGE 252 


mate that from 28 to 35% of their 
income goes for taxes. 

F. H. BucHANAN 

Buchanan Electric Company 


Campbellsville, Ky. 


Where to Get Range Parts? 


To the Editor: 

One of the repair services in which 
we specialize is that of electric range 
maintenance. 

In all of our other repair depart- 
ments we have “whipped” that ques- 
tion of “source of supply parts”, but 
on the electric range service, we find 
one big difficulty, and that is, to find 
someplace where all types of switches 
to use on ranges as well as oven con- 
trols, can be found. 

In most other lines, repair parts are 
available through jobbers, but so far 


| 


| 


we have been unable to locate a place | 


where range 
and oven controls, can be found. 

We have tried the various range 
manufacturers, but, in most cases, they 
carry very little or no stock, and have 
to route our orders through Bryant, 
H & H, etc., and by the time that our 
order has passed through two or three 
sets of hands, weeks, even months 
elapse before we receive what we need 
and in the meantime the housewife 
is without use of her oven or one or 


items, such as switches | 


more heating units on the range | 


proper. 


Our idea in writing you, was to de- | 


termine whether or not you could 
suggest someone to whom we might 
write and be able to purchase what we 
are continually needing. With the 
vast connection you have with the elec- 
trical trade we felt certain that if any- 


one could help us out, you certainly | 


could. * 
. the matter is really urgent with 
us. Thank you. 


H. W. Steir, Manager, 


Electric Appliance Repairs | 


940 W. Main Street 
Zanesville, Ohio 


; INTERNATIONAL COVERAGE BY 


ELECTRICAL 
MERCHANDISING 


Vol. 78 No. 5 


Publication Office, 99-129 North Broadway, Albany, N 
Editorial and Business Office, 330 W. 42nd St., New York 18, in. Vi 


H. W. MATEER, Publisher © L. E. MOFFATT, Editor © LAURENCE WRAY, Managing 
Editor @ ANNA A. NOONE, Appliance News Editor © MARGUERITE COOK, Director 
of Research @© JAMES BOLGER, Assistant Editor @ ROBERT W. ARMSTRONG, News 
Editor © HARRY PHILLIPS, Art ‘Director @ DEXTER KEEZER, fw: Economics Dept. 


e@ W. W. MacDonald, Consulting Radio Editor @© TOM 


BLACKBURN, Chicago 


Editor, 520 N. Michigan Ave. || @© MARTHA M. ALEXANDER, Editorial Assistant, 
Chicago @ CLOTILDE GRUNSKY, San Francisco, Editor, 68 Post St. © HOWARD J. 
EMERSON, Associate Editor Pacific States, 68 Post St., San Francisco @ AMASA 8. 


WINDHAM, Southern Editor © JOHN CHAPMAN, World News Editor. 


HARRY C. HAHN, Marketing Director @ L. P. CANTY, New York & New England ® 


R. A. WERTH, LOUIS W. ROMIGH, Chicago, || @ J. L. PHILLIPS, Cleveland, 
e F. P. COYLE, Philadelphia 2 © DONALD O. HANSON, Los Angeles, 14 @ RALPH 


MAULTSBY, Atlanta, 3 © T. H. CARMODY, San Francisco, 4. 


SEPTEMBER 1, 1947 


Instaliment Terms By L. E. Moffatt 


The Dealer's Balance Sheet By Kenneth L. Hampton 
Fresno dealer sounds warning as merchandise becomes more 
plentiful. 

How to Demonstrate a Washer By Tom F. Blackburn 
1. N. (Newt) Merritt shows how to make a customer want to discard 


the old and buy a new washer. First of a series on how to demon- 
strate appliances. 


E. Robison, Inc., built up a $2-million ennuel gross by doing business 
with friends. 


Appliance Servicing 
How a Youngstown, O., department store cashed in on appliance 
servicing. 

One Man Delivery of Refrigerators . 

How Zeller's of Denver operate a |-man delivery. 

Suggestive Selling Builds Side Street Traffic By R. W. Armstrong 
Albert Steiger Co., Springfield, Mass., devotes entire building to 
radios—appliances with display innovations to lure customers. 

Expenses and Profits 

Inland Empire Electrical Dealers Associotion ‘mode study of costs 
today as compared to pre-war and got some interesting results. 
Commercial Refrigeration and Air Conditioning By H. J. Emerson 

W. C. Bradshaw, distributor-dealer, makes it possible for small dealers 


to sell large air conditioning and refrigeration jobs in San Joaquin 
Valley. 


Gulfport (Miss.) Appliance Co. specialises in trade-ins. 


Taking Guesswork Out of Salesman Compensation ........... 


Frigidaire has worked up a circular slide rule for figuring salesmen's 
compensation. 


How to Get Publicity... 
Walter J. Daily gives dealers some interesting pointers on getting 
publicity. 

New Orleans firm of Felix J. Commagere, Jr., enjoy selling. 

He Moved info 


Carl Reiman of Los Angeles gambled present business for future 
profits. 


City Appliances of New Orleans believe in fostering good music. 


Is Small Town Dealer Getting a Fair Share of Appliances? .... 


B. L. Palm, commercial manager Central Illinois, Springfield, thinks 
they are not—and manufacturers reply. 


The Customer Isn't a Goldfish! ................ By A. B. Windham 
Open windows and outside salesmen helped J. B. Duff, Savannah, 
build Modern Radio & Appliance Corp. into ful busi in his 
section. 

Campaigning for Appliances............ 


The Mayor of Meridian, Miss., built a good business using experience 
gained in years of campaigning. 

Maytag Rocky Mountain finds the public will come running to discuss 
washer problems. 

News 


A McGRAW-HILL PUBLICATION 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business From 


THE EAST 
By Robert W. Armstrong 


yOU'd think, wouldn't you. that 
‘ vith weather as hot as it has 
een during August people would stay 
me and never even consider buying 


liances? But such, according to 
reports, has not been the case. Waving 
eautiful stacks of the long green, the 


ing public has been rushing to 
it at the same furious rate that 
revailed during winter and spring 


Dealers who expected a summer let 
lown have admitted to surprise at the 

istent high level of sales. “We 
xpected a normal drop in sales du 
ng the summer,” said one Long 


Island dealer, “but we didn't get it 
Vow we are figuring that sales will! 


eep up and may even go higher.” 
After What? 


Continuing a telephone survey of 
reactions to the demise ot Regulation 
W”, we woke several Eastern dealers 
ind distributors out of mid-morning 
siestas only to discover some = varia- 
tions in plans. Up Boston way they 
figure that after November 1 they'll 
lrop requirements to 10 percent down 
ind 24 months to pay. Said a Bean 
Town distributor, “By next March 0: 
\pril the terms will probably be re 
axed to 36 months.” Closer to Man- 
attan a dealer who combines photo 
graphic equipment with appliances said 
that, although he hadn't made definite 
urangements, he also expects 10 
ercent down payment, a policy which 

has been effecting on photographic 
quipment since it slipped out from 
mder the regulation. However, he’s 
nly going to allow 18 months for 
istomers to erase their debts 

Up in Hartford a thriving G-E 
ier is going to relax present re- 
urements to 20 percent down and 
months to pay. conservative 
Worcester, Mass., merchant declares 
that is going to stick to “W" terms 
one third down and 15 months. He 
amends it, however, by saying, “When 
‘supply reaches a point where most 
i~pliances really have to be pushed, 
down the bars to 20 percent 
d 4 maximum of 18 months. Right 
iere’s no need for it.” 

“li I were merchandising to con- 
mers,” declares a Philadelphia dis- 
tributor, “I know that I'd knock the 
Wr payment down to 10 percent 
ith 24 months to pay. However, I 
on’t think that most dealers know yet 
exac’ y what they are going to do.” 
(Continued on next page) 


ELECTRICAL MERCHANDISING'S Regional Editors 


THE MIDWEST 
By Tom B. Blackburn 


INCE merchandising is a business 
s of wetting one’s finger to see from 
what direction the wind is blowing, 
perhaps at this time of year it may 
be appropriate to run in a few vaca 
tion observations obtained while scud 
ding through a series of small Michi 
van towns. 

At the height of the tourist season 

is year you can get cabins to stay 

without trouble, and the hotels ap- 

ear to be languishing. Restaurants 

ire still serving their punk war-time 
meals at high prices, and wondering 
vhy the tables are so empty. You 
lave only to drive your Cat into a 


C ontinucd Pade) 


THE SOUTH 
By Amasa B. Windham 


int 


HE mid-summer lethargy, with 
its consequent decline in buying, 


almost every business down South 
‘pt the electrical appliance field 


Distributors and dealers in five major 


cities agreed that delivery of new 
merchandise showed little improve- 
ment or decline, but that buying was 
as steady as in the spring months 


hey attributel this general steadi- 


ness of buying, despite almost constant 
90 to 100 degree weather, to two fac- 
tors. The first of these was the threat 


ot price increases and the realization 


by 


ably 


buyers that certain articles prob- 
would rise in the next 60 days 
(Continued on 38 


In This Issue 


DIRECTORY OF 
APPLIANCE 


RADIO 
NUFACTURERS 


(Starts on page 3) 


THE FAR WEST 
By Clothilde Grunsky 


RECENT visit through Wyo- 
ming, Montana and Idaho reveal- 
that this section of the country feels 
that it is not receiving its full share 
ot appliances. Most dealers are not 
receiving enough electrical equipment 
to make their living selling it and 
practically none have reached the level 
of pre-war sales, measured either hy 
units or dollar volume. One jobber it 
the Montana area furnished figures to 
show that he had received 150 refrig- 
erators in the first seven months of 
1947 to serve 72 dealers. In Casper, 
Wyoming, where only one of the re 
tailers serving the town was in the ap 
pliance business before the war, the 
community suffers from the fact that 
quotas based upon pre-war volume dis- 
criminate against newcomers. Dealers 
here feel that because they are caring 
ior both servicing and sales in this 
territory, the rules should be relaxed 
Particularly hard is the situation 
where rural development is most ac- 
tive—and this means all of the Inter- 
mountain territory. Wyoming has 
a number of REA as well as power 
company extensions under way, while 
Utah, Montana and Idaho power com- 
panies are extending their lines to 
provide almost complete coverage of 
their respective territories Where 
new lines go in, they bring large num- 
bers of brand new customers, all of 
them eager for complete electrica: 
equipment for the home. The dealers 
feel that this increase in market is 
not taken into account by the manu- 
facturers. The entire resents 
the suggestion that it lost popula 
tion during the war. Most districts 
had one or more war projects which 
kept their population busy at home 
and since the war there has been a 
steady and substantial growth in popn- 
lation and industry \lso it is true 
that in this territory, as in the Paciti 
Southwest, allotments should be made 
on the basis of trading areas, whic! 
may extend for 150 miles in all dire 
tions about a trade center. 


Personal Power Projects 


In Wyoming, where 100,000-acre 
ranches are not uncommon, many have 
no utility service Some of these 
have recently put in their own power 
plants, canned gas operated, and have 
thus made themselves customers for 
electrical equipment of a varied sort 
Particularly popular are refrigerators 

(Continued on page 39) 
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that ] ire t going to go 
east until 1949 e said, 
iting 1 cit eases and they might 
s is vell buy OW 
\ more vinegary view of the in- 


He didn’t know about consumer re 
. but declared there was plenty 
m the dealers. “Where they used 


to buy two expensive refrigerators, 
now they only order one,” he said 
Another bad thing about current 
gh prices is that most people think 
that because they pay a lot, they are 
getting high quality. That isn’t so. Yet 
vhen they have breakdowns and serv 


ice troubles they think that they must 
nd 


ive gotter 1 ier nN al that other 
models of the same make are O.K. 
When they wake up to the fact that 
all too often they are paying more tor 
nierior products they are goimg to 
raise a terrible howl.” This same 


businessman holds out little hope tor 


ny startling increase in fourth quarter 

rodu thon, i which opinion he agrees 

vith other vholesalers “You must 

eliminate the shortages of skilled work 


manship and of quality materials be 


re you can get quantity,” he asserts 
That first shortage 1s one that ts oft 
nitted from isual investiga ms of 
the ipply situat It's a cinch you 
nt ive £ | products without good 
Kinen t make them 


losed down entirely for vacations. 
Add this to the critical steel supply 
ind you have a pretty good reason why 


deliveries during August were so poor 
One dealer said that refrigerators fell 
off 40 percent. Most others agreed 


Buy Teday, Pay Tomorrow 


bime-Duving ntinuecs increas 
ver the map as people run out 
thre quid assets. Merchants pooh 
e braking effect of cashed ter- 

al leave bonds. “A drop im_ the 
ket.” says one. “I know veterans. 
hat money will go fast for a lot ot 


Also on the 
erade is trade-in activity. A Con- 


ngs besides appliances.” 


necticut dealer who has taken trade 
ns all along says that it 1s increasing 


lav by day and that people are finding 


According to two reports from Phil- 


phia, television sales have slowed 


lown to a walk. Apparently the first 
buying spurt owed its existence to 
the desires of restaurant and bar own- 


‘rs to provide a customer attraction. 


Since those demands have mostly been 
met, home owners’ demands haven't 
been enough to keep the dollars roll- 
ing in. Some of the lack of interest is 
doubtless the result of admittedly poor 


‘rograms and some of it is financial. 


That financial angle looms increas- 


y important to this reporter from 


a strictly personal point of view. 
While on vacation I paid eight cents 


BEST INTERESTS of the washing machine industry will be guarded by the recently 
appointed engineering and research committee of the American Washer and lroner 
Mfrs. Assn. Left to right, seated: H. J. Mertz, Frank Breckenridge, P. Eduard 
Geldhof, chairman, G. |. Cockerill, Wallace Oliver, Dave Hayes, Charles O'Neil; 


standing: George Conlee, J. B. Dyer. 


that it is not so easy to sell an old 
refrigerator through a newspaper ad 
and are turning to the dealer to take 
it off their hands. Another dealer at 
tributes increased trading-in to camou- 
flaged discount sales. A Massachusetts 
dealer says he took four retrigerators 
in August as compared with only one 
in July. The New York and Phila- 
lelphia areas seem to be holding out 
against any significant increase in 
trade-ins, however 

Freezer sales have been spotty. Up 
Bay State way they fell off a bit in 
August. In the Nutmeg State they 
are up one week, down the next. Out 
Long Island way they “are slow again.” 
In New Jersey they're “dead.” Bos- 
ton calls freezer sales “fair.” In Philly, 
“they depend on the dealer,” or are 


fair. 

Radios are generally “quiet,” with 
one dealer reporting that consoles are 
selling better than tabie models and 
another claiming the opposite. 


for a nickel ice cream cone. lf every- 
thing else in this world is priced pro- 
portionately | am not long for solv- 
ency. But I'll have lots of company. 


THE MIDWEST 


(Continued ) 


filling station to see how the separa- 
tion of the smart from the stupid is 
about to take place. Where they leap 
on your windshield to clean it, they 
know the war is over. Where they 
still have a take-it-or-leave-it attitude 
they are about to be rudely shocked. 


Plumbers Who Don't Understand 


Saddest vacation picture was the 
spectacle of many small town plumb- 
ers who have loaded with specialty 


PICTURE. 


electrical appliances when 
haven't the foggiest notion of 
specialty selling is. The sight 
plumbing establishment surround 
drain pipe, sand, nails and appli: ix 
just simply doesn’t add up and 
establishments are likely to cor 
as electrical appliance outlets o1 
long as their proprietors belie, t' 
public is going to take the stuff 
irom them. Things like automat; 


washers, home freezers, ironers hay 
to be sold and demonstrated, a 
hard bitten appliance man will 
you. 

In the Middle West. the Augus 
heat wave swept out the stock of hig 
riced fans which were not movi 


well 


Radio Goes At It With Two Fists 


Furthermore, in August a ras 
advertising on radio broke out. Dea! 
ers banged away in Chicago pape 
with pages on radio, with unal 
offers of $30 allowances on any 
of an old set as a trade-in. R: 
changers that once sold for $)(45 
were offered at $49.95. A five-tul 


table set made its bow at $17.95. Sears 


Roebuck had a warehouse clearan 
radio. Along with the sweeping 


ductions the specialized radio went 


calmly along, with changers adve 


tised at $365, FM sets at $289, show- 


ing that the specialized market whi 
is unsaturated still holds its own. 
Home freezers saw some advertis 
ing with prices running from $269.5 
$259.50 and down to $149.95. Best 


all, the home freezer advertising wa: 


constructive and began to give t! 
customer a hint of what to do wit! 
in a peacetime market where 
are no butcher shop scarcities 


In view of the continued scarcity 


washers, the promotions were rather 


coy. One department store in C 
cago held a laundry clinic that was 


good idea to sell families the whol 


ball of wax. You could learn anythn 
at that clinic from how to 
grandpa’s pajamas to the ironing 
linen handkerchiefs. 

As predicted, private label app! 


ances again began rearing their heads 


and with the type of outlet expect 
the department. store. 


The roaster with a clock that mad 


it automatic, stepped into the August 


picture in time to cook some cool 
ners for moderate income folks 


din- 


Harry Alter, veteran Chicago dis 
tributor, said that refrigerators ar 
going to continue scarce, with mo* 


of those coming on the market bei! 
seven cu. fit. models. Sheet steel 


acutely needed for auto  productio! 


and it is the scarce material that 
holding 


(Continued on page 38 


refrigeration productior 
down. Incidentally, Mr. Alter think 
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With Company Names, Addresses and Trade Names 


AIR CLEANERS, FILTERS & 
STERILIZERS 


nnor gag | Corp., W. B., 114 East 
32nd St., New York 16, N. Y. “Dorex” 
aytheon Mfg. Co., 55 Chapel St., Newton, 
Mass 


sear Products Corp., Madison 3, Wis 
Research Filter’’ (air cleaner & filter) 
gers Diesel and Aircraft Corp., 1120 Leg 
gett Ave., New York 59, N. Y. “Glyco- 
(Air Sterilizer) 

estinghouse Electric Corp., Sturtevant [iv., 
Hyde Park, Boston 36, Mass. (Air Cleaner, 
lectronic) “Precipitron’ 2 


AIR CONDITIONERS (Portable 
Room Cooler) 


te Corp., 77 South St., Stamford, Conn 


Coils Co., 25 Lexington St.. 
k, N. J 
orp., South Geddes St., Syracuse 
“Carrier” 
»., 804 First Ave., N. W., Cedar 
lowa 
Machinery Co., 391 S. LaSalle St 
lianapolis, Ind. ‘*Climax’ 
gidaire Div., General Motors Corp., 300 
Taylor St., Dayton 1, Ohio. “Frigidaire” 


eral Electric Co., Air Conditioning Dept., 
Lawrence St., Bloomfield. N. |] 
Mfg. Co., Hastings, Nebr. “Jaden” 
ffman Air Condi itioning Co., 4505 Olive 
St., St. Louis 8, Mo. “Kaufiman” 
a Manuf: acturin g Co., 2525 Clybourn 
, Chicago 14, Ill. 
nitor Equipment Corp., Riverdale, New 
York 63 . Y. “Monitor” 
ley Freezers, Inc., 680 E. Fort St., De 
troit 26, Mich 
he Mfg. Corp., 5308 Blanche Ave., 
levelan id 4, Ohio. “Pacific’’ 
rlong Airconditioning Corp., Washington, 
_.». C. (Comb. Luminaire & air conditioner) 
dileo Corp., Tioga & C Sts., Philadelphia 
4, Pa. “Philco York” 
nited States Air Conditioning Corp., Minne- 
polis 14, Minn. “‘usAIRco” 
k M: inufacturing Corp., 1747 Chester 
+ Cleveland 14, Ohio. “Viking 
tren Simpson Corporation, Elec. Div., 119 
lk Third St., Mt. Vernon, N. Y. “Air 


‘stinghouse Electric Corp., Sturtevant Div 
‘lyde Park, Boston 36, Mass. 


AIR CONDITIONERS (Evaporctive 
Cooling System) 


as Engineering Co., Dallas, Texas. 
fodernAire” 

intain States Equipment Co., 1238 Speer 
Denver, Colo. ‘‘Airex”’ 

mer Mfg Corp., Phoenix, Ariz. 
teze”’ “Ice Berg”’ “Penguin” “Frostaire”’ 
tem Mfg. Co., 570 Lexington Ave., New 
, York 22, N. Y. “Rheem” 

ndus tries, Inc., W. Allen, P. O. Box 
femopolis, Ala. *‘Rogers’ 

ir Electrical Mfg. Co., S119 District 
Los Angeles 22, Calif. “Thermador” 
tates Air C onditioning Corp., Minne- 
-, lis 14, Minn. “usAIRco” Evaporative 

ulity Corp., 4851 S. Alameda 
Los Angeles 11, Calif. 


Radio Directory starts on page 21 


AIR CONDITIONERS (Evaporative 
Coolers, Portable) 


\irette Manufacturing, Inc., 1401 N. Syca- 


more Ave., Los Angeles 38, Calif. 
Fan Blower Corp., 1319 W. Lake 
Chicago 7 ‘> Ill. 
Industries, Inc., W. Alla, P. O 
Box 272, Demopolis, Ala. “Roge rs” 
Utility Appliance Corp., 4851 S. Alame: 
St., Los Angeles 11, Calif. “U tility” 


AIR CONDITIONERS, SUMMER 


Airtemp Div., Chrysler Corp., 1119 Leo St., 
Dayton 1, Ohio. “Chrysler Airtemp” 

American Thermal Industries Inc., 440 Illi 
nois Ave., Detroit 1, Mich. “Ameri-therm” 

Carrier C “orp., South Geddes St., Syracuse 1, 
N. Y. “Carrier Weathermakers”’ 

Curtis Refrigerating Machine piv. Curtis 
Mfg. Co., 1905 Kienlen Ave., St. Louis 20, 
Mo. “Curtis” 

Frick Co., Inc., Waynesboro, Pa. “Frick” 

Frigidaire Div., General Motors Pn 300 
Faylor St., Dayton 1, Ohio. “Frigidaire” 

General Electric Co., Air Con dit ming Dept 
5 Lawrence St., Bloomfield, “General 
Electric” 

General Engineering & Mfg. Co., 4417 
Oleatha Ave., St. Louis 16, Mo. ‘“Gemco” 

General Refrigeration Div., Yates-American 
Machine Co., Beloit, Wis. “GR” 

—— Corp., 617-31 N. W. 2, Oklahoma 
City 1, Okla. “Governair”’ 

Kz aia Air Conditioning Co., 4505 Olive 

, St. Louis 8, Mo. “Kauffman” 

Mu. uncie Gear Works, Inc., Muncie, Ind. 
“Marvair” 

Nat Cor, Ns 2710 McGee Trafficway, Kansas 
“ity, Mo. 

Philco Corp., Tioga & C Sts., Philadelphia 
34, Pa 

Ple asantaire Corp., Tower Bidg., W ashington 
5, D. C. “Pleasantaire” “Northwind” 

Rogers Diesel & Aircraft Cy. 1120 Leggett 
Ave., New York 59, N. Y. 


Typhoon Air Conditioning Co., Inc., Div. Ice 
Air Conditioning Co., Inc., 794 Union St., 
Brooklyn 15, N. 

United States Air Conditioning C orp., Minne- 
apolis 14, Minn. 

Viking Mfg. Corp., 
land 14, Ohio. 

Westinghouse Electric Cor; Sturtevant 
Div., Hyde Park, Boston 36, Mass. 

York Corp., York, Pa. “Yorkaire”’ 


7 Chester Ave., Cleve- 


AIR CONDITIONERS, WINTER 


Airtemp Div., Chrysler Corp., 1119 Leo St., 
Dayton 1, Ohio. “Chrysler Airtemp” 

American Thermal Industries, Inc., 440 Ili 
nois Ave., Detroit 1, Mich. ‘‘Ameri-Therm” 

Calesco Co., 58 Buffum St., Lynn, Mass 
“Calesco” 

Century Engineering Corp., 401 Third St., 
S. E., Cedar Rapids, lowa 

Conco Engineering Works, 
“Conco’ 

Coroaire Heater Corp., H: anna Bldg., Clev: 
land 15, Ohio. “Coroaire”’ 

Flectrol Burner Co., Inc., 22 Union 
Ave., Rutherford, 

Fluid Heat Div., Recher? Post Products, Inc 
6500 Eastern Ave., Baltimore 24, Md. 
“Fluid Heat” 

Frick Co., Inc., Waynesboro, Pa. “Frick” 

Gilbert & Barker Mfg. Co., West Springfield, 

ass. “‘Gilbarco”’ 

Green Colonial Furnace Co., 322 S. W. Third 
St., Des Moines 7, Iowa. 

Harvey Whipple, Inc., 55 Emery St. 
Springfield, “Master Kraft” 

Jaden Mfg. Co., Hastings, Neb. ‘Jaden’ 

Muncie Gear Works, Inc., Muncie, Ind. 
“Marvair”’ 

Norge Heat Div., Borg-Warner Corp., 574 
E. Woodbridge St, Detroit 26, Mich. 

Nu-Way Corp., 2416 Fourth Ave., Rock 
Island Ill. “Nu- Way” 

Perfection Stove Co., Inc., 7609 Platt Ave. 
Cleveland 4, Ohio. “Superfex” 

Pocahontas Fuel Co., Inc., 340 East 131st 
st., Cleveland 8, Ohio. “The Pipeline” 


Mendota, 


THIS DIRECTORY 


This directory of manufacturers of electrical appliances 
and radio, is as complete as possible. It is confined to 
household products with the exception of a few classifi- 
cations which, while not domestic, are merchandised 
through the retail trade. Any omissions that exist are due 
to the fact that the information could not be procured, 
after repeated requests, from the manufacturers. The 
present directory is a revision, with additions, of the 
classified directory published in July 15, 1946. 
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Ray Oil Burner Co., 401 Bernal Ave., San 
Francisco 12, Calif. “Ray Oil Furnace” 
Rheem Mfg. Co., 570 Lexington Ave., New 
York, 
Rudy Furnace Co., Dowagiac, Mich. “Rudy 
Timken Silent Automatic Div., Jackson, 

Mich. “Timken Silent Automatic” 
U _ Appliance Corp., 4851 5S. Alameda 
Los Angeles 11, Calif. 
Viking Mfg. Corp., 1747 Che ster Ave., 


Cleveland 14, Ohio. ‘*Vikir A 
Wayne Home Equipment , 801 Glas- 
gow Ave., Fort Wayne , Ind. 


Williams Oil-O-Matic Dive Eureka Williams 
Corp., 1201 East Bell St., Bloomington, 
Ill. “Oil-O-Matic”’ 


AIR PURIFIERS (Portable) 


American Air Purifier Corp., 306 East 26th 
St., New York, } : 

Coroaire Heater C orp., H anna Bldg., Cleve 
land 15, Ohio. “‘Coroaire 

General Ozone Corp., 17 West 60th St., New 
York 23, N. Y. “Air Clear” 

Purozone Co., 3254 Lincoln Ave., Chicago 
13, I 

Refresh Aire Ozonizer Corp., 382 Lafayette 
St.. New York 3, N. Y. “Refresh-Aire 


Ozonizer” 


BAKERS (Biscuit and Muffin) 


Associated Products Co., Inc., 20 S. Ontario 
st., Toledo, Ohio 
Lewis Electrical Mfg. Co., 841 East 88th 
St., Cleveland 8, Ohio. “‘lemco Products 


BARBECUERS (Home) 


Appliance Industries of America. 1830 
Ww inchester Ave., Chicago 22, Ill. “Steadi 

Excel Manufacturing Corp., 20th & Walnut 
Sts., Muncie, Ind. “Excel” 

General Die and Stamping Co., 262-272 Mott 
St., New York 12, N. Y. “Kasson Electric 
Barb B-Q” (Barbeque Spit) 

Metal Arts Craftsmen, 635 Williams St., 
Lake Geneva, Wis. “Bar-B-Rite”’ 
Rotiss-O-Mat Corp., 22-15 Steinway | 5t., 
Long Island City a N. Y. “Rotiss O-Mat 
Seabreeze Engineering Co., 834-36 S. San 
Pedro St., Angeles 14, Calif. “Ajax 


BLANKETS (Electric) 


Battle Creek Equipment Co 32 North 
Washington, Battle Creek, Mich. “Battle 
Creek’’ (for eliminative sweat baths) 

General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric” 

Landers, Frary & Clark, New Britain, Conn 
“Universal” 

McGrath St. Paul Co., 242 East 5th St., 
St. Paul 1, Minn 

Northern Electric Co., 5224 N. Kedzie Ave., 
Chicago 25, Ill. “Northern” 

Simmons Co., Electronic Blanket Div., 1 
Park Ave., New York, N. Y. “Simmons’ 
Electronic Blanket 

Swartzhaugh Mfg. Co., 1336 W Jancroft 
St., Toledo 6, Ohio “Everhot”’ 
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CLASSIFIED DIRECTORY OF 


APPLIANCE MANUFACTURERS 


BLENDERS—See Liquefiers 


BOILERS (Oil Burning) 


Airtemp Div., ( ler Corp., 1119 Leo St 
Dayton, 01 Chrysle Airtem ip 
American & Southern Corp., Nashville 1 
Tenn. “W ner 
Aubu B ( \ I \ 
Automatic | er Cory ( \ 
g \ Be 
tt | g Co, R. W., Elyria, 
nm 
( la | I By-l 
Lafayet It ( ed 
Delco Ap; nee Mot ( 
391 Lyell A Rochest N.Y Del 
Hea 
Eastern Oi] & Equip. Co., Portland 1, M: 
Easternoil” 
Electrol Burner anufacturing Co., Inc., 22 
Av uther rford, N I. 
Flu { He at D y., Anchor Post Products Inc 
65¢ Easte rn Baltimore 24, Md. 
FI luid Heat’ 
General tric Ce Air Conditior I 
ce St., Bloomfield, N NG n 
Gilbert « Barker Mfg Co., West Springfield, 


Mass “Gilbarco 

Harvey-Whipple Inc., 55 Emery St., Spring 
field 1, Mass. ‘Master Kraft” 

~_ Cc Milwaukee 1, Wis. “Activ-Air 

Herit ge x val & Stoker Co., 105 East 63rd 
St., ¢ Penn” “‘HomeEase’ 

Iron Fireman Mfg. Co 3170 West 106t] 
Cleveland 11, Ohio. “Iron Fireman” 

Johnson Co., S. T., 940 Arlington St., Oak 
land, Cal. ‘“Laddi,” “Selectair’’ 

Kleen Heet Tr 1823 Carroll Ave., Ct 

Ill. “Kleen Heet”’ 

Petroleum, Heat & Power Co., Stamford 
Conn, “PetrO” 

Timken Silent Automatic Div., Jacksor 
Mich. “Timken Siler 

Toridheet Div., Cleveland Steel Products 
Corp., 7306 Madison Ave., Cleveland 2 
Ohio. “Toridheet 

United St ates B irner Corp., P. O. Box 1078 
_Hartford, Conn. ‘United States” 
nited States ‘Radi ator Corp.. 1500 United 
Artists Bldg., Detroit 26, Mich. “Sunray,” 
Capitol 

Wayne Home Equipment Co., Inc., 1 Glas 
gow Ave., Ft. Wayne 4, Ind 

Williams Oil-O-Matic Div., Eureka Wi tt ur 
Cort 1201 E. Bell St., Bloo ymingto Il! 


York-Shipley, Inc. (Residential Div.), York 


BROILERS 


Appliance Industries of America, 18 N 
Win hester Ave., Chicago 22, Ill. “Steadi 
Glo” 


Craftmaster Products Corp., 1472 Broadway. 
New York 10, N. Y. 
Dockrell, Inc., Roseland, N. J. “The Auto- 


Everedy C East St.. Frederick, Md. 
“Everedy Speedy-Clean” 


Faraday Electric Corp., Adrian, Mich. 


ronx, N. Y. “B ler R t 
Finders Mfg. Co., ? S. Michigan Ave., 
Ct go 15, Ill. “Holliwood 
Hon ift Electronic Product 1 So 
Kec Ave., Chicag« Ill. “H raft” 
Inter ati ional Appliance ( Fast 23rd 
St., New York 10, Y. “BroilKing 
Lehman Bros. Silverwar Ce Fifth 
Ave., New York, N. Y. master 


Mac-Lane Mfg. Co., 200 Oliver St., Newark 
N. J. ‘“*Mac-Lan 
Manning Bowman & Co., Meriden, Conn. 
“Manning Bowman” 
Marlun Mfg. Co. Ir 37 East 21st St., 
New York 10, N. Y. “Rit F 


Master Ap ‘o., Bridge & Ontario 
St Ra Luxe Electric Broil” 
vati al st g Co 270 
Nort 1 Wis 

N 
Naxon Utilities ¢ | ( I ghy Ave., 


Chicago 45, Il. “Naxon Broilroaster 
“‘Naxon Broils¢ rver’, “Naxon Broil erange’ 
Newark Appliance rp., Inc., 


Practical Electric Products Inc., 330 East 
148th St., New York 51, N. Y. “Prak-T 
Kal” 

Precision Metal Products Cc 79.09 Rocka 
way Beach Blvd., Arverne, Long Island, 
N. ¥ 


Prevore Electric Mfg. Corp., 122 18th St., 
N. Y. “Prevore” 


Brooklyn 1 Prevore 

Rival Mfg. C Westport Bank Pidg., Kan 
sas City 2, Mo. “Broil-O-Mat 

Stern I wn Inc 42-24 Orct St., Long 
Island ( 1, N. ¥ Sut tar Du 
All 


23 Flatbus Ave., Brook 
n17,N. Y “Thermo Super’ 


lutt Co., 4107 Willys Pkwy., Box 54, 


U. &. Electric ‘Bene Products, Inc., 145 58th 
St., Brooklyn, N. 

Union Products Mfg. Co., 35 Park Place, 
New York 7, 


BRUSH (Hair) 


Hershey Mfg. Co., 1 S. LaSalle St., 
Chicago 3, Ill. “Vitabrush”’ 


BURNERS (Oil) 


\irtemp Div., Chrysler Corp., 1119 Leo St., 
Dayton 1, Ohio. “Chrysler Airtemp” 

American Heating & Engrg. Co., 601 East 5th 
t., New Albany, Ind. “American” 

American Radiator & Standard Sanitary 
Corp., P O, Box 1226, Pittsburgh 30, Pa 

A rcoflame’ 

rn Burner Co., Auburn, Ind. “Auburn” 

atic Burner Corp., 1823 Carroll Ave., 

cago 12, Ill. “ABC” 

omatic Firing Corp., 6504 Olive Bilvd., 

St. Louis 5, Mo. 

Beall Pipe and Tank Corp., 1945 N. Columbia 
Bivd., Portland 3, Oregon 

Beckett Engineering Co., R. W., Elyria, 
Ohio. “Beckett Commodore” 

Bethle hon Foundry & Machine Co., 225 W 
Second St., Bethlehem, Pa. “Bethlehem” 

Calesco Corp., 58 Buffum St., Lynn, Mass 


Caloroil Bu rner Corp., 1477 Park St., Hart 
ford 6, Conn. 

Century Engineering Corp., 401 Third St., 
S.E., Cedar Rapids, Iowa. 

Chalmers Oil Burner Co., 318 First Ave. 
N., Minneapolis 1, Minn. ‘“‘Chalmers” 
Chandler Co., 804 First Ave., N.W., Cedar 

Rapids, Iowa. *“‘Autocrat”’ 

Sngineering Works, Mendota, III 

onco 

Consolidated Industries, Inc., By-Pass 52, 
Lafayette, Ind. “Consolidated” 


Cooper & Cooper, Inc., Pittsfield, Mass 
“Cooper Heatmaster”’ 
Crane Co., 4100 S Kedzie, Chicago, Ill 


“Crane-Line Conservoil” 
Dp’ * 2 Oil Burner Co., 145 Stratford Ave., 
Bridgeport 3, Conn. “D’Elia”’ 


Delco Ay pliance Div., General M« . rs Corp., 


/1 Lyell Ave., Rochester 6, N “Delco 
Heat” 
Eastern Equip. Co., Portland 1, Me 
Eddy St ker ( Ris 4711 W. North Ave., 
Chicago Eddy” 
Electro Kine’ Manufacturing Co., 122 N 


Halsted St., Chicago 6, Ill. “‘Electro-King”’ 

Electrol Burner Manufacturing Co., Inc., 
22 Union Ave., Rutherford, N. 

Enterprise Oil Burner, Co., 18th & Florida, 
San Francisco, Cal. “Enterprise” 

Fairfield Oil Heat ne Co., Inc., Mason St., 
Greenwich, Conn. “Fairfield” 

Federal Waste Co., 222 Summer St., Boston 
10, Mass 

Florence Stove Co., Gardner, Mass. “Flor 
ence 

Fluid Heat Div., Anchor Post Products, Inc., 
6500 Eastern Ave., Baltimore 24, Md 
“Fluid Heat” 

General | lectric NS , Air Conditioning Dept., 

5 Lawrence Bloomfield, N. J. 

General Mz a, Co., Emmaus, Pa. 
“Gemaco” 

Gilbert & Barker Mfg. Co., West Springfield, 
Mass. “Gilbarco”’ 

( ( Furna e Co., 322 S. W. Third 

» Des 1es 7, lowa. “Green Colonial” 

Harvey-W hip Ine , 55 Emery St., Spring- 
field. 1, Mass. “Master Kraft’ 

Heatcraft Co., 402 Vaughan Bldg., 3rd & 
Main, Louisville 2, Ky. ‘‘Heatcraft” 

Heating Distributors Co., 202 South 9th St., 
La Crosse, Wis. “Sunaire”’ 

Heil Co., Milwaukee 1, Wis. ‘‘Activ-Flame”’ 

Hershey Mac hine & Foundry Co., Manheim, 
Pa. “Hershey 

Hom Ease Freseste Div. Inc., 52 lowa Ave., 
Paterson, N. “Hom Fase” 

International on Burner Co., St. Louis 10 
Mo. “ 


Iron Fireman Mfg. Co., 3170 West 106th 
St., Cleveland 11, Ohio. “Iron Fireman” 
Jet nson Co., S. T., 940 Arlington St., Oak 


Inc., 1823 Carroll Ave., Chi- 
cago 12, Ill. “Kleen Heat” 

Korth Oil Burner Corp., 123 Hawthorne 
St., Roselle Park, N. J 

Laco Oil Burner Co., Griswold, Iowa. 

Little Burner Co., Inc., H. C., Second & 
Lincoln St., San Rafael, Calif. 

Malleable Iron F itti ngs Co., Branford, 

“RB 


mn 
Mason Machine Co., Inc., 817-21 E. King 


y 

May Oil Burner Div. . Gerotor M: ay Corp., 
Baltimore 3, Md 

Middleton & Meads Co., . E. Lee St., 
Balt re 2, Md. Phi lame” 

Nation al Airoil Burner Co 1284 Fast 
Sedgley Ave.. Philadelphia 34, Pa 

Norge Heat Div., Borg Wa arner Corp, 574 
E. Woodbridge St., Detroit 26, Mich. 


Nu-Way Corp., 2416 Fourth 


Island, Ill. “Nu-Way’ 
P Oil Burner C 
St., Brooklyn 22, N. Y. 


Petroleum Heat & Power Co., 


Conn. “Petro” 


Ray Oil Burner Co., 401 Bernal Ave., San 
Francisco 12, Calif. “Ray” 
Dowagiac, 


Rudy Furnace Co., 
“Rudy” 


Scott-Newcomb, Inc., 2106 


St. Louis, Mo. 


Shedlov Oil Burners, Inc., 7 


S. Minneapolis 2, Minn. 


23 Third 
**Shedlov”’ 


Silent Glow Oil Burner Corp., 


St., Hartford 6, Conn. 
Silent Sioux Oil Burner 


City, Iowa. “Silent Sioux 


New A 


ville, Mich. “Oil King’ 


“Silent G 
Corp., 
11 Park Place, 
implex” 

Stoker Mfg. 148, Thompson- 


Sun-Fire Stoker Corp., 802 E. | 


New Albany, Ind. “Sun-Fire 
Sundstrand Engineering Co., i325 7th St., 
Rockford, Ill. “Sundstrand”’ 


Timken Silent Automatic Div., |] 
_. Mich. ‘‘Timken_Silent Automatic” 
Toridheet Div., Cleveland Steel 


Corp., 7306 Madison Ave., 


Ohio. “Toridheet” 
U.. S. Machine Cor 


1078, Hartford, Conn 


Viking Manufacturing Corp., 


Ave., Cleveland 14, Ohio. 
Ward Machine Co., Inc., 


Wayne Home Equipment 
Williams Oil-O-Matie Div., 


Corp., 1201 E. Bell St., 
“Oil-O-Matic” 


York-Shipley Div.) Inc., 


Pa. ‘“York-Hea 


CABINETS—See Kitchens, Units and 


Cabinets 


CASSEROLES 


National Enameling and Stamping Co., 270 
North 12th St., Milwaukee 


“Nesco’ 


Naxon Utilities Corp., 3600 Toughy Ave.. 
Chicago 45, Ill. “Naxon Beanery” 

Swartzbaugh Mfg. Co., 1336 W. Bancroft 
St., Toledo 6, Ohio. ‘“Everhot” 


CHIMES (Door) 


Auth Electric Co., Ine., 


Long Island City 1, N. Y. 


(mechanically operated) 


Cable Electric Products, _Inc., 


St., Brooklyn 11, N 


Deagan, Inc., J. C., 1770 w. 


Cleveland 2, 
320 North C St., 


Lebanon, Ind. “Winkler Econo-Flame” 
United States Burner Corp., 


“Will-Burt” 
Eureka Williams 
Bloomington, 


34-20 45th St.. 
“AuthOtone” 


North 9th 


Ave., 


Chicago 13, Ill. “Deagan” 


Devalera Industrial Designers & Manufac- 
New York 35, 


Edwards & Co., Inc., Norwalk, Conn. 


turers, 1945 Park Ave., 
N. Y. “Golden-Tone” 


wards” 
Faraday Electric Corp., Adrian, 
*‘Faraday” 
Harmony Mfg. Co., 7130 Laurel Canyon, 
No. Hollywood, Calif. iy 


Liberty Bell M: anufacturing 


Ohio. “Liberty” 
& Signal c 
Chicago 6, Ill. 


54. Ill. ‘Nutone.’ 
Mfg. Co., Inc., 
Philadelphia 6, Pa. 


Rite nhouse East St., 
N. 


Y. “Rittenhouse” 


CHURNS (Butter) 


Alabama Manufacturing Co., 
3, Al 


a. “Gem Dandy” 


Bernhardt Co., Inc. McDonough, 


“Bernhardt Cool- Running 


3 Mfg. Co., John J. McDonough, Ga. 


Southern Electric Products, 
“Dixie-Maid” 


“Standard” 


Co., 
119 S. Tefferson 
fello-Chimes” 
Nu Tone Inc., ‘Merchandise Mart, 
123-125 N. 
“Vibra-Tone” 
Honeoye F 


Birmingham 


Anderson, S. C. 
Standard Churn Co., Wapakoneta, 


Taylor Bros. Churn & Mfg. 


Finney Ave., St. Louis 
liable Deluxe and Ideal” 


Tennessee Valley Marketers, 


13, 
Inc., 117 


Ave., N., Nashville 3, Tenn. 


SEPTEMBER 


1s, 


Ave., 


Bridgew ater 
“Paragon” 


P. 
“United States” 

1747 
“Viking” 
966 
Brockton 64, Mass. ‘“Syncro-Flame” 
Co., 

Glasgow Ave., Ft. Wayne 4, Ind. 
Will-Burt Co., Orrville, Ohio. 


CLEANERS VACUUM (Cylinder 
Type) 


Apex Electrical Manufacturing Co., 1070 F 
152nd St. a sr 10, O. “Apex 

Clements Mfg. Co., 6650, S. Narragans 
Ave., Chicago 38, Ill. ‘‘Cadillac” 

Electrolux Corp. Inc., 500 Fifth Ave me 
York 18, N. Y. “Electrolux Cleane 
Air Purifier” 

Eureka Div., Eureka Williams 
Bloomington, Ill. “Eure a Con 
Home Cleaning System’ 

Filtex Corp., 421-23 East 15th St.. L 
Angeles 15, Calif. ‘“Filtex” 

Geier Co., P. A., 540 E. 105th St., Ck 
land 8, O. “Royal” 

General Electric Co., 1285 Boston Ay 
Bridgeport 2, Conn. ‘‘General Electri 
Hamilton Beach Co., Div., Scovill Mf, 
Co., Racine, Wis. “Hamilton Beach” 
‘land Rieger, Div. Apex-Rotarex Cor 
107 0 E. 152nd St., Cleveland 10, Ob 

“Imperial Sweeper- Vac” 

Hoover Co., North Canton, Ohio. “Hoover 

Interstate Engineering Corp., 2250 E. In 
pe Highway, El Segundo, Cant. “Con 


~~ Frary & Clark, New Britain, Con: 
“Universal” 

Monitor Equipment Corp., 640 West 24% 
St., Riverdale-on-Hudson, New York 63 


Morrill & Morrill, 30 Church St., New 
fork 7, N. Y. 

Premier Vacuum Cleaner Div., Genera 
Electric Co., 1900 Superior Ave., Cleve 
land 14, Ohio. “Premier” 

Timm Industries, Inc., 5245 San Fernand 
Rd,. Los Angeles 26, Calif. 

Westinghouse Elect ric Corp., 653 Page Blvd 
Springfield 2, Mass. “Westinghouse” 


CLEANERS, VACUUM (Floor Type) 


Air-Way Electric Appliance Corp., 21 
Auburn Ave., Toledo 1, Ohio. “Air-Wa 

Apex Electrical Manufacturing Co., 107 
152nd St., Cleveland 10, Ohio. “Apex” 

Birtman Electric Co., 4140 Fullerton Av 
Chicago 39, Ill. “Bee-Vac,” “Magnet 
“Mola” 

Clements Mfg. Co., 6650 S. Narragansett 
Ave., Chicago 38, Ill. ‘‘Cadillac”’ 

Eureka Div., Eureka Williams Cor 
Bloomington, Til. “Eureka Complet 
Home Cleaning System” 

Geier Co., P. A., 540 E. 105th St., Clevela 
8, Ohio. “Royal’’ 
General Electric Co., 1285 Boston Av 
Bridgeport 2, Conn. “Gene ral Electric” 
Hamilton Beach Co., Div., covill Mfg 
Co., Racine, Wis. “Hamilton Beach” 
Holland-Rieger, Div., Apex Rotarex Cor 
1070 East 152nd St., Cleveland 10, O! 
Hoover Company, North Canton, | Oh 
“*Hoover 

Landers, Frary & Clark, New Britain, Con: 
“Universal” 

Miracle Electric Co., 36 S. State St., C 
cago 3, Ill. “Miracle” 

Monitor Equipment Corp., 640 West 24% 


ry Co., 400 W. Madison St., Chicag 
Til. ‘*Morrow” 

Pre mier Vacuum Cleaner Div., Gener 
Electric Co., 1900 Superior Ave., Cle: 
land 14, Ohio. “Premier” 

Rexair, Inc., Fisher Building, Detroit 
Mich. “Rexair” 

Regina Corp., 54 W. Cherry St., Rahwa 
N. “Regina,” “Electrikbroom” 

Scott & Fetzer Co., 11401 Locust Ave 
Cleveland 2, Ohio. 

Westinghouse Electric Corp., 653 Page Blvd 
Springfield 2, Mass. 


CLEANERS, VACUUM (Hand Type! 


Apex Electrical Manufacturing Co., 1070 F 
152nd St., Cleveland 10, Ohio. “ Ages 

3irtman Electric Co., 4140 Fullertor Ave 
Chicago 39, “Bee-Vac” “Magnetic 
“Mola” 

Clements Mfg. Co., 6650 Narragansett Ave 
Chicago 38, Ill. 

Eureka Div., Eureka Williams Cort 
Bloomington, I. Complet 
Home Cleaning 

Geier Co., P. A., 540 E. 105th St., Clev 
land 8, Ohio. “Roy yal” 

Hamilton Beach Co, Div., Scovill Mfe 
Co., Racine, Wis. “Hamilton Be E 

Holland-Rieger, Div. Apex Rotarex Corp 
1070 E. 152nd St., Gievelend 10, Oh 

Landers, Frary & Clark, New Britain, Con" 
“Universal” 

Morrow Co., The, 400 W. Madis St 
Chicago 6, Ill. “Morrow” 

oO. K Stamping Corp., 2131 Fairfield Ave 
Fort Wayne 6, Ind. “O. K.” 

Scett & Fetzer Co., 11401 Locust Ave 
Cleveland 2, Ohio. “Kirby” 

Westinghouse Electric Corp., 653 Pag slvd 
Springfield 2, Mass. “Westinghou 
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CLEANE! 
Hand 


Whisk Bru 
West 3 
“Super 
brush & 


CLEANE! 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


CLEANERS, VACUUM 
Hand Type (Cont.) 


Brush Vacuum Machine Co., 110 
t 30th St., New York 1, N. Y 
per Little Wonder’’ 


(electric whisk 
sh & sanitator) 


CLEANERS, VACUUM (Pot Type) 


fealthMor Inc., 203 N. Wabash Ave., 

Chicago 1, Il. “Filter Queen” 

ewyt Corp., 60 Broadway, Brooklyn 11, 
\ “Lewyt’ 

\cAllister-Ross 135 S. La Salle St 

Chicago 3, IL. Ic Allister” 


CLIPPERS (Hedge) 


\ccamatool Co., Inc., 102 West 101st St., 
New York 25, N. “Hedge-Kli 

Doyle Manufacturing Corp., 320 wW Taylor 
St., Syracuse 1, N. Y. “Doyle Cyclo- 
Cl ipper” 

Kaufm: aun Mfg. Co., 
“Hedgmaster”’ 
Pioneer Gen-E-Motor Corp., 5841-49 W. 
Dickens, Chicago 39, Ill. “Pincor”’ 

rter Cable Machine Co., 1714 N. Salina 
St., Syracuse 8, Y. “Hedgshear”’ 
Roberton Div., King Pneumatic Tool Co., 
2717 N. Ashland Ave., Chicago 14, II 
‘Roberton” 

hiller-Pfeiffer Machine Works, 2130 East 
York St., Philadelphia 25, Pa. “Little 


5033 N. Elston Ave., Chi 
cago 30, Til. ‘‘Electrimmer” 
unbeam Corp., 5600 W. 
Chicago 50, II. 
mer” 


Manitowoc, Wis. 


s 
= 
s 


Roosevelt Rd., 
“Sunbeam Hedge Trim- 


CLOCKS 


\rnold Clock Corp., 189 Sunrise Highway, 
Rockville Center, N. Y. 

xk Products Co., 55 E. Washington St., 
Chicago 2, Ill. “Calmen” “Sanborn” 
“Willis” 

le, Inc., Rex, 21 
Long Island City 1, 
Mystic Clock” 

mn Co., 339 Fifth Ave., 
N. Y 


01 First Ave., 
N. “Seven League 


New York 16, 


eneral Electric Co., 1285 Boston Ave', 
Bridgeport 2, Conn. ‘‘General Electric” 
Ibert Clock Co., Wm. L., Winsted, Conn. 
Gilbert” 
—_ Associates Inc., M. M., Allentown, 
lustrial Tool & Die Works, Inc., 2824 
University Ave., S. E., Minne: apolis 14, 
Minn. “Ensign Line’ 
ngraham Clock Co., E., Bristol, Conn. 
“Ingraham,” “Sentinel,” “Beacon” 
Lux Clock Co., Conn. 
fastercrafters Clock & Radio, Co., 216 N. 
_Clinte on St., Chicago 6, Ill. ‘“‘Mastercraft”’ 
Co., 135 Lyndale, Minneapolis, 
inn 
liller Clock Co. Howard, Zeeland, Mich. 
“Howard Mille 
odern Time Inc., 666 Lake 
Shore Drive, Chicago 11, TIl. 
mitor Equipment Corp., 640 West 249th 
on-Hudson, New York 63, 


‘ew Haven Clock Co., New Haven 11, 
Conn. Haven” 
ennwood Numechron Co., McKenna Bldg., 
First Ave. & Ross St., Pittsburgh 19, Pa. 
“Numechron” 
evere Clock Co., 
Cine innati 6, Ohio. 
Sessions Clock’ Co., 61 FE. Main St., Forest- 
‘ville, Conn. 
‘eth Thomas Clocks, Division General Time 
Instruments Corp., Thomaston, Conn. 
Seth Thomas” 
Corp., 3907 San Fer- 
nando Rd., Glendale 4, Calif. ‘‘Sheffield 
Gr andson”” 
vheldon Clock Corp., 29 E. Madison St., 
Chicago, Ill. “Sheldon” 
“echron, Inc., Ashland, Mass. ‘‘Telechron” 
tk Clock Co., No. 1 Time Switch Ave., 
Vernon, N. Y. 
‘estclox, LaSalle, Ill. 
ume, wall types) 
inslow Mfg. Co., 114 Manhattan St., 
Stamford, Conn. “Winslow” 


MeMillan at Dover, 


“Westclox” (alarm, 


COFFEE MAKERS 


hicago Electric Mfg. Co., 6333 West 65th 
Chicago 38, II. Handyhot Twin 
Coffee Maker Service” 


SLECTRICAL MERCHANDISING—SEPTEMBER 15, 


Cory Corporation, 221 N. La Salle St., 
Chicago 1, Ill. “Cory” 

Curtis Co., Wilbur, 1781 N. Indiana St., 
Los Angeles 33, Calif. “Curtis Flame 
Glas” 

Duralux Co., Wooster, Ohio. ‘“Duralux’”’ 

Electro-Craft Corp., 1432 N. Orleans, Chi 
cago 10, Ill. “Brunch Master” 

Farber, Inc., S. W., 415 Bruckner Blvd., 
3ronx, N. Y. 

General Consumer Products, Inc., 
Western Ave., C 
flo Lyric” 

General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric” 

Hartford Products Corp., 308 W. Washing- 
ton St., Chicago 6, Ill. ‘“Cafex” also 
“Kwik-cup” (single cup coffee maker) 

Heat Resistant Glass Corp., 5 West 20th 
St., New York 11, N. Y. “Gold Seal” 

Hill-Shaw Co. (Vaculator), 311 N. Des- 
plaines St., Chicago 6, Ill. ‘“‘Vaculator” 

Kent Products Co., 222 W. Monroe St., 
Chicago 6, Ill. “Kent” 

McGrath St. Paul Co., 242 East Fifth St., 
St. Paul 1, Minn. 

Miracle Electric Co., 36 S. State St., Chi 
cago 3, Ill. “Miracle” 

Monitor "Equipment Corp., 640 West 249th 
— on-Hudson, New York 63, 


4619 N. 
Chicago 25, Ill. ‘*Magic- 


National Stamping & Electric Works, Ea 
iary of Eureka Williams Cor 2 W. 
Lake St., Chicago 24, Ill. Wikies Cross” 

Nicro Steel Products co 3534 N. Spaulding 
Ave., Chicago 18, Ill. “Nicro’’ (vacuum, 
stainless steel) 

“Silex,” 


Silex Co., Hartford 2, Conn. 
“Saratoga” 

Sunbeam Corp., 5600 W. Roosevelt Rd., 
Chicago 50, Ill. “Sunbeam Coffeemaster” 

Superior Electric Products Corp., Cape 
Girardeau, Mo. “Super Lectric” 

Tutt Co., 4107 Willys Parkway, Box 54, 
Toledo, Ohio. 

Westinghouse Electric Corp., Mansfield, 
Ohio. ‘‘Westinghouse”’ 

Zenith Industries, 129 Crosby St., New York 
12, N. Y. “Zenith Industries” 


COFFEE MILLS 


Cory Corporation, 221 N. La Salle St., 
Chicago 1, IN. 

KitchenAid Div., Hobart Mfg. Co., Troy, 
Ohio. “KitchenAid” 


COMFORTERS (Electric) 


Lion Products, Inc., 209 S. Jefferson St., 
Dayton 2, Ohio “Wonder Cover” 

Westinghouse Electric Corp., Mansfield, 
Ohio 


COOKERS (Egg) 


Hankscraft Co., 1007 E. Washington Ave., 
Madison 3, Wis. “‘Hankscraft Egg Cook- 
er” “Hanks craft Egg Service” 

Manning, Bowman & Co., Meriden, Conn. 
“Manning Bowman Pioneer” 


COOKERS, FOOD (Deepwell) 


Hlileo Engineering Co., 429 W. Superior 
St., Chicago, Ill. “Volcano” 


COOLERS (Beverage) 


American Refrigerator & Machine, Inc., 
Minneapolis 13, Minn. ‘‘American Arid 
Air Bottle Coole ss 

Artkraft Manufacturing Corp., 200 Kibby 
St., Lima, Ohio “Artkraft Bev-Food” 

Bevco Co., 1512 Pine, St. Louis 3, Mo. 
“Bev-Kold” 

Draft-Master Refrigeration, Inc., 1703 W. 
Baltimore St., Baltimore 23, d. 

Eaton Manufacturing Co., Inc., Carbondale 
1, Ill. “Eaton” 

Frigidaire Div. General Motors Corp., 300 
faylor St., Dayton 1, Ohio. “‘F rigidaire” 
Ideal Cooler” Corp., 2953 Easton, St. Louis 

6, Mo. “Speed Freeze” 

Jewett Refrigerator Co., Inc., Buffalo 13, 
N. Y. “Bevador” 

Jordon Refrigerator Co., 235 N. 
Philadelphia 7, Pa. 

Martin Mfg. Co., Box 5146, Beacon Hill 
Station, San Antonio, Tex. “Lo Temp” 

Master-bilt Refrigeration Mfg. Co., 920 
Palm St., St. Louis 7, Mo. “Master-Bilt” 

Nolin Manufacturing Co., 1100 Madison 
Ave., Montgomery, Ala. : 

Norge Div., Borg-Warner Corp., 670 E. 
Woodbridge, Detroit 26, Mich. 


St., 


1947 


Portable Ele vator Mfg. Co., Bloomington, 
Ill, “Pelco” 
~~ rs Industries, W. Allen, Demopolis, 


Solid Freeze, Inc., 1807 Vinton St., Omaha 
Neb. “Solid Freeze” 
S & S Products Co., Lima, Ohio 

Tyler Fixture Corp., Niles, Mich., “Tyler 
Dry-Kold” 


Uniflow Mfg. Co., Erie, Pa. ‘‘Kold-Draft” 


COOLERS (Milk) 


Anderson Mfg. Co., Ben H., 51 N. Dickin 
son St., Madison 3, Wis. 

—— Manufacturing Co., Inc., Carbondale 

, Ii. “Eaton” 

ter, Pa. 

Frigidaire Div., 4 Motors Corp., 300 
Taylor St. Dayton 1, Ohio 

Gamble & Hawl ley, Inc., 835 Osage Ave., 
Kansas City, Kans. “‘Locker-Freeze” 

International Harvester Co., 180 N. Mich- 
igan Ave., Chicago 1, Ill. ‘International’ 

Master-Bilt Refrigeration Mfg. Co., 920 
Palm St., St. Louis 7, Mo. ‘‘Master-Bilt”’ 

Westinghouse Electric Corp. 653 Page 
Boulevard, Springfield 2, Ma 

Wilson Refrigeration, Inc., Div. Wilson 
Cabinet Co., Smyrna, Del. 


E. Biddle St., West Ches 


COOLERS (Room) 
See Air Conditioners 


COOLERS (Walk-In) 


American Refrigerator & Machine, Inc., 
Minneapolis 13, Minn. “American” 

Cleveland Refrigerator Co., 2901 East 65th 
st., Cleveland 4, Ohio 

Eaton Manufz Co., Inc., Carbondale 
1, Ill. “Eato: 

Fogel hstelenmater Co., 5400 Eadom St., 
Philadelphia 37, Pa. 

Jordon Refrigerator Co., 235 N. Broad St., 
Philadelphia 7, Pa. 2 
M; asterfreeze Corp., Sister Bay, Wis. 

“Masterfreeze” 
Rogers Industries, W. Allen, Demopolis, Ala. 
Solid Freeze, Inc., 1807 Vinton St., Omaha 
9, Neb. “Solid Freeze” 
Tyler Fixture Corp., Niles, Mich. “Tyler” 
Zero Refrige ration Co., Sauhville, Wis. 
“Zero’ 


COOLERS (Water) 


~ 


“onsolidated Products Co., 160 Te- 


hama St., San Francisco, Calif. 
Coolstream Cor . 240 Butler St., 3rooklyn 
oolstream’ 


opeland Refrigerator Corp., Sidney, Ohio. 
“Copeland” 

‘ordley & 443 Fourth Ave., New 
York 16, 

Ebeo M:z Co., 401 W. Town St., 
Columbus 8, Ohio. “Ebco,” “Oasis” 

Frigidaire Division, General Motors Sales 
Corp., Dayton 1, Ohio. ‘‘Frigidaire”’ 

Iceberg Corp., Springfield 9, Mass. “Ice- 
berg” 

Norge Division, Borg-Warner Corp., 670 E. 
Woodbridge St., Detroit 26, Mich. 

Puro Filter Corp. ‘of America, 440 Lafayette 
St., New York 3, 

Revelation Div. of ‘Interstate Engineering 
Corp., 2250 E. Imperial Highway, Fl 

Sunroc Refrigeration Co., Glen Riddle, Pa. 
“Sunroc”’ 

Taylor Co., Halsey, 137 North St., Warren, 
Ohio. “Halsey Taylor” 

Unitlow Mz anufacturing Co., Erie, Pa. ‘“‘Lek- 
trik-Ice 

Electric Corp., 653 Page 

Boulevard, Springfield 2, Mass. “West 

inghouse”’ 


CORDS (Appliance) 


Associated Manufacturers Co., Inc., 60 

Federal St., San Francisco 7, Calif 
‘Amico”’ 

Cable Electric Products, Inc., 84-90 North 
9th St., Brooklyn 11, N. Y. “Snapit” 
Cordomatic Div., Vacuum Cleaner Corp. of 
America, 1725 W. Indiana Ave., Phila- 
delphia 32, Pa. “Cordomatic”’ Reels 
Cornish Wire Co., Ine. , 15 Park Row, New 

fork 7, N. Y. ‘“‘Corwico”’ 

Electri-Cord Mfg. Co., 236 Eldridge St., 
New York 2, N. Y. “Electri-Cord” (cord 
sets) 

Electrical Specialties Co., 
Mich. (cord sets) 


Benton Harbor, 


Faraday Electric Corp., Adrian, Mich. 
“Plugmaster”’ (Cord § et) 

General Electric Co., Bridgeport 2, Conn 
G E “Flamenol Cords” 

International Electric eh Inc., 1775 
Broadway, New York 1 ¥. (cord set) 

Kellogg Switchboard & Co., 6650 S. 
Cicero Ave., Chicago 38, Ill. “Kellogg 
Koiled Kords,”’ ““Extendo,” ‘‘Recoilo” 

Krest Electric Co. , 256 Market St., Newark, 
N. 


“Krest” 
Regency Electric 561 Fifth Ave., 
New York 17 Reg « 
Royal , 95 Grand Ave., 


Pawtucket, I. “Royal” 

Waage Mfg. Co. 632 N. Albany Ave., Chi- 
cago 12, Ill. “Spring-Act-O” 

Whitney Blake Co., Dixwell Ave., 
New Haven 14, Conn. 


Hamden, 


CUP (Heat) 


Ambidex ir as Tenth Ave., New York 
Heet-It”’ 

Hartford ) Corp., 308 W. Washing- 
ton St., Chicago 6, Ill. “Kwik-Cup” 
(single cup coffee maker) 


DEODORIZERS 


Automatic Electrical Devices Co., 2409 
Colerain Ave., Cincinnati 14, Ohio. 
“‘Homozone” 

Inter-Coastal Co., Inc., 649 S. Oliver St., 
Los Angeles 14, Calif. “Air King” (re 
frigerator deodorizer) 

Presco Co., 1101 Mulberry, Kansas City 7, 
Mo. “Fresher Zone” (Refrigerator) 


DISPOSERS, GARBAGE 


Berger, Inc., Thomas W., Ing: alls Bldg., 
Cincinnati 2, Ohio ‘‘Sani-Way 

Eureka Div., Eureka Williams Corp., Bloom- 
ington, Ill. “Dispos-O-Matic”’ 

General Electric Co., 1285 Boston_ Ave., 
Bridgeport 7 Conn. “General Electric 
Dispos all” 

Given Mfg. Co., 3885 S. Santa Fe Ave., Los 
Angeles 11, Calif. ‘“‘Waste King Pul- 
verator” 

Hotpoint, Inc., 5600 W. Taylor St., Chicago 
44, Ill. “Hotpoint” 

In-Sink-Erator Mfg. Co., 1326 Clark St., 
Racine, Wis. ‘In-Sink-Erator’ 

Lockley Machine Co., 310 Grove St., New 
Castle, Pa. “*Wastemaster”’ 

National Rubber Machinery Co., 917 Sweit 
zer St., Akron 11, Ohio 

Robot Appliances. Inc., Industrial Bank Bldg., 
Detroit 26, Mich. ‘Robot’ 

Rouselle Corp., 1673 East 82nd PIl., Los 
Angeles 1, Calif. “Drain- 

Westinghouse Electric Cc orp 53 Page Blvd., 
Springfield 2, Mass. Waste Away” 


DOOR OPERATOR (Residential 
Garages) 


Horton Mfg. Div., Aviation Corp., Circle- 
ville, Ohio. “Aveo Automatic Electric 
Operator” 

S & S Industrial Products, Inc., Detroit, 
Mich. “Electronic Serviceman” 


DRIERS (Clothes) 


Bendix Home Appliances Inc., 3300 W 
Sample St., South Bend 24, Ind. “Ben 
dix Home Automatic Dryer” 

Blackstone Corp.. Jamestown 6, N. Y. 
(automatic) ‘ Blackstone” 

Canton Clothes Dryer Co., 127 Second St., 
N. E., Canton 2, Ohio. “Canton,”’ (Slid 
ing rack & cabinet type) 

Chicago Dryer Co., 2210 N. Pulaski Rd., 
Chicago 39, Ill. “Chicago” 

Frigidaire Div., General Motors Corp., 300 
Taylor St., Dayton 1, Ohio. “Frigidaire” 

General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. ‘“‘General Electric” 

Hamilton Mz anufacturing Co., Two Rivers, 
Wis. ‘“Fluff-Dri” & “Hamilton” 

Hart Inc., Wallace B., 104 Lexingt: m Ave 
New York 16, N. Y. “AirWay” “Save 
A-Day” 

Hotpoint, Inc., 5600 W. Taylor St., Chicago 
44, Ill. “Hotpoint” 

Nineteen Hundred Corp., 304 State St., 
St. Joseph, Mich. “Whirl-Matic” 

Young Corporation, Fall River, Mass. 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


i H F on Electric Mfg. Co., 748 W. Adams Seabreeze Engineering Co., 834-36 5S. Ss 
lv Bothezat Fans, Div. American Machine breeze Ajax’ , h 
and Metals, Inc., East Moline, Ill. “*Fan- Signal Electric Mfg. Co., Broadwa Exha 


B 
W 
H 
+ A 
“ 4 
I str I 
H D 
p M 
St. I is 
last \ 
sts 
Ra 
Pr 
( 
Wal { 


( Elm St 
D 
( Ne 
( Ss Mfg. ( 
N Ve 
I ( “H 
W I 2824 
Ss. I { polis 
mb. Heater-Fan & 
( tent & Pot St 
M K-M 
ar M ( Bridge & OU 
Ra \ Jeluxe 
( | \ 
( 134 W < 
( Sterling, IM \ | 


EXERCISERS (Electric Reducing) 


ttle ( k | pment ( 32 N. Wash 
gton Batt Creek Mick ‘Battle 
( k H Id al Mechar l 
I H 
I \ ( S St., Boston 
M 


EXTERMIN 


te Cor; 101 Magnolia St., Burbank, 
( light glot 
DD Ir W ilst Blv Los 
\ ( 
( W. 42nd St New York 
N. ¥ det Durobar I t 
Kly 430 W. Hoff 
\ t, I Island, N. Y 
nhurst 
ors) 
I 7 N Ik P 
t \ tr rat tray 
t 
Ww. W 
inway”’ 
I Screen ( » 
St Portland O fl 
\ G t f ns 
Mise Cor 531 2 Senate Gler 
Calif H ydro-Mist 
tor ¢ p., 303 West 4 st N Vv 
N “Tr tocut fl 
fly traps, etc 
h I neering Corp., 121 Sixth Av 
New Y 3 Y ‘K-E Elect 
Vapo- Ba Moth ball) 
199 W. W 
B Cc go 6, Il *‘Duroba 
I tocut 
r El Corp 121 Central Ave 
Pa Insect t repell 


EXTRACT 


U 
Se. 
Collir t 

} 
Kitchen A 
] D 
( 
1; 
M t I 
K 
Fast 14t 


ATORS (insect) 


Cort 615 Front Toledo 5, 


erd-A-Ray Repeller 


ORS (Fruit Juice) 


t Co., 3 W. 65t 
Ill. “Sunkist Juicit” 
& | son, 3 $ ¥ fth St., Sar 
{ 
div Hobart Mfg. Cx Tr 
( ting Corp., 7 at Lawn 
J Juice King” 
tr —tate St., Chi 
] M le 
pply ( North 
M W Vejector’ 
f tchenware. | 78 
St.. B kl 29. N. Y Kitch 
K 
Seattle 1. Wasl 


EXTRACTORS (Vegetable Juice) 


( Groth & Johnson, 324 Fifth St., 
Franc Cal 
Wit n Aid Dis ve, Hobart Mfg. Co., Troy, 
K i i 
M Products ‘pt ily Co., 1428 North 
4th St., Milwa Pew , Wis Vejector’ 
\ Mat lachine Co., 655 Sixth Ave 
ew York “Veg-O-Mat’ 
/ { Bell St., Seattle 1, W 
“Zip, lu 
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Airmaster Cory 4317 N. Ravenswood Ave 


“Til, “*Airmaster” 
Electrical Mfg 
Av Chicago 5, Ill “Pu 


American Metal Products Co., Box 703 
Sylvania Sta., Fort Wort! , Tex 
“Ma 

Applia Distributing . Inc., 163 Walt 


ppil 
‘St., N. W., Atlanta 3, Ga. 
Beckett & Co., Inc., 7 


homas, 2118 Griffin 


St., Dallas 2, Texas. 
B 1 Manufacturing Co., Fostor Oo} 
kimo Air Fountain” 
H Air Conditioning la ( 
De K Atlanta 6. G 
(alitornia Corp N. Front 
St., B 
Circulator Mfg. Cory K 
New y 
In Climax Engineering 
Cc Roto-Beam 
nax Ma 01s a Salle St 
anap 
Cole, | 20-01 Fifty-First Ave., Long 
Isl a Rex Cole 
Dallas Engineering Co., Dallas 1, Texas 
*‘ModernAire 
Dayton Electric Mfg. Co., 748. W. Adams 
cago 6, Ill rthwest” 


( 
J. “Diehl” 
7 1824 Washing 


is 21, Mo. “Emerson-Electric 
>» Co., 221 N. La Salle St 

ectric Co., 1285 Boston Ave 

rt 2, Conn. “General Electric” 


ul justries, Inc., 231 S. La Sall 
St Chicago, Ill. (heater cooler fan) 
Hunter Fan & Ventilating Co., Inc., 409 
S. Front St., Me emphis, Tenn “Zephair’ 
lig Electric Ver g 2 N. Craw 
ford A ( 4 
Internat 10 ne s 10 
Mi 4 


Kisco ¢ 39th & Chouteau, St. Louis 
Mo ” “Whirlaway,” “Airspray,’ 
Circulair’ 

Mar thor Electric Mfg. Corp., Wausau, Wis 

Mimms ( 1013 E. Broadway 
isville 4, Ky ‘Mimms” 

Monitor Equipment Corp., 640 West 249t! 
St Riv vle-on-Hudson, New York ¢ 

Mot air, Inc 3321 E. Slauson Blvd., | 
Angeles 11, Calif. ‘‘Motionair”’ 

Nelson Corp., Herman, Moline, Ill 

r ess of America, 2901 Lawrence Ave 
( ll 

™ I Springfield, Of 
R & M” 

S lect Mfg. ¢ I udway, Me 

Mict Signal 

e h Mfg. ¢ Ir I \ 00 Da 
t N. Y Arctic-A 
‘Sparton 

Sutt Corp., O. A., | 1 Bldg... W t 

Kans Vor 1 (als th built 
ting element) 

Vict Electric Products, | 50 R t 

n Ave., Cin ti 9 Vict 


rd Co., : gar T., 7777 
St,. River Forest, I. “Ward Zeph 
h Co., W. W Glen Bldg 4 th & ., 
ligl 


, 653 Page Blvd. 
Pacemaker,” 
Detroit Ave , Cleveland 

Ohi “Strato-Liminator’ 
Wind-Way Fan & Ventilator Co., 531 St 
Toseph St., New Orleans 13, La. “Wit 


FANS (Attic Ventilation) 


Air Controls, Inc., 


Cleveland 14, Ol “Rex Airate’ 


\irt ster Corp., $317 Ravensw od Ave., 


Chicago 13, iil ‘Airmaster”’ 
4 Detroit 32, Mich 


an Blower Cory 
entura”’ 
American Coolair C rp., Jacksonville 3, Fla 
Appliance Distributing Co., In 163 Waltor 
St., N. W., Atlanta 3, Ga 
tovent Far & Blowe Co 180 N 
Kostner Ave., Chicago 6, Il] 
Bar-Brook Mfg. Co. Inc., 1553-55 Texa 
ve., Shreveport, La. “Bar-Brook Breeze 
Builder” 
Beckett & ( Ir Thomas, 2118 Griffir 
St., Dalla 


Rishop H., 107 N. Second St., 


Champaign, Ill. “Bishop Air Me 
Kutfalo Forge ¢ 205 Mortimer St., Buff 
“Breez-Air” 
( & H. Air Conditioning Fan Co., 160 
De Kalb Ave., NE Aalanta 6, Ga 
Chelsea Products, Inc., 
Irvington 11, N. J “Chelsea” 
Circulators & Devices Mfg. Co., 22 Re 
St., New York 7, N. Y. “Fr 
Dallas Engineering Co., Dalle Texa 
“*ModernAire” 


2310 Superior Ave., 


1206 (irove 


Pac” 
Diehl Mfg Co., 1130 
Somerville, N. J Diehl” 
om r Products Cc 0., 


Ave., 


F inderne 


128 Eigt hth Ave., 


Nashvi 3, Tenn. ‘‘Economaster 
Edwards Nite x. Co., 2837 Thirteenth Ave. 5., 
Minneapolis, Minn 


ber rson Electric Mig. Co., St. Louis 21, 
M Electric” 

General Electric Co., 1285 Boston Ave.. 
Bridgeport 2, Conn. “General Electri af 

Hunter Fan and Ventilating Co., Inc., 400 5 


Front St., Memphis, _ “Zephair” 
Ilg Electric Ventilating Co., 2850 N. Craw 
ford Ave., Chicago 41, III Ie Wind 
Johnson Fan & Blower Corp., 1319 W. Lak: 

St., Chicago 7, Ill. ‘Health-Aire” 
Klee Co., George B 3501 Colerain Ave., 
Cincinnati 23, Ohio “Dana” 

Iau Blower Co., Dayton 7, Ohio. “Niteair” 
Martin Fan & meraet Co., 4634 West 21st 
St., Chicago 50, 
Peerle ss Electric — Market St., 

Warren, Ohio 
Production Planning Co 


1401 W. 
704 Woodward, 


Rochester, Minn. “Allen” 
Propellair, Div Robbins & Myers, Inc., 
Springfield, Ohio 


Reed Unit-Fans Inc., 1001 St. Charles St., 
New Orleans 8, La 

Rheem Manufacturi Co., 
ington Ave., New York 
“Rheem” 

Robbins & Myers Inc., Springfield, Ohio. 
“R&M” 

Sprouse Co., Inc., V. E., 

Sutton Corp., O. A., Vornadofan Div., 403 
teacon _Bldg., Wichita 2, Kans “Vor 


Columbus, Ind. 


Valley Marketers, Inc., 117 
Ave., N., Nashville 3, Tenn. 


tirmingham, Mich 


Air Conditioning Corp., 5600 Wal 
Ave., Cleveland, Ohio. “Cires 


I 7777 W. Lake 
“Ward Zephyr” 


Corp., Sturtevant 
on 36, Mass 

itor Co., 1 St 
13 La 


FANS (Desk, Bracket, Pedestal) 


\irmaster Corp., 4317 Ravenswood Ave., 


igo ‘Airmaster 

| American Electrical Mfg. Ce 1114 S 

Michigan Ave., Chicago 5, Ill “Pure 
ree 

Autovent Fan & Blower Co., 1805 N. Kost 


ner St., Chicago 6, Ill 
ersted Mfg. ¢ Fostoria, Ohio. “Eskimo” 
l in & Blower Co., Irvington, N. J. 
Chicago Electric Mfg. Co., 6333 W. 65th 
St., Chicago 38, II. “Handybreeze”’, 
Sterling’ 
Circulators & Devices Mfg. Corp., 22 
7 Trigid”’ 
ic Mfg “748 Ww. Adams, 
Chicago 6, Ill ‘Northwest” 
Dele oye Div , General Motors Corp., 
11 , Rochester 6, N. Y. “Delco 


Fan”’ 
Diehl Mfg. Co., 1130 Fin derne Ave., Som 
erville, N. J diehl’ 
Hominion Electrical Corp., 120 Elm St., 
ansfield. O “Dominion’ 
Emerson Electric Mfg. Co., St. 
Mo. “Emerson Electric” 
Fresh’'nd Aire Co., 221 N 
Chicago 1, Ill. 


Louis 21, 


La Salle St., 


G. M. Laboratories, Inc., 4300 N. Knox 
Ave., Chicago 41, Ill. “Surf” 
General Electric Co., 128 Soston Ave 7 


Bridgeport, Conn. “General Electric’ 

Gilbert Co., A. C., Erector Square, New 
Haven 6, Conn. “Polar Cub”, “Gilbert” 

Hunter Fan & Ventilating Co., Inc., 400 
S. Front St., Memphis, Tenn. “Cen 
tury 

Industrial Tool & Die Works, Inc., 2824 
University Ave., S. E., Minneapolis 14, 
Minn. (heater-Fan-Hair drier) “ Ensign’ : 

Knapp- Monar h Co., Bent & Potomac Sts., 
St. Louis 16, Mo 

Kord Manufacturing Co., 4510 White Plains 
Rd., Bronx, 

Le John Mfg. Co., Inc., 111 Twenty-Second 
St., Huntington, West Va “Le John" 
I.ydon-Bricher Mfg. Co., 2500 

Ave., St. Paul 4, Minn. “McKa 
Master Appliance Mfg Co.,. Bridge On 


tario Sts., Racine, Wis. “Deluxe Breeze 
Master 
Mimar Spencer 


Products, Inc., 138 

trooklyn 5, N. Y “Comfortair 

Reynolds Electric Co., 2650 W. Congress 
St., Chicago 12, Ill. “Reco Radi-Aire”’ 

Rich "Mfg. Co., Inc., Phil, 709 Berry St., 
Houston, Texas. ‘‘Windmaker’’ 

Robbins & Myers, Inc., Springfield, Ohio 
“R & M” 

Samson United Corp., 


1700 University Ave., 
Rochester 10, N. Y 


“Samson Safe-Flex” 


SEPTEMBER 15, 


1947—ELECTRICAL MERCHAND!S! 


Menominee, Mich. “Signal 
Smith Mfg. Co., Inc., F. A., 500 Davis S$ 


Rochester 2, N. Y. “‘ArcticAire’”’, “Sp Perfect | 
ton”, “*Fasco” Island, 
Superior Electric Products Ce rp., Cz Productic 
Girardeau, Mo. “Super Air’ Roches 
Sutton Corp., O. A., Vornadofan D 4 Pryne & 


Be acon Bidg., W ichita 2, Kans \ 
nadofan” 
Victor Electric Products, Inc., 2950 Robert New 
son Ave., Cincinnati 8, Ohio. “Victror 
Vidrio Products Corp., 134 West 54th S& i 
Chicago, 11 ‘Air Chief” “R & 
, Inc., 720 N. Bowman Ave., Da 
ville, Ill. (table fan & heater) “Wash Indiana 
West Wind Corp., 1800 Airport W Seabreeze 
Seattle 5, Wash. Pedro | 
Westinghouse Elec tric , 683 Pag breeze 
Blvd., Springfield 2 lass. “‘Pacemaker Seco-Lite 
Poweraire Ave., § 
Shepler 
burgh 1 
Signal | 
Menomi 
Skuttle § 
Detroit, 
Smith Mf 
Rochest 
Sprouse 
“Sprous 
Standard 


FANS (Ventilating and Exhaust) 


Air Controls Inc., 2310 Superior Ave 
Cleveland 14, Ohio. ‘“Rex-Airate” 


A\irmaster Corp., 4317 Rav enswood Ave Berlin, 
Chicago 13, Ill. ‘‘Airmaster” Stewart \ 
All-American Electrical Mfg. Co., 1114 § Indiana’ 
Mich igan Ave., Chicago 5, II ie Sutton Co 
Breez 2, Kans 
American Blower Corp., Detroit 32, Mich Tradewinc 
**Aeropel” St., Los 
American a Corp., Jasksonville 3, I “Air W 
United St 
\merican ” Heating & Engrg. Co., 601 Ea neapolis 
Sth St., New Albany, Ind. “Glacier” Universal 
American Metal Pro "ducts Co., Box 7 “Range- 
Sylvania St., Fort Worth 9% T N-Ventc 
“Marsalis” Utility Ay 
Appliance Distributing Co., im 163 W St., 
ton St., N. W., Atlanta 3, Ga. Vent-A-He 
Autovent Fan & Blower Co., 1805 N. k Bivd., I 
ner Ave., Chicago 6, Ill Victor El 
Bar-Brook Mfg. Co., Inc., 1553-55 Tex ertson A 
Ave., Shreveport, La. “Bar-Brook W Viking Ai 


Beckett & Co., Inc., Thomas, 2118 Grif Ward Co. 
St., Dallas 2, Texas St., Riv 

Rerns Specialty Co., 2278 N. Elton, C Ward Mfg 
cago, Ill. ich. 


Bishop Co., R. H., 103 N. Second S.J West Win 


Champaign, Ill. “Bishop Air Mover” 5, Wash 
Broan Mfg. Co., Inc., 1669 N. Water 5 Western 
Milwaukee 2, Wis. “Broan” River A 
rower Manufacturing Co., 213 North 3 Westingho 
St., Quincy, Spring fic 
suffalo Forge Co., 205 Mortimer St., Buf Ventilat. 
N. ¥ **Breezo” Wind Wa: 


arrick Products Co., 5110 Loraine, Detr Joseph $ 
Way” 


8, Mich. ‘“Ventrola’”’ 

Chelsea Products, Inc., 1206 Grove 
Irvington 11 aS “Chelsea” 
Circulators & Devices Mfg. Corp., 22 ! 


St., New York 7, N. Y. “Frigid 
( ir-Q-Laire Co., Inc., 60 East 4 
New York 17, N. Y. “Cir-Q-L 
Climax Engineering Co., 
Climax Machinery Co., 301 S. La 5 
Indianapolis, Ind. 


FENCE 


Accessories 


lballas Engineering Co., Dallas 1 re Chicago 
**ModernAire” Babson Br 
Dayton Electric Mfg. Co., 748 W. Adar cago, Ill, 


Chicago 6, Ill. “Dayton”, “‘Northwest Diller Elec 


De Bothezat Fans Div., American Mact Kokomo, 
and Metals, Inc., East Moline, Ill. _ lectro-Lin 
Diehl Mfg. Co., 1130 Finderne Ave., > Way, Mi 
erville, N. J. ‘“‘Diehl”’ Gardner N 
Fconomaster Products Co., Inc., 128" con, Wis 
Ave. N., Nashville 3, Tenn. Ee Guaranteed 
master” 10, 
Edwards Mfg. Co., 2837 Thirteenth Ave., > Ever Be 


Minneapolis, Minn 
Electro Specialty Mfg. Co., Inc., 1900 1 
St. N. E., Minneapolis 18, Minn 


Turbo” 
Emer son Electric Mfg. Co., St. | Richa: is’ | 
Mo. “Emerson Electric” Payette, 


Wholesale | 


Greendal. 


Fresh'nd-Aire Co., 221 N 
cago Ill. 

General Electric Co., 1285 Boston A 
Bridgeport 2, Conn. “General El 
Holcomb & Hoke Mfg. Co., Inc., 154) 
Buren St., Indianapolis 7, Ind. “> 

Breeze” 
Hunter Fan & Motor Co., Inc., 4 > 
Front St., Memphis, Tenn “Zeph 
Ilg Electric Ventilating Co., 2850 N. ‘ 
ford Ave., Chicago 41, Ill. “Ilg’, 
air”, “‘Ilevent’, “Ilgette’’ 
Johnson Fan & Blower Corp., 1319 \\ Lak 
St., Chicago 7, Ill. ‘“‘Health-A 
Klee Co., George B., 3501 Colet A 
Cincinnati 23, Ohio. ‘‘Dana” 
Lau ad Co., Dayton 7, Ohi 
N ite 
Lydon- Bricher Mfg. Co., 2500 | 
Ave., St. Paul, Minn. ‘“‘McKay 
Marathon Electric Mfg. Corp., Wausau, 
Martin Fan & Blower Co., 4634 West 
Place, Chicago 50, Ill 


LaSalle 5t., 


FIREPLAC 


Meier Electric & Machine Co 
Washington St., Indianapolis 7 
Air” 
Monitor Equipment Corp., 640 West -* 
St., Riverdale-on-Hudson, New 


Peerless Electric Co., 1401 W. Market 5 
Warren, Ohio 


LECT RI 


| 
| t All-Americar 
S Michi 
4 
Ave., 
Eme rson fl 
ton, St. | 
Fresh'nd 
Chicag 
Gene 
R 
Tenne 
Ninth 
Stak« 
Universal 
Unive 
worth 
lator”’ 
St River Forest, Il 
Westinghouse Electric 
Div., Hyde Park, Bost 
Way Fan & Ve 
Tusept St... New 
Wind-Way” 
S. 
Red Devil 
Centre Br: 
Zippy Cory Ave., Ne 
Mattar 
Hersh Elect 
nots Milw 
wes, Inc 
Rive 
Ategl Bri 
Lighting 
rk 19, 
Austic Craf 
Yor 
tepler Mf 
Urgh 12, 
‘rat & R 
Newark | 
Westchester 
528 Wil 
« 


Market > 


N DIS! 


CLASSIFIED DIRECTORY OF 


APPLIANCE MANUFACTURERS 


FANS (Ventilating and 
Exhaust) Cont. 


Perfect Corp., Hicksville, Long 
Island, N 

Production Planning Co., 
Rochester, Minn. “Aller 

Pryne Co., Inc., 3307. Terminal 
Anr Los ‘Angeles 54, Calif. “Blo Fan” 

Reed G nit- Fans, Inc., 1001 St. Charles Ave., 
New Orleans 8, La. “Wind-O-Vent” 
“Port-O-Vent” 

Robbi " & Myers, Inc., Springfield, Ohio. 
“R & M” 

Schwitzer-Cummins Co., 1145 East 22nd St., 
Indianapolis 7, Ind. ‘Fresh-Air Maker” 

Seabreeze Enginee ring Co., 834-36 S. San 
Pedro St., los Angeles 14, Calif. ‘‘Sea- 
breeze Ajax” 

Seco-Lite Manufacturing eo , 4916 Eastern 
Ave., St. Louis 13, 

Shepler hy Co., 1312 Sheffield St., Pitts- 
burgh 12, Pa. “Radia” 

Signal Electric Mfg. Co., 
Menominee, Mich. “Signal” 

Skuttle Sales Co., 12308 Hamilton Ave., 
Detroit, Mich. 

Smith Mfg. Co., Inc., F. A., 500 Davis St., 
Rochester 2, N. Y. “Fasco”’, “Pilot’’ 

Sprouse Co., a A Columbus, Ind. 
“Sprouse” 

Standard Electric Mfg. Co., Inc., West 
Berlin, N. J. 

Stewart Mfg. Co., 3209 E. Washington St., 
Indianapolis, Ind. “KitchenAire” 

Sutton Corp., O. A., Beacon Bldg., Wichita 
2, Kansas. “Vornado” 

Tradewind Motorfans Inc., 5725 S. Main 
St., Los Angeles 37, Calif. “Trade-Wind”, 
“Air Wave’ 

United States Air Conditioning Corp., Min- 
neapolis 14, Minn. 

Universal Blower Co., Birmingham, Mich. 
“Range-Ventor”, “Kitch-N-Ventor’’, ‘‘Ceil- 
N-Ventor”’ 

Utility Appliance Corp., 4851 S. Alameda 
St., Los Angeles 11, Calif. 

Vent-A-Hood Co., Plantation Drive & Hines 
Blvd., Dallas 9, Tex. “Vent-A-Hood” 

Victor Electric Products, Inc., 2950 Rob- 
ertson Ave., Cincinnati 9, Ohio. “Victron” 

Viking Air Conditioning Corp., 5600 Wal- 
worth Ave., Cleveland, Ohio 

Ward Co., Inc., Edgar T., 7777 W. Lake 
St., River Forest, Ill. “Ward Zephyr” 

Ward Mfg. Co., 173 Liberty St., Plymouth, 
Mich. “‘Electro-Way” 

West Wind Corp., 1800 Airportway, Seattle 
5, Wash. “West Wind”, “‘Ventair’ 

Western Appliance Co., Inc., 5650 Grand 
River Ave., Detroit 8, Mich. 

Westinghouse "Electric Corp., 653 Page Blvd., 
Springfield 2, Mass. ‘Poweraire Home 
Ventilator” 

Wind Way Fan & Ventilator Co., 531 St. 
meg St., New Orleans 13, La. “Wind- 

ay 


Woodward, 


Broadway, 


FENCE CONTROLLERS 


Accessories Mfg. Co., Inc., 4554 Broadway, 
Chicago 40, 1. 

Babson Bros. Co., 2843 W. 19th St., Chi- 
cago, Ill. “Surge” 

Diller Electric Mfg. Co., 114 W. Boulevard, 
Kokomo, Ind. “Barb-Elec” 

Electro-Line Products Corp., 120 N. Broad- 


Milwaukee 2, Wis. ‘Electro-Line” 
Gardner Mfg, Co., 263 Kansas St., Hori- 


con, Wis. “‘Gardner” 
Guaranteed Products Corp., Wellington 1, 
Ohio. “Shox Stok’, “Trustworthy”, 


Ever Best”, “Tru Test” 
Prime Mfg. Co., Electric Fence Div., 1669 


S. First St., Milwaukee 4, Wis. “Prime” 
Red 4 Devil Tools, 130 Coit St., Irvington, 
is’ Electro-Fence Co., 307 N 11th 


Payette, Idaho. “Electro-Fence” 
Wholesale Electric Fence Co., P. O. Box 265, 
Greendale, Wis. 


FREPLACES & FIRE LOGS (Electric) 


Centre Brass Works Inc., 
New York, } 
attanooga ment Mfg. Co., E. Chatta- 

6, enn 

Hersh sh Electric Specialty Co., 102 E. Walnut 

lilwaukee 12, Wis. “Hersh” 

Howes, Inc., S. M., 387 Oliver St., Fall 
River Mass. “Howes”, Cape Cod 
Heat-0- Grill” 

Klieg! Bros., Universal Electric Stage 
Lighting Co., Inc., 321 W. 50th St., New 

York 19, N. Y. “Klieg f 
stic Crafts Co., Inc., 1039 Webster Ave., 

ac York 56, N. Y. 
epler Mfg. Ca. 1312 Sheffield St., Pitts- 

12, Pa. “Radia” 

‘rat & Richards, Inc., 23-43 Selvage St., 

tk 8, N. “Glo Log” 

‘stchester Brickote Products Co., Inc., 
$28 Williamsbridge Rd., 
Y. “Brickote” 


2323 Haviland 


New York 61, 


Franklin 


Gibson Refrigerator Co., 


Kelvinator Div., 


Mo. 
Leonard Div., 


McAbee Industries, Inc., 


FREEZERS, HOME & FARM 


ABCO M: inufacturing Co., 1520 Learv Way, 
Seattle 7, Wash. “AB co af 
Corp., 3800 Cortland St., 
Ill. 
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Chicago 


Amana Society, Refrigeration Div., Amana, 
Iowa, ‘Amana” 

American Refrigerator and Machine, Inc., 
2700 University Ave., N. E., Minneapolis 
13, Minn. “American” 

Artcraft Mfg. Corp., E. Kibby & Shawnee 
Sts., Lima, Ohio 

Beall Pipe and Tank Corp., 1945 N. Colum- 
bia Blvd., Portland 3, Ore. “Beall Food 
Freezer’ 

Ben Bar Sales Inc., 1025 N. Third St., 
Milwaukee 3, Wisc. “Ben Bar’ 

Ben-Hur Mfg. Co., 634 E. Keefe Ave., 
Milwaukee 12, Wisc. 

Bevco Co., 1512 Pine, St. Louis 3, Mo. 
“Zer-O-Pak” 

Bishop Co., R. H., 103 North 2nd St., 
Champaign, Ill. “Bishop” 

Brewer Tichener Corp., Binghamton, N. Y. 

Bryant Corp., 44 South 12th St., Minneapolis, 
Minn. 

Carrier Corp., South Geddes St., Syracuse 1, 
N. Y. “Carrier” 

Consolidated Electric Products (Co., 160 
Tehama St., San Francisco, Calif. 

oS Corp., Duluth 1, Minn. “Coolera- 


to 

Cute Engineered Eqpt. Co., 413 Mer- 
chi ants Exchange Bldg., St. Louis 2, Mo. 
“Binkley 

Crosley Div., Avco Manufacturing Corp., 
Cincinnati 25, Ohio. “Crosley  Frost- 
master” 

Deepfreeze Div., Motor Products Corp.. 2301 
Davis St., North Chicago, Ill. “Deep 
freeze”’ 

Eaton Manufacturing Co., Inc., Carbondale 
1, Ill. “Eaton” 

Electric Furnace Man, Inc., Emmaus, Pa. 
“Gemaco™ 

—— R. M., RFD No. 2, East Hampton, 

Esco Cabinet Co., E. Biddle St., West 
Chester, Pa. “Esco” 

Eskimo Kooler Corp., 916 East 43rd St., 
Chicago 15, “Eskimo Cooler” 

Estate Heatrola Div., Noma Electric Cor 
55 West 13th St., New York 11, } a 
“Estate”’ 

Fogel Refrigerator Co., 5400 Eadom St., 
Philadelphia 37, Pa. ‘‘Fogel” 

ransformer Co., Ine., 2215 Cali- 

fornia St., E., Minne apolis 13, Minn. 

(private brands) 


Frigid-Freeze, Div. of Noma Electric Gorp., 
N. 


225 West 57th St., New York 19, 
“Frigid-Freeze” 

Frigidaire Div., General Motors Corp., 300 
Taylor St., Dayton 1, Ohio. “Frigidaire” 


Frostair Div. of General Tire & Rubber Co., 


332 So. Michigan Ave., Chicago 4, III. 


General Electric Co., 1285 Boston Ave., 


Bridgeport 2, Conn. “General Electric” 


General Machine Co., Emmaus, Pa. ‘*Gema- 


co 
General Refrigerators Corp., 678 Broadway, 


New York 12, 


Gennett & Sons ‘Inc., 1 Main St., Richmond, 


Ind. 

Greenville, Mich. 
“Gibson” 

Harder Refrigerator Corp., Cobleskill, N. Y. 

arder-Freez’ 

Hauk & Co., G. I., 3041 Locust St., St. 
Louis 3, Mo 

Hibbard, ‘Spencer, Bartlett & Co., 211 
North Water St., Chicago, III. “Hibbard 
Sub-Zero” (upright) 


Holverson Co., 209 E. Lake St., Minneapolis 


8, Minn. “‘Holverson” 
Hotpoint, Inc., 5600 W. Taylor St., Chicago 
44, Ill. “Hotpoint” 


Ice Cooling Appliance Corp., 33 S. Clark 


St., Chicago 3, Ill. “‘Koldmaster”’ 
Ideal Cooler Corp., 2953 Easton Ave., St. 
Louis 6, Mo. “Speed Freeze”’ 


International Harvester Co., 180 N. Michigan 


Ave., Chicago 1, Il. 
vester”’ 

Jewett Refrigerator Co., Inc., Buffalo 13, 
N. Y. “Arctic Trunk” 


“International Har- 


Jordon Refrigerator Co., 235 N. Broad St., 


Philadelphia 7, Pa. 


Kay Refrigeration, Inc., 9140 Charlevoix 


Ave., Detroit, Mich. 

Nash-Kelvinator Corp., 
14250 Plymouth Rd., Detroit 32, Mich. 
“Kelvinator” 


Koch Refrigerators, North Kansas City 16, 
N 


Nash-Kelvinator Corp., 14250 
Plymouth Rd., Detroit 32, Mich. 


eons ard’ 
Loudon Manufacturing Co., 2524 27th Ave., 
S., Minneapolis 6, Minn. “Loudon” 


Marquette Appliances, Inc., 307 E, Henne- 


pin Ave., 
quette”’ 


Minneapolis 14, Minn. “Mar- 


Martin Mfg. Co., Box 5146, Beac - Hill Sta- 


tion, San Antonio, Tex. “Lo Temp’ 


Master-Bilt Refrigeration Mfg. Co., 920 Palm 


St., St. Louis 7, Mo. “M aster-Bilt”” 


Masterfreeze Corp., Sister Bay, Wisc. 


**Masterfreeze”’ 
Maytag Co., Newton, Iowa. “Maytag” 
Stony Brook Rd., 
Westport, Conn. ‘‘McAbee” 
McCray Refrigerator Co., Kendallville, Ind. 


Midwest Industries, Inc., 835 Osage Ave., 


Kansas City, Kans. ‘“Locker-Freeze”’ 
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Modern Appliance Co., 111 So. E Isworth 
Ave., San Mateo, Calif. “Rogers” 

Monitor Equipment Corp., 640 West 249th 
St., Rive rdale-on-Hudson, New York 63, 


Norge Div., Borg-Warner Corp., 670 F. 
Woodbridge St., Detroit 26 Mich. “Norge” 

Oregon Refrigerator Co., 1016 S.E. Lincoln 
Portland 14, Oregon. “Chest-O-Freeze” 

Orley Freezers, Inc 680 E. Fort 
Detroit 26, Mich. “Orley” 

Philco < orp Tioga and C Sts., Philadelphia 
34, ‘Philco” 

Portable "Elevator Mfg. Co., 
Ill. ‘*Freez-All” 

Quatman & Watkins Co., 122 S. Flizabeth 
St., Lima, Ohio, “Food Saving Bank” 
Quillen Bros. Refrigerator Co., 1639 Lafay- 
ette Rd., Indianapolis 22, Ind. ‘*Home- 


Bloomington, 


Freez 

Reynolds Metals Co., Refrigeration Div., 
2000 So. 9th St., Louisville 1, Ky. “Rey- 
nolds Eskimo Freeze” 

Robbins & Burke, Inc., 
Cambridge 39, Mass. 

Robot Appliance Inc., Industrial Bank Bldg., 
Detroit 26, Mich. “Robot” 

Rogers Industries, Inc., W. Allen, P. O. 

30x 272, Demopolis, Ala. “Rogers” 

Sanitary Refrigerator Co., P. O. Box 147, 
Fond du Lac, Wis. ‘“‘Quickfrez” 

Schaefer, Inc., 801 Washington Ave. N., 
Minneapolis 1, Minn. ‘‘Pak-A-Way Home 
& Farm Freezers” 

Schelm Bros., Inc., East Peoria 8, III. 
“Polar-Freez”’ 

Seeger Refrigerator Co., 850 Arcade St., 
St. Paul 6, Minn. 

Sherer-Gillett Co., Marshall, Mich. “Sherer” 

Shurkold Refrigeration Co., 1441 Chouteau 
Ave., St. Louis 3, Mo. 

Solid Freeze, Inc., 1807 Vinton St., Omaha 
9, Neb. “Solid Freeze” 

a lard Mfg. Co., Inc., 617 Fourth St., 
S.W., Mason City, Iowa. “Lockerator”’ 
Sub-Zero Freezer Co., Inc., RFD 3, Box 

2017, Madison, Wisc. “Sub-Zero” 

Superior Refrigerator Mfg. Co., 1606-8 Pine 
St., St. Louis 3, Mo. 

Taylor Bros. Churn & Mfg. Co., 4460 Finney 
Ave., St. Louis 13, Mo. “Taylor Bros.” 

Tyler Fixture Corp., Niles, Mich. ‘“Harder- 
freez”’ 

Universal Refrigeration Co., 5601 W. Cen- 
tury Blvd., Los Angeles 15, Calif. “‘Uni- 
versal Freezmaster” 

Victor Products Corp., 901 Pope Ave., 
Hagerstown, Md. “Victor Quick Freeze” 

Weber Showcase & Fixture Co., Inc., 5700 
Avalon Blvd., P. O. Box 2018, Los 
Angeles 54, Calif. “Roll-A-Door” 

Wells. & Brunell Mfg. Co., P. O. Box 
1555, Tacoma 1, Wash. “Frigid King”’ 
“Cold-Way” 

Wentink & Co., Rowe Hotel Bldg., Grand 
Rapids, Mich. “Realfreeze”’ 

White Horse Cabinet Co., Harleyville, Pa. 
“White Horse” 

Whiting Corp., Refrigeration Div., 38 S. 
Dearborn St., Chicago 3, Ill. “Whiting” 

Wilson Refrigeration, Inc. Div. Wilson 
Cabinet Co., Smyrna, Del, “Wilson Hi- 
Boy” “‘Wilsonzerosafe” 

Winpower Mfg. Co., Newton, lowa. “Ever 

Fresh” 
Ze TO Refrige ration Co., Sauhville, Wis. 


29 Lansdowne St., 


lero’ 
York Corp., York, Pa. (16% cu. ft. and up) 


FREEZER ALARMS 
(Temperature) 


Crawford Engineered Equipment Co., 314 
Merchants Exchange Bldg., St. Louis pi 
Mo. “Shur Temp Freezer Alarm” 

Electric Glass Co., 249 N. Fourth St., Phila- 
delphia, Pa. “Zerostat’”” automatic temp. 
alarm, 

Faraday Electric Corp., Adrian, Mich. 
“Tempmaster” freezer alarm 
Lord-Taber Co., Inc., 545 N. Main St., 
Canandaigua, N. Y. “Detecto Master’’ fire 

& cold alarm 


FREEZERS (ice Cream) 


Alaska Freezer Co., Inc., Winchendon, Mass. 
“Alaska” 
Chicago Electric Mfg. Co., 6333 W. 65th 
St., Chicago 38, Ill. “Silver Queen” 
Frigid. Freeze, Div. ., Noma Electric Corp., 
est 57th St., 
“Frigid-Freeze” 


225 
New York 19, N. Y. 


Louisville Electric Manufacturing Co., 
3008 Magazine St., Louisville 11, Ky. 
“Pioneer’ 


Martin Mfg. Co., Box 5146, Beacon Hill 
Station, San Antonio, Texas. “I.o Temp” 

Porter Corp., J. E., Ottawa, Ill. ‘Dolly 
Madison” 

Mfg. Co., 1606 Pine 

. Louis 3, 

Taylor Bros. Churn & Mfg. Co., 4460 Finney 
Ave., St. Louis, Mo. “Taylor Bros.’ 

White Mountain Freezer Co., Broad St., 
Nashua, N. H. “White Mountain” 


FURNACES (Oil Burning) 


Airtemp Div., Chry: sler Corp., 1119 Leo St., 
Dayton 1, Ohio. “Chrysler Airtemp” 

American Heating & Engrg. Co., 601 East 
5th St., New Albany, Ind. “American” 

American Stove Co., 821 Chouteau Ave., 
St. Louis, Mo. “Quick Heat”’ 

Anchor Div., Stratton & Terstegge Co., Ine., 
P. oO. Box 1859, Louisville 1, Ky. 

“Anchor-Aire”’ 

Auburn Burner Co., Auburn, Ind. “Au! irn” 

Automatic Burner Corp., 1823 Carroll Ave., 
Chicago 12, Ill. “ABC” 

Coleman Co., Inc., Wichita 1, Kans. ‘‘Cole- 

Conco Engineering Works, 
“Conco”’ 

Consolidated Industries, Inc., 
Lafayette, Ind. 

Coroaire Heater Corp., Hanna Bldg., Cleve 
land, Ohio 

Delco Appliance Div., General Motors Corp., 
391 yell Ave., Rochester 6, N. . 


Mendota, Ill. 
By-Pass 52, 


Duo-Therm Div., Motor Wheel Corp., 701- 
735 E Saginaw St., Lansing 3, Mich. 
“Duo Therm” 

Electric-Aire, Inc., 1301 Union Ave., Chat- 
tanooga 4, Tenn. “Electric Aire’”’ 

Evans Products Co., 15310 Fullerton Ave., 
Detroit 27, Mich. 

Fraser, 11 West 42nd St., New York, N. Y. 

Gillen Co., A L., 204 High St., Dowagiac, 
Mich. “Gillen” 

Green Colonial Furnace Co., 322 S. W. 
Third St., Des Moines 7, Ia. 

Hostuay. 20 West 42nd St., New York, 
N.Y 


International Oil Burner Co., St. Louis 10, 
Mo. “International” 

Iron Fireman Mfg. Co., 3170 West 106th St., 
Cleveland 11, Ohio. “Iron Fireman” 

Kleen Heet, Inc., 1823 Carroll Ave., Chi- 
cago 12, Ill. 

Little Burner Co., Inc., H. C., 2nd & Lin- 
coln St., San Rafael, Calif. 

Mfg. Co., Albion, Mich. ‘‘Loner- 


Norge Heat Division, Borg-Warner Corp., 
574 E, Woodbridge St., Detroit 26, Mich. 

Perfection Stove Co., Inc., 7609 Platt Ave., 
Cleveland 4, Ohio. “‘Superfex” 

Petroleum Heat & Power Co., Stamford, 
Conn. ‘Petro’ 

Queen Stove W orks, Inc., Albert Lea, Minn, 
“Super-Flame 

Silent Sioux Oil Burner Corp., Orange City, 
a. “Silent Sioux’”’ 

Stoker King Manufacturing Co., Box 148, 
Thompsonville, Mich. “Furnace King” 

Stokol Stoker Co., 1145 East 22nd St., 
Indianapolis 7, Ind. “Stokol’’ 

Timken Silent Automatic Div., 
Mich, “Timken Silent Automatic” 

ey Appliance Corp., 4851 S. Alameda 

Los Angeles 11, C “alif. 

Vikive Mfg. Corp., 1747 Chester Ave., 
Cleveland 14, Ohio. “Viking” 

Wayne Home Equipment Co., Inc., 801 
Glasgow Ave., Fort Wayne 4, Ind. 

York-Shipley, Inc. (Residential Div.), York, 
Pa. “York-Heat” 


Jackson, 


GRINDERS (Coffee)—See 
Coffee Mills 


HEATERS (Aquarium) 


Hersh Electric Specialty Co., 102 E. Walnut 
St., Milwaukee 12, Wis. “‘Hersh” 


HEATERS, SPACE (Electric) 


A & H Electrical Products Co, a 639 
Parkside Ave., Brooklyn 26, N. 

Acme Electric Heating Co., 1217 Washing- 
ton, Boston 18, Mass, “‘Acme” 

Corp., 21321 Stephenson Hwy., 

lazel Park 1, Mich. “‘Jiffy’ 

PR Industries of America, 1830 N. 
Winchester Ave., Chicago 22, Ill. “Steadi- 
Glo” 

Armstrong | Products Corp., 
W. Va. “Armstrong” 

Associated Manufacturers of America, Inc., 
275 W. Market St., Akron, Ohio. ‘“‘Excel” 

Aviation Co., M. S., 3412 Cedar Ave., 
Minneapolis 7, Minn. “Solaire” (with 
blower fan) 


Huntington 12, 


Aviation Corp., 2485 Scotten Ave., Detroit 
ich 
Be en Industries, Inc., 22 West 23rd St., 
New York 10, N. Y. 


Bersted Mfg. Co., Fostoria, Ohio. ‘‘Focalipse” 

Blackford Co., J. E., 817 Chestnut St., Chat- 
tanooga, Tenn. “Dual Electric”’ 

Broan Mfg. Co., 1669 N. Water St., Mil- 
waukee 2, Wis. “Broan” 

Brown Fintube Co., 300 Huron St., Elyria, 
Ohio. ‘‘Cozette” 

California Design Mfg. Corp., 228 N. Front 
St., Burbank, Calif. “Winsum’ (fan- 
heater) 
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klyn 8, N. Y. “Safe-way 


Co Ir s6ne Sunset 
od 28, Calif. “Circu-Lex 


Mfg. Co., 1312 Sheffield St., Pitts- 


“Gh. . a 

Electrics, Inc., Winsted, Conn 
ressing Machine % orp 1887 
e., Brooklyn 33, N. Stacor 
Anchor Bolt ic 3 
Philadelphia 32, Pa 

Electri Products Corp., 


1, Mo. “Super-Air”’ 

Tool & Machine Produ 
‘a. “Swanson Pyro-O-Tul 
gh Mfg. Co., 1336 W. Bancroft 
ledo 6, Ohio. “Everhot” (also fan 


Industr es 208 Columbia St., Seattle 


Valley Associated Marketers, 117 
ve. N., Nashville 3, Tenn. ‘Top 


liance Co., Inc., 49 Central Ave., 


nnati, Ohio 


Electrical Mfg. Co., 5119 S 
Bivd., Los Angeles 22, Calif 


“Thermador” 


Man uf acti uring Co., 


HEATERS, SPACE, Electric 


HEATERS, WALL, Electric 


HEATERS, WATER (Faucet Type) 


HEATERS, SPACE (Oil Burning) HEATERS, WATER (immersion Type) 


HEATERS, WATER 


(Storage Type, 
Electrically-Operated) 


SEPTEMBER 


1947—ELECTRICAL MERCHANDISING 


tlden Products Co., 41 Burroughs, Detroit 2, 
Mich. “Elden 

Electric Heater Co., Inc., 107 West 40th St., 
New York 18, N , 

Electromaster, Inc , Mount Clemens, Mich, 
**Electromaster” 

Fowler Manufacturing Co., 2545 S. E. Glad- 
stone Portland 2, Ore. ‘Fowler’ 

Frigidaire Div., General Motors Sales Corp 
300 Taylor St., Dayton, Ohio. ‘*Frigidair 

General Electric Co., 1285 Boston Ave 
Bridgeport Ce mn. “Ge neral Electric’ 

Genet ral Pr oducts Co., Inc., Fredericksburg, 

\ Du i-Matic 

Products Corp., Dowagiae, Mich, 

i-It Mie Co., 1501 S. Laflin St., Chi 


Hedges Manufacturing Co., Inc., M. M., 700 
E. Main St., Chattanooga 8, Tenn. ‘Mert 


Hotpoint Inc., 5600 W. Taylor St., Chie 


igo 

$4. Ill. “Hotpoint” 

Hotstrean He ater Co., 2363 East 69th St., 
Cleveland 4, Oh itstream”’ 

Hynes & Cox Flectri orp »P O. Box 768 
Albany, N. d y 

Kelvinator 1-Kelvinator Corp., 
14 ) Plymonth 32, Mict 

Koral Flectric Mfg io, Van Dam St., 
Long Island City 1 y 

Landers, Frary & Cla ke ‘New Britain, Conn 
rsal” 

Lectro Speed Co., 3025 S.W.. First Ave., 


Portland, Ore. “‘Lectro Speed” 
Leonard Div., Nash-Kelvinator Corp., 1425 
Plymouth Rd.. Detroit 32, Mich. _ ard’ 
Lindemann & Hoverson Co., A. J., 601 W 
Cleveland Ave., Milwaukee 7, Wise. 


Lonergan Mfg. Co., Albion, Mich. “Loner- 


Malleable Iron Range Co., Beaver Dam, Wis 
Monarch’ 

McGraw Electric Co., Clark Water Heat 
Viv 01 W. 65th St., Chicago 38, Ill 


Modern Water Equipment Co., 542 Grant 
Place, Chicago, Ill. (5 gallon 110 volt 
plug-in) 

Modohome Products, Inc., Bourbon, Ind 

Monitor Equipment Corp., 640 West 249th 
St., Riverdale-on-Hudson, New York 63 


Muller Industries, Inc., C. “Duke”, East 
Chicago St., Quincy, Mich. “Speed-0: 


Murphy Mfg Co., 7405 Stony Island, Chi 
cago 19. Ill. (Midget size) 
Norge Div., Borg-Warner Corp.. 670 E 
e. Detroit 26, Mich. “Norge” 
Philad iohia Electrical & Mfg. Co., 1200-3 
N. 31st St., Philadelphia 21, Pa. “P« 
Pressed Steel Car. Co. Inc., Lake 
Drive, Chicago 11, Il). “Presteline”’ 
Red Spot Electric Co., S. Tacoma Way 
ma 9, Wash. “Red Spot”, ‘Electro 


Hot’ 
Rheem Mfg. Co.. 570 Lexington Ave., New 
22. N. Y. “Rheem” 
Rite Way Products Co., 1247 Belmont Ave 
Chicago 13, Ill. “Rite-Wav” 
Robot Appliances, Inc., Industri ~=Bank 
Pldg., Detroit 26. Mich. “Robot” 


Kalamazoo Ave., Marshall, Mich. “Hiput 

Rutenber Electric Co.. Charles & Branson *t 
Marion, Ind. ““Marion”’ 

Schleuter Co.. 320 N Main St., Janesville 
Ww “Sani-Matic” (nor pressure) 

Smith Corp., A. O., 3533 North 27th St 
Milwaukee 1. Wis. ““SMITHway Perma 
glass”. “SMITHway Duraclad”, “SMITH: 
way Redi-Flo” 

Tennessee Valley Marketers Inc., 117 Ninth 
Ave., N., Nashville 3, Tenn. “Tennessee 


Valk 
Mfg. Co., 5119 S. Dis 
tri - Blvd , Los Angeles 22, Cal Ther 


mador’ 
Thermogray Co., Jefferson, Towa. ‘Thermo 
gray” 


Vaes ium Can Co., 19 S. Hoyne Ave., Ch 
igo 12. Il. “Aervoid” at 

W: iwne Home Eauipment Co., 
Glasgow Ave.. Fort Wayne, Ind 

Wells & Brunell Mfe. Co.. Inc.. P. 0 Box 

5, Tacoma 1, Wash. “Torrid King’ 

Weeix Electric He Co.. 390 First St 
San Francisco 5, Cal. ‘““Wesix” 

Westinghouse hectrie Corp., Mansfield, Ohio 
“We 

White Pri ducts Corp., Middleville, Mich 


Whitehead Heater Co., Jud, 4111 Broadway 
Oakland, Calif 

Whitehead Mfe. Co., D. W., 607 West Ing 
ham Ave., Trenton, N. J. “D-W White 
head” 


HEATERS, WATER (Storage TyPé 
Oil Burning) 


\irtemp Div., Chrysler Corp., 1119 Leo St. 
Dayton 1, Ohio. “Chrysler Airtemp . 

Allen Mfg. Co. Inc., 300 Tenth Ave., 
Nashville 1, Tenn. ‘‘Allen’s Single Ten 

American Gas Machine Co., Albert Le 
Minn. “AGM” P 

Bock C orporation, 2114 Winnebago S:! Mad: 
son, Wis. “‘Bock’ 

Carlton Oil Burner Co., 35 Chape! > 
Hartford 3, Conn. “Lincoln” 


Po ! son Mfg. Co., A. F., Huntington, Laco Oil Burner Co., Griswold, Iowa. “Nu 
I t t Pr cts Co., $01 Walnut St., Little Burner Co., In H. C., 2nd & Lin Oil Burt 
Heat Lonergan Albion, Michi 
wts Mfg. Co., 35 Park Place, gan, ““Lonerga Coleman | 
Ce New York N.Y Malleable Iron Range Co., Beaver Dam, m 
L'tilit Appliances Cory $851 S. Alameda Wisconsin. “Monarch” Con Er 
St « Angeles 11, Calif Monitor Equipment Corp., 640 West 249th “ 0’ 
Viet Elect Products, Ir 2950 Robert St., Riverdale-on-Hudson, New York 63, Del Apt 
. n Ave., Cincinnati 9, Ohio. “Victron” N. Y. 391 Lve 
f ty} Norge Div Borg-Warner Corp., 670 E Heat 
\ simpson Corporation, Elec. Div., 11 Woodbridge St., Detroit 26, Mich uo-Therr 
E. 1 i St., Mt. Vernon, N. ¥ ‘ir-D Perfection Stove Co., Inc., 7609 Platt Ave 7 ! 
lux nue, Cleveland 1, Ohio. “Ivanhoe” Duo-TI 
1 ( Ir 7 N. Bowman Av Dar Prentiss-Wabers Products Wisconsin Electro-Kit 
Ill. (table fan & iter). “Washco Rapids, Wisconsin. **Preway Chicago 
Welko, 1 219 W. Chicago Ave., Chicago, Quaker Mfg. Co., 223 W. Erie St., Chicago, vans Pro 
: WW Electr Heater ( 1) First St Oueen Stove Works, Inc., Albert Lea, Min leor Pro 
San Frat Calif. nesota, “Superflame” len C 
Woesting t Cor emery ville, Ouit Stove Mfg. Co., Ouiney, Illinois. Mict 
Monogram” ray & | 
} ‘ W i Co., Edwin I 7500 Thomas Blvd., Siegler Enamel Range Co... P. O. Box 505, Washin 
Pitt rs 8. Pa Chron x Centralia, IN. “Siegler Tropical Floor leen Hee 
' Witt Mig. & Sal ( 1414 S. Wabasl Heat 12, Til, “ 
! \ Cc} ‘ 11 Witt tr Silent Sioux Oil Burner Corp., Orange City. Monitor E 
i tlat lowa Silent Sioux’ St., Riv 
I Stiglitz Furnace & Foundry Co., 2007 Port N.Y 
land Ave., Louisville 3, Ky Norge Hes 
Penne Enamel Mfg. Co., 4140 Park E. Wood 
Ave., Nashville 9, Tenn. “Temeco” Nu-Way ( 
U. S. Machine Corp.. 320 North C St., Island, 1 
Lebanon, Ind. “Winkler Down-Glo” Petroleum 
7 (Fan-Type) United Stove Co., Ypsilanti, Mich. “Savoil” Cons, 
‘ Viking Manufacturing Corp., 1747 Chester lueen Stov 
| Ave Cleveland 14, Ohio. “Viking” “Superflz 
: . \irette Mfg In 1401 N. Sycamore Ave Washington Stove Works, Everett. Washing y Oi B 
4 Los Angele 38. Calif ton ‘Sunflan Onl Circulators” Franciscc 
( Aviation M. S., 3412 Cedar Ave Timken S 
Minneapolis 7, Minn eC Mich. “*T 
( California Design Mfg. Corp., 228 N. Front Vhited Sto 
St., Burbank, Calif. “Winsun Mich. (k 
| 144 Spencer St, king | M 
Es n-Electric’ lasgow 
G-M Laboratories, Inc., 4300 N. Kr ' ‘hee 
41. 1 Rauer Mfg. Corp., 7005 Stanford Ave., Los 
Howat tries a Salle Angeles 1, Calif. “B & F” 
I St.. Chicag Electric-Aire, Inc., 1301 Union Ave., Chat i-O-M 
: Ir trial Tool & Die Work Inc.. 2824 tanoos 4, Tenn. ‘Electric-Aire”’, (also 
4 ersit Ave., Minneapolis 14 floor furt 
M heater-fan-hair drie1 Flectror e Cornp.. 45 Crouch St., Rochester 
rd Manufacturing Co., Inc., 4510 Whit Berkely 
Rd New York 65, N ut 1739-43 erkely St.. Santa 
] Mima Products, 138 er St.. Monica. Calif. “‘Firan Glo-Master” HOTPLAT 
Brooklyr N. Y. “Comfortair” Hydro Aire, In ) Winona Ave., Bur Stoves) 
Noblitt-Sparks Industries, I: Columbus bank, Calif. “Hy-Temp’ 
Ir ‘Arvin’ Kord Manufacturing ¢ $510 White Plains 
Scientific Heater Co., Ih 606 Suns Rd.. Bronx, N. Y 
Rivd.. Holl Calif LaSa@Me Lighting Products, Inc 143 Seneca H El 
Sutton Corp., O. A., Beacon Bldg., Wichita St.. Buffalo 3, N. Y. “Neo-Glo Built-in Parkside . 
Kans Wall Heetaires” ‘me Elects 
Swartzbaugh Mfg. Co., 1336 W. Bancroft Markel Electric Products, Inc.. 145 Seneca mn St., B 
St.. Toledo 6, Ohio. “Everhot” St.. Buffalo 3, N. Y. “Heetaires” bory Ce 
Chert lectrical Mfg. ¢ Los Angeles Ravenna Metal Products Co., 6518 Ravenna ay Par 
( f. “Thermador Ave Seattl . Washington. (Electro Jet, ance J; 
Victor Electric Products, Inc., 2950 Robert > volts 'incheste 
sor Ave., Cincinnati 9, O} “Victror 
Warren Simpson Corporation, E Div.. 110 sociated I 
East Third St., Mt. Verr N. ¥. “Ais 
D-Lux” the Ele 
Wash Inc., 720 N. Bowmar Dar 
Wittie Mfg. & Sales Co., 1414 S. Wabash ‘ew Yor! 
Ave., Chicago 5, Ill Thermo Electric Corp. of America, 55 West Bentz Rad 
12nd St., New York, N. Y. “Thermo Jet” Dramas 
wins App 
meo 
\llen Manufacturing Co., Inc., 300 Tenth Heat c 17 Wasl 
\ lashville 1, Tennessee. “Allen's Acme Electric Heating Co., 1217 ashington 
Ave. hville 1, Tenn . “Allen St.. Boston 18 Mans. “Acme” go leet 
\ in Gas Machine Co., Albert Lea Ambor Corp., 1321 Stephenson Hwy., —— 8 
lint “AGM Sun Flame” Hazel Park 1, Mich. “Jiffy” 
, American Heating & Engrg. Co., 601 East Lightning Water Heater Co., 204 N. Matte- ‘ ronet 
th St.. New Alhar Ind. “American’ n St Bronson, Mich. “Lightning” krell, In 
Amer n Stove ¢ 871 Chouteau Ave St lux ¢ . Elkhart, Ind. “Superlux” | master”’ 
Louis. M Quick Heat” ’ National Electrical Products Co., 300 Fre ninion E 
Carltor OU Rurner ¢ 2 Chapel St Newark N J { ansheld, 
- Hartford 3. Conr itional Ide Co., 914 Summit St., Toledo 
Samuel Stamping & Enameling Co., Chat Cole Hot Blast Mfg Pg a +, Ohio, “Premier-Portabl-” 32 N Or 
ent St.. Chicago. Ill. “Cole Hot Blast” Waage Electric Co., A. H., 54 Park Place, laster”’ 
Shepler I af — By-Pass restek Plat 
burgh Coroaire Heater Corp., Hanna Bldg., Cleve 
Son-( D Therm Div.. Motor Wheel Corp., 701 
Standard 735 E. Saginaw St., Lansing Michigan — 
Atlant “Duo-Thern Electric 
SunerLis Estate Heatrola liv Noma Electric Corp., Nhu Manufacturing Co., 1520 Leary Way, trus Ave. 
North West 13th St., New York 11, N. Y Seattle 7, Wash. “Abeo” nes Mfg 
’ Cu 7 Oil Heat Acme Laboratory Fauipmert Co 506 West cago 40, 
puperios Products ¢ 15310 Fullerton Ave., 124th St. New York 27. N. Y. “Elite” Shaw Co 
rar Detroit 27, Mic *Evans’ American & Southern Corp.. Nashville 10, x0 6, TH 
Swansot Federal Waste Co., 222 Summer St., Boston Ten ‘Wagoner” se It | 
Erie Mass Automatic Burner Corn.. 1823 Carroll Ave., e, ye 
Swartz! Florence Stove Co., Gardner, Mass. “Flor Chicavo 12, IN. “SBC” burner r: 
ence” (pot and sleeve types Automatic Flectric Heater Co.. Inc.. Cross & 
type | Gray & Dudley Co., Nashville 3, Tenn Keim Sts., Pottstown, Pa. “Sepco” ‘Ii ne 
Tolmer Babson Rros., 2843 W. 19th St., Chicago 23, 
4, Wa Guiberson Corp., P. O. Box 1106, Dellas 1, Il. “Surge” * eI 
fexas. “Guiberson Clean Flame” Bauer Mfg. Corp., 7006 Stanford Ave., Los ms alif, 
I ne” Oakl 1. Calif. “Spark Rellevue Mfc. Co., Bellevue, Ohio. “Saturn” ago 6, | 
Huenfeld 8 Spring Grove Ave Cleveland Heater Co., 2310 Superior Ave., » Monar 
Tepfer App Cincinnat Cleveland 14, Ohio. “Rex” t Louis 14 
Cinc i” International Oil Burner ¢ Se. Lou 10 Crane Ce 4100 S. Kedzie, Chicago, Il. Mi ( 
District Jungers Stove & Range Co., Grafton, Wis. Economaster Products Co., Inc., 128 Eighth fers. he 
Jungers Ave. N., Nashville 3, Tenn. “Economaster” 
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HEATERS, WATER Lasko Metal Products, Inc., West Chester, INCINER 
Oil Burning (Cont.) Heat-Rite” (Single Burner, Double ATORS Morton Appliance Co., 666 Lake Shore A 
urner also combination warming oven ; Drive, Chicago 11, Ill. ‘‘Morton’”’ 
hotplate & toaster) ‘“Toastove”’ 1 Nineteen Hundred Corp., 304 N. State St., 
n », N. Y. (also combina ro otplate aii ich, obot Appliances, Inc., Industrial Bank 
Con Engineering Works, Mendota, I. L kitchen cabinet ‘ a N-Jet” ,Pldg., Detroit 26, Mich. “Robot” 
“ ft ewis Electrical Mfg. 0. 841 ‘East 88th St., Thor Corp., 54th Ave. & Cermak Rd., Chi- 
Del Appliance Div., General Motors Corp., e Cleveland 8, Ohio. “Temco Products” cago 50, Il. “Thor Automagic Gladiron” 
391 Lyell Ave., Rochester 6, N. Y. “Delco “Chi ay .. Randolph, Co., 4107 Willys Parkway, Toledo, 
Heat cago tar Glow” Yhio. (portable) 
wi'Therm Div., Motor Wheel Corp.,. 701- etal Products Co., 199 Wooster INTERCOMMUNI Vietor Electric Products Co... 2950, Robert, 
7 E. Saginaw St., Lansing 3, Mich. St., New York 12, N _Y. (table top stove) CATING SYSTEMS son Ave., Cincinnati 9, Ohio. ‘Victron’ 
“Duo-Therm M: snning Bowman & Co., Meriden, Conn (portable) 
K ng ted St., McGrath St. Paul Co., 242 E. Fifth St.. St Van Buren 
Fullerton Ave., Metal ‘Ware Corp., Two Rivers, Wis. “Em Bell Sound Systems Inc . 1183 Essex Ave., 
High St. Metallic Industries, 7319 New Utrecht Ave sogen Co., David Inc., 663 Broadway, New 
len igh St., Dowagiac, Brooklyn 4, N. York, N. ¥. “C ommuno phone” 
M Gillen Y. (hotplates and rangettes) Cor tic 7 
ray & Dudley Co. Nashville 3, T Miracle Electric Co., 36 S. State St., Chi Se ee, ee oe ee Northern Electric Co., 5224 N. Kedzi 
gy National Stamping & Electric Works, Sub st., Meriden, Conn. Northern” 
Lake Chicago 25, Ill. “White Cross” snotion 
nitor Equipment Corp., 649 West 249th N; MICARO <2, hite Cross Dictograph Prod 5 
t Riverdale-on-Hudson, New York 63, ‘Chicago 43, ork 19, N. Y. 
“Maxon Lustro Gridale”’ Yorks Laboratories Inc., 122 W. New 
arner . $74 Nelson Machine & Mfg. Co., 7609 Grand ork St., Indianapolis 4, Ind. “Utili- 
Til. ith Ave., Rock Newark Appliance Corp., Inc 92 South ll Systems Inc., 201 Hickory St., bad 
Sixth Se Mewack “Princesa” I O. Box 615, Dayton 1, Ohio. “Inter- : 
re “Pot: oO” aca o., Stamford, Planet Products, Inc., 2633 W. Grand Ave call : i Acme Ele ctric Heating Co., 1217 Washing- 
Lea, Chicago 12,1. Lectradio Corp., 4-42 St. Francis St., New- ton St., Boston 18, Mass. 
s, Inc., Albert Lea, Minn. Prevore Electric Mfg. Corp., 122 18th St L om, : Ambory Corp. 21321 Stephenson Hwy., 
"Superf Brooklyn 18, N.Y “Prevore’’ yman_ Electronic Corp., 12 Cass St., Hazel Park i, Mich. “Jiffy Automatic” 
ss Peancieco 12. Co.. 401 Bernal Ave., San Prometheus Electric Corp., 401 Ww 13th S Springfield 9, Mass. American Electrical Heater Co., 6110 Cass 
ran isco, 12, Calif Ray 'p h ot., Mec k Industries, Inc., John, Plymouth, Ind. Ave., Detroit 2, Mich. “‘American 
‘Wich ec Div., Jackson, Regency Electric Mfg. Corp.. 561 Fi feck’”’ Beauty’ 
: h New Yok 17. N. ¥ 4 1 Ave., Mites r o. Inc., 812 Broadway, Be rsted Mfg. Co., Fostoria, Ohio. ‘‘Fos- 
ted ) owe t psilanti, Samson United Cory 0 Un toria” 
Flex Table Range” 1531-33 Devon Ave Chicago 26, II. (folding iron) 
tes Cleveland 14, Ohio. “Viking Son-Chief Inc. Wi *‘Convers-O-Call” Century Precision Works, Inc., 507 West 
Ill vne Co " Inc., 801 “Son-Chief” insted, onn Operadio IMfg. Co., St. Charles, Ii 56th St., New York 19, N. Y. “Century 
lasgow Ave.. Fort ayne 4. Ind > *Flexifone”’ Glide-O-Matic”’ 
Mie’ Wittame Standard, Presing, Machine Corp. 1867 At; Philco Corn. Tioga & C St, Philadelphia, Electric Mfg. 6353, Weat th 
corp... 1201 FE. Be loomington, : Geos. ‘a. “*Philco’ St., Chicago 38, “Haneyhot” 
Oi1-0-Matic » 12 Summit, East Radio Corp. of America, RCA Victor Div., “Sterling” 
9th Stern-Brown Inc., 42-24 Orchard St., Long > Camden, N. J. “RCA” Coleman Co Inc., Wichita 1, Kans. (gaso- 
Island City 1, N. ¥. “Superst g Radio Wire Television Inc., 190 Ave. of the line) “Coleman’ 
3 Supe rior Electric Produ tes Carn Pao Americas, New York 13, N. Y. “Lafayette” Connecticut Appliance Co., Winsted, Conn. 
E Girardeau, Mo. ‘“‘Superlectric”’ Rauland Co 4245 N. Knox Ave., Chicago “Coronet” > 
40. Thermador Electrical Co., 5119 Dis R al 2 Wr Dan Ray Parke Corp., 1300 E. Park Place, 
HOTPLATES (Grills and Table trict Blvd, Los Angeles” 22, Calif Regal Electronics Corp. 603 West 130th St., Milwaukee 17, Wise. (travel) 
Chi Stoves) ‘Thermador’ (Griddles) New ork, Regal”, ““Ultradyne”’, Dominion Electric Corp., 120 Elm St., 
Union P roduc Mie Back Tok Fone Mansfield, Ohio. “Dominion” 
New York 7, N. ¥. Bryant St., San Dover Appliance Co., Dover, Ohio. ‘‘Lady 
H Products Co. Inc, 639 y Signal Electric Mfg. Co., Broadway, Erla Corp., 757 W. Venice Blvd., Los An- 
Parkside Ave., Brooklyn 26, N. Y. luxe”’ : Menominee, Mich. ‘Signal” geles 15, Calif **Feather-Touch” 
me Electric Heating Co., 1217 Washing- Victor BR. C.. 23'S. S Simpson Mfg. Co., Inc. Mark, 32-28 Eureka Div., Eureka Williams Co 
23 efferson St N i 
ton St., Boston 18, Mass. Chicago 6. Tl 1 Island City 3, N. F Bloomington, Ill. ‘Eureka Cordless”’ 
ory Corp., 21321 St phe Hwy.. Wases Co Ta k-A-Phone Rd., ‘ven-Heat Co., National Bank Bldg., De- 
lazel Park 1. Mich. “Tiffy’ York 7. N hicago 23, Til. “Talk-A-Phone”’ troit 26, Mich. “Even Heat” 
lect: inliance Industries of America, 1830 N Warren Simpson Corporation, Elec. Div., 110 Webster Electric | Co., 1900 Clark St., Featherline Corp., 299 Madison Ave., New 
Ne \ jinchester Ave., Chicago 22, Ill. “‘Steadi- East Third St., Mt. Vernon, N. Y “Air Racine, Wis. Teletalk’”’, ‘‘Telehome” ¥ ork | 17, N. Y. “Featherline Profession- J 
‘ D-Lux” é al’; ‘‘Featherline Traveler’ (travel) 
seiated Products, Inc., 20 So, Ontario, Welko, Inc., 219 W. Chicago \ve., Chicago General Electric Co., 1285 Boston Ave,, 
Ay ledo, Ohio Ill. | “Heet-Wel” Bridgeport 2, Conn. “General Electric” 
Bank a wpeme Co., 6 North 14th St., Westinghouse Electric Corp., Mansfield , (also travel) 
tk 7 N. J , General Mills Inc., Home Appliance Dept., 
+S on Ime ustries, ne., 22 West 23rd St.. Wiegand Co., Ed L.. 7300 Thomas c 1620 Central Ave., Minneapolis 13, Minn. ; 
fiput New York 10, N. Y. (single double Pittsburgh Pa. “Chrom IRONERS “General Mills Tru- Heat” 
St Zenith Industries, 129 Crosby St., New Haines Mfg. Corp., 4754-56 N. Clark St., 
tz Radio Mfg. Co., 123 South Eighth St., York 12, N. “Zenith Industries” Altorfer B 40, C110 also 32" volt) 
1 vansville, Ind. é ABO” ros. Company, Peoria 8, II. Hoover Co., North Canton, Ohio. ‘‘Hoover” 
svil rsted Mfg. Co., Fostoria, Ohio. ‘“Fos- A I Industrial Tool & Die Works, Inc., 2824 
Machine Co., Algonquin, University Ave., S. E., Minneapolis 14, 
tr Appliance Co., 1103-17 Sheffield, implex Minn. “Ensign” 
Mich Eke Co 1070 Jackson Appliance Mfg. Co., Div. Taller & 
mco Products Inc., 57 William St.. New 16, Yhio. “Apex”, Cooper, Inc., 75 Front St., Brooklyn 1, 
rk 5, N. Y¥. (table range) “Camco” HOUSE NUMBERS (Illuminated) Fold-a-matic) “Lady Jackson” 
one tal Products, Inc., Winsted, Conn. Armstrong Products Corp., Huntington 12, Knapp-Monarch Co., Bent & Potomac Sts., ' 
nnesse azo Electric Mfg. Co.. 6333 W. 65th St.. Va Armstrong (portable) St. Louis 16, Mo. “K-M” (travel and 
cago 38, Il “Handvhot” Acme Plastics Corp., Merchandise Mart, Spe eelig Mig. Co., Ripon, Wis. conventional) 
s nectic Chicago $4. Il. speed S2ueen Koral Electric Mfg. Co., 43-22 V: ) 
Ther ( Appliance Co., Winsted, Conn. Pryne Co.. Inc.. Box 3397 Terminal Bendix Appliances, Inc., 3300 W. St. 1. N. ¥ Van Dam 
| master Blackstone C ‘Orp., Tamestown 6, N. Y. I "Machine Yevelo 
Ch nion Electric Corp., 120 Elm St., “Blackstone” (portable and cabinet) oN Ce. 
Ohio Chicago Dryer Co., 2210, N. Pulaski Rd., “Iron Queen” : 
c., 8 »Craft Corp.. Div. Excel Co.. Inc., _ hicago 39, Ti. “Chicago” MacArthur Products Inc., 34 Front St., 
Bo Orleans, Chicago 10, Il. “Brunch HUMIDIFIERS . Conlon Conlon-Moore ( orp., 1824 S. Indian Orchard, Mass. “MacArthur” 
0. Box aster’ 52nd Ave., Chicago 50, Ill. | “‘Conlon’”’ Manning, Bowman & Co., Meriden, Conn. 
ers Manufacturing Co., 3669 S. Michi- Co., Fairfield, Iowa. “Dexter” “Manning Bowman”, ‘‘Iron-that-wags-its- 
irst Jt n Ave., Chicago 15, Ill. ‘‘Holliwood” Airette Mfe., Inc., 1401 N. Sycamore Ave i Mg ashing Machine Corp., Syracuse 1, tail” ‘Ace Lightweight”, “Tron Queen”, 
1d, Oh g. »., 9607 Quincy Los Angeles 38, Calif ) 
ld, Cleveland 6. Ohio Corp.. 306 East 26th Appliance Ave., & Meads Co. Inc., 11 East Lee 
Mich Aviation Equipment Co., Inc., 630 St, New York, N. Y. Fairbanks-Mor se & Co. 600 Michigan vel 
‘ifth Ave., New York 20, N. “John Carrier Corp., South Geddes St., Syracuse Ave. Chicago, If. Greyhound (travel) res 
; rigidaire Div., General Motors Corp., Chicago 3, Ill. “Miracle’’ 
est ng is Ave., Redlands, Calif. “Gill” Al ea General Electric Co., 1285 Boston Ave., St., R erdale-on-Huc New 
y White es Mfg. Corp., 4754-56 N. Clark St., Parkway, Bridgeport 2, Conn. (flatplate and_rotz ury) N 
40, Ill. (32-volt) il-Lor Room Humidi- Mig. 2314 West Third St., Muller Industries, Inc., C. “Duke,” East 
Shaw Co., 311 N. Desplaines St., Chi- ayton 7, Ohio. “Grove” Chicago St., Quincy, Mich. “Fabri- 
espla Ave., Mad, Inc., Wallace B., 104 Lexington Ave., M: atic’ 
0600 Co York 16, N. Y. “AirWay”, “Save- National Stamping & Electric Works, Sub- 
Type. Los Angeles 27, Calif, “Hollywood” sidiary of Eureka Williams C orp., 3250 
‘burner rangette) Reidcraft, 35 Fairview Ave., Morrisville, 1070 E ond "St Ohio St., Chicago 24, "White 
tI Inc., 5600 W. Taylor St., Chicago Pa. Airoma” ; ; Horton Mfg. Co., 731 Osage St., Ft. Nelson Machine & Mfg. Co., 7609 Grand 
te - Rexair, Inc., Fisher Bldg., Detroit 2, Mich. Wayne 1, Ind. “Horton” Ave., Cleveland 4, Ohio 
+ Sg e, Inc., 3000 Winona Ave., Bur- Rogers Diesel and Aircraft Corp., 1120 Hotpoint, Inc., 5600 W. Taylor St., Chicago Noblitt: Sparks Industries, Inc., Columbus 
“5 lif. “H. A. Leggett Ave., New York, N. Y. 44, Ill. “Hotpoint” (flatplate & Portable Ind. “Arvin” ; : ; 
roducts Co., 222 W. Monroe St., Sanit-All Products Corp., Greenwich, Ohio. Rotary) ‘ North American Products Co., Inc., Wayne 
ticago 6, IM. “Kent” “Vapor-All” Ironrite Ironer Co., 332. Cass Ave., Mt. Mich. “Napco” , 
Ot Monarch Co., Bent & Potomac Sts., United States Air Conditioning Corp., Min- Clemens, Mich. “Ironrite” Pioneer Products, Inc., 5224 Fairlawn Ave., 
a “ s 16, Mo. “K-\ neapolis 14, Minn. Lage. F -— & Clark, New Britain, Conn. Baltimore 15, Md. “Piomar” 
Mic. Co. 4510 W Plains Rd. Walt a Portable Products Corp., 420 Boulevard of 
St anders. Frary ‘tai onitor Equipmen orp., 6 est t *roctor Electric Co., 3rd St. & Hunting 
& Clark, New Britain, Conn. W Co., Rt. 3, Box 358, on-Hudson, New York 63, Park 40, Pa. ‘‘Proc- 
A tor’, “Never-Lift” 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


IRONS (Fiat) 
Continued 


ati 
Tutt Co., 4107 Willys _ Parkway, Box 54, 


U. S. Electric Inc., 14 
S8th St., Brooklyn, N. Y. 

Waage Electric Co., A. H., 54 Par k Place, 
New York 7, N. Y “Selectheat’ 

Waage Mfg. Co., 632 N. Albany Ave., 
Chicago 12, Ill. ‘*Waage’’, “Waage Trav- 


eler 

Waverly Products, Inc., Bridgeport, Conn 
“Petipoint” 

Welko, I 219 W. CI Ave., Chicago 
10, “Welko Wel” 

Westingho ise Electr orp Mansfield, 
Ohio. “Westinghouse” 

Winpower Mfg. Co., Newton, Iowa. “Se- 
lectheat” 


Wipe i Hardware Mfg. Co., Winsted, 
“Durabilt’” (folding and conven- 


Co., Empire State Bldg., 
¥. Fee" 


e Mf 
1, N 


IRONS (Steam) 


Cardinal Mfg. Co., 1629 N. Fourteenth St., 
Louis, Mo 


St *Merr 1 

General Electr Co., x Rost Ave 
Bridgeport, ( ’ 
napp-Monarch Co St 
St. Louis 16, M 

Miracle Electric ( S. State St., Ch 
cago 3, Ill 


Monitor Equipment Corp., 640 West 249th 
St., Riverdale-on-Hudson, New York 63, 
y 


Silex Co.. Hartford 2. Conn. “Silex” 


“Ste: am ra Mat 


IRONS (Soldering) 


Acme Electric He ati ng Co., 1217 Washing- 


al Heater Co., 6110 Cass 
Mict “American 


Works, 3654 N. Lincoln 


Co., Inc.. 23-10 Bridge 
Island City 1, N. Y. 


ng Iron Co., Deep River, 
Co. 242 W. Clay Ave., 

Inc., Sycamore, Il! 
America, 36-02 35th Ave., 
Corp., 124° Bleecker St., 
“Newton ‘Lower Falls 62, 


1c 123 Sussex Ave., 
“Eject-O-Matic” 
t Co., 5 Fulton St., 
Mich Peerless” 
Inc.. P. O. Box 34, 
**Metalectric “Post” 
Sound Equipment Corp. of Calif., 39 San 
Fernando Rd., Glendale 4, Calif. “Kwik 
heat Thermostatic Soldering Iron” 

Stanley Tools, New Britain, Conn. “Stan- 
ley", “Stanley-Victor”’ 


PAGE 10 


I t Harold 640 N. 45th St 
I le ly I 

Vasc Electrical Mfg. Co., 4116 Aval 
B Los Angeles 11, Calif. “Vasco 
H 

Vuk Elect C 88 Holt St.. D 
ver Mas Vul an’’, le ry 

Weller Mf Co., 806 Packe St 
Easton, P Weller Sol ng ( 


IRONS (Waffle) 


a iance Industries of America, 1830 N. 
iche ster Ave., Chicago 22, Ill. “Steadi- 


Bersted Mfg. Co., Fostoria, Ohio **Fos- 


toria” 

Chicago Electric Mfg. Co., 6333 W 65th 
St., Chicago 38, Ill “Handyhot”, ‘‘Ster- 
ling” 


Connecticut Appliance Co., Winsted, Conn. 


“Coronet” 
Dominion Electric Corp., 120 Elm St., 
ansfield, Ohio. “Dominion” 


Electro-Craft Corp., Div. Excel Co., Inc., 
1432 N. Orleans, Chicago 10, Ill. “Brunch 
Master” 

Forestek Plating & Mfg. Co., 9607 Quincy 
Ave., Cleveland 6, 

General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric” 

Haines Mfg. Corp., 4754-56 N. Clark St., 
Chicago 40, Ill. (32 volt, also 110 volt) 

Knapp-Monarch Co., Bent & Potomac Sts., 
St. Louis 16, Mo. “K- 

Landers, Frary & Clark, New Britain, Conn. 
“Universal” 

Lewis Electrical Mfg. Co., 841 East 88th 
St., Cleveland 8, Ohio. ‘“‘Lemco Prod- 
ucts” 

Manning, Bowman & Co., Meriden, Conn. 
“Manning Bowman”, ‘Twin-O- Matic” 
“Sub-Deb”, “Debutante’’, 
“Pioneer” 

Metal Ware Corp., Two Rivers, Wis. 
“Empire” 

Miracle Electric Co., 36 S. State St., Chi- 
cago 3, Ill. “Miracle” 

National Stamping & Electric Works, Sub 
of Eureka Williams Corp., 3250 W. Lake 
St., Chicago 24, Ill “White Cross” 

Nelson Machine & Mfg. Co., 7609 Grand 
Ave., Cleveland 4, Ohio 

Newark Appliance Corp., Inc., 92 South 
Sixth St., Newark 7, N. J. “Princess 
Gem” 

Noblitt-Sparks Industries Inc., Columbus, 
Lectric Cook” (waffle cooker 
grill) 
on Chief Electrics Inc., Winsted, Conn. 

‘Speed- Master 

Ster Br own, ll , 42-24 Ore hard | St., Long 
Islat i City, N. Y. Superstar’ 

Sunbeam Corp., 5600 W. Roosevelt Rd., Chi- 
cago 50, Ill “Sunbeam \ affle Baker” 
Superior Electric Products Corp., Cape 

Girardeau, Mo. “SuperLectric”’ 

Toastmaster Products Div., McGraw Elec 
tric Co., Elgin, I “Toastmaster Auto- 

matic W: affle Baker’’ 

Toastswell Co., 622 Tower Grove Ave., 
St. Louis 10, Mo " 

Westir Electric Corp., Mansfield. 

‘ “Westinghouse” 


“Jubilee”, 


KETTLES (Tea and Water) 


McGrath St. Paul Co., 242 East Fifth St., 
_ St. Paul 1, Minn 
Silex Co., Hartford 2, Conn. “Silex” 


KITCHEN UNITS (Sinks and 
Cabinets) 


Ahlbrand Co., Seymour, Ind. (wood) 

American Central Div., Aveo Manufactur- 
ing Corp., Connersville, Ind. ‘“‘American 
Kitchens” 

Berger Mfg. Div., Republic Steel Corp., 
1038 Belden Ave., Canton 5, Ohio 

Boro Wood Products Co., Inc., P. O. Box 


625 Bennetsville, S. ¢ 

Brammer Mfg. Co., Davenport, Iowa 

Coppes, Inc., Nappanee, Ind. (custom-built) 

Cox Kitchens, Inc., 36 Bush Ave., Port 
Chester, N. Y. (custom-built) 

Crosley Div., Aveo M: an ufacturing Corp., 
Cincinnati 25, Ohio ‘Servisink”’ 

Dwye r Products Corp., Michigan City, Ind. 
irpl Cabranette” 

Elgin Stove and Oven Div., Acme Visible 
Records, In 659-701 N. State St., 


I le n, Il “Elgin Steel Kitchens” 

Elkay Manufacturing Co., 1874 South 54th 
Ave Chicago 50 (Cicero), Tl. “Elkay 
Lustertone Stainless Steel Cabinet Sinks” 

Frigidaire Div., General Motors Corp., 300 
Taylor St., Dayton 1, Ohio. “Frigidaire’’ 

General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric” 

Guiberson Corp., P. O. Box 1106, Dallas 1, 
Texas “Guiberson” 

Harrison Steel Cabinet Co., 4718 W. Fifth 
Ave., Chicago, Il. 


Hillside Metal Products, Inc., 129-02 Hill- 
side Ave., Richmond Hill, N._Y 

sier Mfg. Co., New Castle, Ind. 

oint, Inc., 5600 W. Taylor St., Chicago 


Furniture Co., Inc., Goshen, Ind. 

hen Maid  Corp., Andrews, Ind. 

Kitchen Maid” 

Kord Manufacturing Co., 4510 White Plains 
Rd., Br 

Lyon Meta al Products Inc., 621 Monroe St., 
Aurora, Ill *Lyon” 

Marvel Products Co.. 760 W. Waveland 
Ave., Chicago 13, 

o., E, J., 1422 North 8th St., 

Philadelphia, Pa. 

Midwest Mfg. Co., Galesburg, Ill. ‘*Kitchen- 
Kraft”’ 

Morton Mfg. Co., 5125 W. Lake St., Chi- 
cago 44, Ill. “Pantryettes” 

Mullins Manufacturing Corp., Warren, Ohio. 
“Youngstown Kitchens by Mullins” 

Murray Corp. of America, Detroit 11, Mich 

Mutsc hler Bros. Co., Nappanee, Ind. 
“Porta-Bilt”’ 

Paragon ee _Corp., 50 Van Dam St., 


Brooklyn 22, “Paragon” 
Parsons Co.,. 15 500 Oakland Ave., Detroit 
3, Mich. “Parsons Pureaire Kitchen” 


Peerless Built-in-Fixture Co., 2608 San 
Pablo Ave., Berkeley, Calif. 

Pressed Steel Car Co., Inc., 666 N. Lake 
Shore Drive, Chicago 33, Ill. “Presteline”’ 

Roberts & Mander Corp., Hatboro, Pa. 
“Quality” 

Robot Appliances, Inc., Industrial Bank 
Bldg., Detroit 26, Mich. 

3 ay Metal Products Co., 234 Junius 

Brooklyn 12, N. 

st Charles Mfg. Co., St. Charles, Ii. “St. 
Charles” 

Shirley Corp., 330 FE. St. Joseph St., Indi- 
anapolis, Ind. “Shirley” 

Tracy Manufacturing Co., 3125 Preble Ave., 
Pittsburgh 12, Pa. “Tracy” 

Westinghouse Electric Corp., Mansfield, 


io 
Whitehead Monel Kitchens, 101 Park Ave., 
New York 17, N. Y. 


LAMPS, FLUORESCENT (Portable) 


Abrams Lighting, 111 North 7th St., Phila- 
delphia 6, Pa. 

Acme Fluorescent Co., Inc., 565 Fifth Ave., 
New York, N. Y. “Nome Pin-Up’ 

Acme Lite Products Co., 350 East 182nd 
St., New York 57, N. Y. ‘‘Acme-Lite’’ 

Adelphia Industries, 421 Arch St., Philadel- 
phia 6, Pa. “Adelphia” 

Adjustable Fixture Co., 104 E. Mason St., 
Milwaukee 2, Wis. “Adjusco” 

Admiral pt, "Mfg. Corp., 2326 S. Indiana 
Ave., Chicago 16, Ill. 

Advance Appliance Co., 808 S. Washington 
St., Peoria, Il. “Nu-Ray” 

Aerolux Light Corp., 653 Eleventh Ave., 


All-American Electrical Mfg. Co., 7645 S. 
Wabash Ave., Chicago 5, Ill 

Art Metal Co., Cleveland 3, Ohio 

Beckett & Co inc. » Thomas, 2118 Griffin St., 
Dallas 2, Texa 

Calpa Products Co., 1006 Vine St., Phila- 
delphia 7, Pa. 

Camfield Mfg. Co., Grand Haven, Mich. 
“Fluor-O-Shield” (fluorescent light dif- 
fusor) 

Chicago Lamp Mfg. Co., 1925 Clyborn Ave., 
Chicago 14, 1. 

Clover Lamp Co., Inc., 1214 S. 12th St., 
Philadelphia, Pa. 

Columbia Electric & Mfg. Co., West Ide 
Ave., Spokane 5, Wash. 

Compeo Corp., 2251 W. St. Paul Ave., 
Chicago 47, Ill “Compco” 

Dazor Mfg. Co., 4485 Duncan St., St. Louis 
10, Mo 

Eagle Electric Mfg. Co., Inc., 23-10 Bridge 
Plaza So., Long Island City 1, New York 

Efcolite Corp. N. Olden Ave., Trenton 4, 

‘E feolite’ 

Electro Mfg Corp., 2000 W. Fulton St., 
Chicago 12, Il. 

Emeralite Co., Inc., 40 Warren St., New 
York 7, N. Y. “Emeralite’’ 

Empire Novelty Co., 216 Institute PI., 
Chicago 10, Ill. 

F - r Mfg. Corp., 260 West St., New York, 


Faries Mfg. Co., 1036 E. Grand Ave., 
Decatur 19, Ill. ‘“Faries” 

Fashion Lamp Co., Inc., 729 Milwaukee 
Ave., Chicago 22, II. 

Fluores-O- Lite Co., 57 Branford St 
Newark 5, N “Fluores-O-Lite” 

General Electric Co., Lamp Dept., Nela 
Park, Cleveland 12, Ohio 

Gibson Gifts, Inc., 5 Beekman St... New 
7, N. ¥. “Glo-Ball” (children’s 
amps) 

Globe Lighting Products, Inc., 7th Ave. at 
12th St., Brooklyn 15, N. Y. 

Gashom Lamp Corp., 1542 “Milwaukee Ave., 
Chicago 22, Il. 

Hersh Electric Specialty Co., 102 E. Walnut 
St., Milwaukee 12, Wis “Her sh” 

Homecraft Electronic Products, 1208 S. 
Kedzie Ave., Chicago 23, Ill. ‘“‘Home- 
craft’ 


Horo-Lite Co., 104-14 S. 4th St., Brooklyn 


Illuminating Arts, North Chicago, III. 


Leader Electric Mfg. Co., 6127 Broarway, 
Chicago 40, Ill. 

Lighting Prodt icts, Inc., 2259 W. Park Ave. 
Highland Park, II. 

Markel Electric Products, Inc., 145 Seneca 
St., Buffalo 3, N. Y. 

Marks Mfg. Co., 700 N. Carpenter St, 
Chicago 22, Ill 

Mastercraft Electric Co., 181 Bruce S&S 


} N 
Metallic Industries, 7319 New Utrecht Ave 
Brooklyn 4, N. Y. (fluorescent bed lamy 
Miller Co., 99 Center St., Meriden, Conn 
Mitchell Mfg. Co., 2525 Clybourn Ave, 


Moe Brothers Mfg. Co., Fort Atkinson 
Wis. “MOE Light” 

Mee Corp., Sheboygan, Wis. “Unite. 

te’ 

Mutu: al Mfg. Co., 4828-32 W. Divi- 
sion St., Chicago 51, Ill. 

Mutual Lamp Mfg. 540 Empire 
State Bldg., New York, N. Y 

New Era Light Co., 2121 Broadw ay, New 
York, N 

Paramount Industries, Inc., 111 Broadway, 
New York 6, N. Y. 

Parlong Air Conditioning Corp., Washington, 
D. (Comb. Luminaire & air condi- 
tioner) 

Photo-Vision Inc., 35 West 43rd St., New 
York 18, N. Y. ‘“‘Desk-o-Lier” 

Radiant Lighting Fixture Co., Inc., 
Morton St., New York 14, N. Y. 

Regent-Savoy Electrical Mfg. Corp., 589 
North Ave., New Rochelle, N. Y. “Re 
gent-Savoy’ 

Richter Metalcraft Corp., 160 E. First St. 

t. Vernon, N. Y. “RMC No Glare” 

Sal Metal Products Co., 120 Freman St. 
Brooklyn 22, N. Y. 

Smith Iron Co., A. L., 217 Everett Ave. 
Chelsea 50, Mass. ‘“‘Smithcraft” 

Thiele Co., F. W., 10 W. Tremont St, 
Pasadena 3, Calif. 

Triumph Mfg. Co., 913 W. Van Buren St. 
Chicago 7, Ill. “Triumph” 

Ultramar Mfg. Co., 303 W. Monroe St, 
Chicago( Il. 

Virden Co., John C., 6009 Longfellow Ave. 
Cleveland 3, Ohio 


LAMPS (Fluorescent Tubes) 


Champion Lamp Works, 600 Broad St, 
Lynn, Mass. ‘‘Champion” 

Columbia Electric & Mfg. Co., Mfg. Div. 
West 1024 Ide Ave., Spokane 5, Wash. 
Durotest Corp., North Bergen, N. J. “Duro 

Test’, “Duraliers” 
General Electric Co., Lamp Dept., Nela 
Park, E. Cleveland 12, Ohio. ‘General 


Electric” 
Inc., 111 Broadway 
New York 6, N. Y. “Totelite” 


Solar Electric Corp., 121 Central Ave, 
Warren, Pa. “Solar” 

Sylvania Electric Products, Inc., 500 Fifth 
Ave., New York 18, N. Y. 

Westinghouse Electric Corp., Lamp Div. 
Bloomfield, N. J. 


LAMPS (Germicidal) 


Aerolux Light eo 653 Eleventh Ave, 
ew York, N. Y. ‘“‘Aerolux’”’ : 

Art Metal Co., 1814 East 40th St., Cleveland 
3, Ohio 

Champion Lamp Works, 600 Broad “. 
Lynn, Mass. “Champion” 

Duro Test Corp., North Bergen, N. ! 
“Duro Test” (bulb) : 

Edin Electronics Co., 207 Main St., Worcet 
ter 8, Mass. “Air-Ray” 4 

Federal Engineering Co., 37 Murray St 
New York 7, N. Y. “FEDCO” : 

Fluores-O-Lite Co., 57 Branford St., New 

Guth Co., Edwin F., 2611 Washington Ave. 
St. Louis 2. Mo. “Guth Germ 


Hanovia Chemical & Mfg. Co., 233 
Jersey R. R. Ave., Newark 5, N. J 
Mitchell Manufacturing Co., 2525 Clybourt 

Ave., Chicago 14, 
Solar Mfg. Corp., 121 Central Ave., Warren 
Pa. ‘Solar’ 
Sperti, Inc., Norwood Station, Cinc! 
12, Ohio ‘ 
Sylvania Electric Products, Inc., 509 Fitt 
Ave., New York 18, Y ase 
Tru-Air Ultraviolet Products Co., 1019 * 
Madison Ave., Los Angeles Ua 
Air’, “Rad-i-Air’ (germicidal ™ 
tures 
Westinghouse Electric Corp., Bloomhes 
N. J. “‘Westinghouse” 


LAMPS (Health and Sun) 


Adjustable Fixture Co., 104 E. Mason > 
Milwaukee, Wis. ‘‘Adjusco” 
Aerolux L ight Cc » 653 Eleve 
New York, N. Y. ‘“‘Aerolux” = 

Battle Creek ee Co., 32 N. Wa 
ington St., Battle Creek, Mich Batt 
Creek”’ 


Ave 
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Keeps ‘em coming 


YEAR ROUND 


HOTPOINT’S COMPLETE MATCHED LINE OF 11 


MAJOR APPLIANCES MEANS YOU CAN SELL 
MORE— MAKE MORE—THE YEAR ‘ROUND 


LOW HOT OR COLD—there’s a “seasonal” market every month 
B of the year for one or more of Hotpoint’s 11 major appliances. 
Every dealer knows, of course, how refrigerator and freezer sales rise 
with the mercury. But they may overlook the fact that the garbage 
problem is often at its worst when the family has to dash for the back 
gate through cloudburst or blizzard. (Solution: the Hotpoint Disposall*.) 


@ Or it may not occur to many dealers that dishes really begin to 
pile up in the sink when cooler weather means more cooking, more 
baking, more guests for dinner. (Solution: the Hotpoint Dishwasher, 
with exclusive front-opening feature.) 


e The more it rains, the more orders will pour in for the great 
Hotpoint clothes dryer and other Hotpoint laundry appliances which | 
are especially designed, among many other advantages, to simplify the 
clothes-drying problem. (Result: sale of a complete home laundry.) 4 


e Then there are those greatest of all year’round performers—the 

Hotpoint Electric Range and the Hotpoint Water Heater. Completely 

unrelated in function, they are alike in month-in, month-out demand. 

Thus these two products have outsold the field for more years than 

most of us can remember and they’re still the best insurance in the 
world against seasonal let-downs or market saturation. 

growing appliance line is the new 


Recrui theinnsenedineatensi6anen e But the best thing of all about the Hotpoint line is that the sale 
food storage in the same kitchen space. of one appliance leads so easily and naturally to another. That’s 
because Hotpoint has long promoted the complete all-electric 
kitchen and now turns that dream into reality with a beautifully- 
matched and complete ensemble of all major appliances. Sold as a 
“package”—or unit by unit—you'll find it all adds up to $2,000 or 
more per customer. That’s why Hotpoint’s is the ‘Franchise with 
a Future’’. . . the sure way to BIGGER VOLUME the year ’round! 

*Reg. U.S. Pat. Off. 


Greatest Advertising Campaign 
in Hotpoint History 


Star performer of America’s fastest 


Revolutionary Hotpoiat Hot Hottest newsin ironing is Hotpoint’s 
Water Heater has pressurized _ new Flatplate Ironer. A natural traffic- 
direct contact Calrod* units builder right now because housewives 
for unmatched speed. are eager for demonstrations. 


HOTPOINT’S 3-POINT PROGRAM gives you the benefits of a $20,000,000 
expansion program, a completely matched group of all major appliances, 
and the greatest advertising campaign in Hotpoint history — assuring you 
America’s finest appliances adequately promoted for year round volume. 


itoipoint 


OF 


N. HOTPOINT INC. A GENERAL ELECTRIC AFFILIATE 


5620 West Taylor Street, Chicago 44, Illinois 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


LAMPS (Health & Sun) Northern Incandescent Lamp Co., 18 Hud- Mfg. Co., 4801 East 50th St., Los LIQUEFIERS (Fruit and Vegetable 


sor Pl., Hoboken, N. J. “Northern An 11, ~— : 
Continued Lights’, “Three-U-Lite” antle Lamp Co. America Inc., Ww. Juice) 
Radiant Lamp Corp., 300 Jelliff Ave., Blvd., Chicago 6, 
Newark N. J. “Radiant” Marbro Lamp Co., 1625 S. L« ngeles St., 
Britesun-Vogel-Peters Co, 1904 W Safety Electric Co., 53 W. Jackson Blvd., Los Angeles 15, Calif. , . Bersted Mfg. Co., Fostoria, Ohio. “Whiz. 
Ogden, Chicas Ill. “Britesun” Chicago 4, Ill Markel Electric Products, Inc., 145 E. Sen- 
Brower Manufacturing 1 North 3rd Solar Electric Corp., 121 Central Ave., x. Buffalo 3, “ne Monee Sts 
St.. O itra-violet) irks inufacturing Co., 700 N. Carpen- 
Burdick ( Lilt W nc., ) Fifth ter St.. C Lande rs, & Clark, New Britain, Conn 
I W ork t.. 2100 S. Morgan St., Mode Products Supply Co., 1428 North 
Dom ( I St Milo Mfg. Co Bush St., San Fran- 5, Wis. “Fletcher 
M eld, O lectr »., Lamp Div., cisco 15. Cz zer ee 

Duro Test Corp., North Bergen, N. J Bloomfield, N. J. “Westinghouse” Mitchell Mfg 2525 Clybourn Ave., Oster Mfg. Co., John, 1 Main St., Racine 
“Dur lest bull Chicago 14, > 
Eagle Electric Mfg. Co., Inc,, 23-10 Br ige Moe Bros. Mfg. Co., Fort Atkinson, Wise. Vidrio Products Sores, 138 West 54th St., 

Plaza So., Long Island Cit 1N “MOE Light” i q alc é 
_ *Eagl Monroe Metal Products Co., 55 West 16th Waring | Products Ave., 
Edin Electronics ( 07 Main St., Worces St.. New York 11, N. Y. New York 17, N. Y. aring Blendor 
ter 8, Mass. “Thera-Ray” (infra-red, LAMPS (insect Repellant) Musiker Co., S., 221 Flatbush Ave., Brook- 
ultra let lyn a 
Electronic Aj tions, Tr 1478 White Mutual Mfg. Co., 4828-32 W. Divi- 
P! s Rd... New York N. % ‘Tar sion St., Chicago 51, I c ' SET 
Master Mutual Sunset Lamp Mfg. Co., 540 empire MANICURING SE 
Electror Products Corp., 38 West 13th > ite Bldg., New York, N. Y. 
_ St., New York, N. ¥ : National Lamp & Shade Mfg. Co., 1022 Race 
New LAMPS (Portable) St. Co.. 12415 Beautiator Corp., 8800 Woodland Ave, 
ork “Thermol ite Nationa ighting quipment 0., 2415 4 Ohi ” 
Faries Mig. Co., I Grand Ave., Euclid Ave., Cleveland 6, Ohio Cleveland 4, hio. Beautiator 
Decatur 19, III Abbey. Th Robert, 373 Fourth Ave., New Nova M: anufacturing Co., 89 Bogart St., 
General Electric 1285 Boston Ave.., York 16, N. ¥ Brooklyn, N. Y. 
‘ sridgeport 2, Conr EI Acme Lite ( 350 East 182nd St., New Novelty Lamp & Shade Mfg. Co., 1022 
seneral Electric Co., dept la York, N. Race St., Philadelphia, Pa. 
Park, Cleveland 12, O “G-E" Adjustable Fixture Co., 104 E. Mason St Oxford Lamp Co. Inc., 39 West 23rd St., METERS, Coin Operated (for use in 
Manovia commen Mew Milwaukee 2, Wis. | Adjusco” York 10, N. sale of refrigerators and rental 
ere ewark Admiral Lamy Corp., 2326 S. Indiana ir Products Co., 22nd Street, 
H ta x | nics Cor Saler Ave., Cl Il Cleveland 14, Ohio (wall lamps) of washing machines) 
J U its A lux | ry f Eleventh Ave., Plymouth Lamps, Inc., 8 Morris Ave., Pat- 
Parkway, Chicago, Ill, “Electric Sur Alhe Metal Works, 83 EF. Laurel St., Phila Radiant Lighting Fixture Co... Inc., 95 2000, W. Wat 
eene Chet ftl ve., Itheimer n 0 fells, Chi Railley ‘orpo o 29 d atic 
A 404 N. Wells, Ch R 12910 Taft ve Co., 6110 Fer Drive, 
Knapp M h ¢ tent & Potor St Ay Lame ¢ 418 Cherry St.. Philadel Regal Lamp & Shade Co., 20 West 22nd Los Angeles 32, Calif. Welcome 
M K-M” ( ' 6. P St.. New York 10, i 
Lekts -_ I ag Fast St., N Ar ~ Lamp Mfg. ¢ Inc., 22 West 19th Reiseo. Ine., 220 Straig ht St., Paterson 1, 
York a Ravt St.. New York 11, N. ¥ N. J 
M y . ‘ o ‘ FE. Main St Artistic Lamp Mfg. Co., 395 Fourth Ave Rembrant Lamp Corp., 259 E. Erie St., 
C New York 16, Chicago 11, MILKING MACHINES 
ng \. Carper Arton St 6 W. Columbia Ave., Rex Electric Mfg. Corp., 190 Berry St., 
Philadelp! P Brooklyn 11, N.Y 
4 1 \ 10, IM. Richman & Sons, C., 925 Filbert St., Phila Anderson Mfg. Co.. Ben H., 51 N. Dickin 
N . B n Street Lan Ine., 885 Washingtor lelphia 7. Pa : son St., Madison 3. Wis. “Clean Easy” 
aa . ' ‘ ’ St.. Bost Mass : Rosenfeld & Ce L., 15 East 26th St., New Babson Bros , 2843 West 19th St., Chicas 
St. S Mo. Becker & Henry R., 1515 Nedro Av York 10, N. ¥ 23, Il “Surge” 
"28, Tl. “Northern” 6, Pa Ross Co., George, 6 West 18th New Esco Cabinet Co., F. Biddle St. Wes 
Chicas Nort Rell Lamp Mfg. Co., 156 W. Walton St.. York 11, N.Y." “Betsy Ross 
Pene re Chicago, Ill Safran & ‘luckman, Inc., 8 West 30th St., Globe Milker, Inc., E. First at Court Ave 
‘ Rett Sales Co. Inc., 175 Fifth Ave., New New York. “Coronet Ties Moines 6. tows. “Glebe Graal 
Practical Electric | ts East York, N. Louis J., 15 West 17th Champion” 
148 S New Y ] y. ¥ I Brilliar t Lan ps. I > West 21st St St New Be rk 11. N Y. : fyers-Sherman Co., Streator, Ill. “F rds” 
© New York 10, N. Stadler & Neuwirth. Inc., 390 Fourth Ave., Nations! Miilker Sales Corp., 515 E. Grand 
I ; c 4 \ t Calpa Products ( 1006 Vine St., Pt New York 16, N. ¥ Ave.. Des Moines 9, Ia. 
nira-re elphia 7, Pa Standard Novelty & L amp Co., 823 
tric | Ir 1814 Chelse ump & Shade ¢ Inc., 122 West Wabash Ave.. Chicago 5, II “Stnola” 
St... oO St.. New York 1. N. ¥ Stiffel-Bradley Co., 615 N. Aberdeen St., 
Red H ( Lamp Mfg. Co., 1925 Clybourn Chicago 22, Ill.” “Stiffelite” 
ate tric ' . B \ ( 14, Ill S Co., Inc., 30 Irvine Place, New 
Products 1 S. Michiga fork 3, “Swivelier™ MIRRORS (illuminated) 
olas tr ( A C} go 16. Ill Taube Inc. of Ph \iladelphia, 2317-19 Chestnut 
Secrti. me Clover Lamp Co., Inc., 1214 S. 12th St St Phiiade Iphia 3, Pa “ 
“tatior ( nat idelphia, P Trebor, Inc., 45 West 25th St., New York, Acme Specialty Mfg. Co., Toledo 6, 
12. Ohio. Col 466 W. Superior St.. “Acme” 
r ( I! Thiele Co., F. W., 10 W. Tremont St., Hoegger Inc., 859 Communipaw Ave., Jersey 
t rt Columbia Electric & Mfg. West 1924 lena 3. Calif, City, } 
“ t ult t t Ide A Spokane 5, Was! U-C Lite Mfg. Co. 11 E. Hubbard St., Rex Electric Mfg. Corp., 190 Berry St 
t Fift 1920 W. Adams St., Chicago 7 cago 11, IN Brooklyn 11, N. Y. “Rex 
Var | Ii! Crest” Van Dyke Industries, 2559 West 21st St., 
W deer Pr Co., 825 S. Wabash Av Chicago 1, Ill 
ing \ N \ ( 1! Vandee Mfg. Corp., 17 West 31st St., New 
Weldon Mfc. Co.. 461 B - Electric Mfg. Co.. I Bridg York 1, N. ¥ 
‘ f ' 1 Broon St.. New PI So.. Long Island Citv 1. N. ¥ Verplex Co., Essex, Conn. ‘‘Verplex’’ 
wr? k N.Y. “W Bake-O-Lamy Electro Mfg. Cor ) W. Fulton St Wasserberg, Abels, 23 East 26th St.. New MIXERS (Beverage) 
Ca, Chicago 12, Ill York, N.Y. “Charleton” 
Ww. D Flite | my & Gift $14 Clinton Ave White Lamps, 160 Buffalo Ave., Paterson. Heinze Electric Co.. Lowell, Mase. “Heinz 
esting Electric, Corp... Lamp, Newark 8. N. J. Mile. Ca., of Tolle 
w c y ing Emer te af . 40 W urren St New Wilmar Co., 315 Wales Ave., New York,  & Coover. 75 Front St., Brooklyn 1, N y 
“Tourist Suns! ( “10 ill Knapp-Monarch Co., Bent & Potomac Sts 
Ast s. 20 West 27th St St. Louis 16, Mo 
New York 1.8. ¥. Os ster Mfg. Co., John, 1 Main St., Ra 
! ries Mfg. Co, 1036 E. Grand Ave. Racine Universal Motor Co., Racine, Wis 
I n Lamp Co., Inc., 729 Milwaukee Ave LIGHTERS (Cigarettes and Cigar) Somer Co., 99 East 4th St., New York 
> 7 € Ne 
LAMPS (Incandescent Bulbs) Gibraltar Mig. Communipaw Ave 
Products Corp., $32 Hancock Ave., Ww hippit Appliances, Inc. 120 Soylston St 
Girard Lamp Shade Co.. 13 Arch St Bridgeport 2 Conn “Casco” Jost 16. Mass. it” 
A t hlevent Ave Philadelpt 6. Pa agle Electric Mfg. Co., Inc., 23-10 »oston 16, ass. PP 
N York, N. ¥ *Aerol Globe Lightir Products, Ine., 7th Ave t Plaza , Long Island City 1, Y 
Char n | Work Broad St 12th St., Brooklyn 15, N. Y. “Eagle 
Lynn. M ( : Gorham Lamp Corp., 1542 Milwaukee Ave Miller Spe ialties Co., 1818 S. Kezdie Ave., 
Miniature Lamp Work ( 1 Chicago 23, (table lighter) 
Ogden Ave. Chicago 10, TM Greenly Lamp & Shade Co., Ine., 12 West MIXERS (Food) 
Duro-Test Cory Nort Rerger N T th St.. New York 1. N. ¥ 
, Duro Test” Greenspan & Co., Inc., 247 South Third St., 
Elram Lamp W 0 Adar St Philadelphia 6, Pa : Bersted Mfg. Co., Fostoria, Ohio. “Eskit 
H ker v. J Flrar “Gl Hamilton I tries, 1319 S. Michigan Ave ominion Electric Corp., 120 Elm St., Mans 
Everbest Corp, 41 E. 12t ( ‘ “Hamilton” LIGHTS (Christmas Tree Sets) field, Ohio. “Dominion” 
St , V ork yy ¥ Hirsch ( IB 12 West th St., New Dormever Corp.. 4316 N Kilpatr k Av 
net tr f Lamp Dept Nela York Jt, X.Y Standey Arts’” Chicago 31, Ill. “Dormeyer” 
Park, ( lar Or “G.E” Imperial Lamp & Shade Co., 642 N. Broad Associated Manufacturers Co., Inc.. 60 General Electric Co., 1285 Bostor 
Her M tur Lamp Work 1 3 St., Philadelphia 30, Pa Federal St., San Francisco 7, Calif Bridgeport 2, Conn. “General Ele ; 
| 4 | | 1 City 1. N. ¥ Industrial Studio, Inc., 67-35th Street, “Amico” Gilbert Co., A C.. Erector Square New 
< Brooklyn, N. ¥ Gem Electric Mfg. Co.. Inc., 453 Broome Haven 6, Conn. “Gilbert” 
Tr 6 Glens 1 Av Keystor mp Mfg. Corp., Slatington, Pa _St., New York, N. Y “Gem” Hamilton Beach Co., Div., Scovill Mt ( 
| Lak Se le ( 71 W. Lake St Noma Electric Corp., 55 West 13th St., New Racine, Wis. “Hamilton Beach 
Lit \ CO} York, N. Y. “Noma”, “Noma Bubble- Kitchen Aid Div., Hobart Mfg. ¢ 
Monit nt worp., 640 West 249 Yori Pollock C Leo, 542 West 27th St., New Knapp-Monarch Co., Pent & Poton ots 
St., River H New York 63 w York, N. Y. ; York 1, N. ¥ St. Louis 16, Mo. “K-M” 
N. 1 Lombard Lamps, I td., 10-20 45th Rd., Long Royal Electric Co., Inc., 95 Grand Ave., Landers, Frary & Clark, New Britair 
Nort American | tric Lamp Co., 1014 Island City, N. Y Pawtucket, R. I “Royal” “Universal” P 
Tyler St st. | f M Candy! Lu Compan Inc., 40-46 West 20th St., Sylvania Electric Products, Inc., 500 Fifth Merryway Co., Cott age St., Poughk s 
ber N rhon fila t) New York, N. Y Ave New York, N { N. Y. “‘Merryway”’ 
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WE SELL AUTOMATIC WASHERS 
FOR YOU 


Don't miss the article in our 
September issue, Are You 
Getting the Most out of your 
Automatic Washer? 
Its object is to sell one of your 
biggest and most important items 
in the postwar picture. 
The article is typical of the 
way we tie into the retail sales 
picture. 
No wonder Better Homes & Gardens 
is such a good spot for ALL 
electrical advertising. 
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CLASSIFIED DIRECTORY OF 


APPLIANCE MANUFACTURERS 


MIXERS (Food) 


MOWERS (Power Lawn) 


PERCOLATORS 


Aluminum Goods Mfg. Co., Manitowoc, Wis. 
lirro’ 
Duralux Co., Wooster, Ohio. “Duralux” 
Farber, Inc., S. W., 415 Bruckner Blvd., 
Bronx, N. Y. “Farberware” 

General Consumer Products, Inc., 4619 N. 
Western Ave., Chicago, Ill. “Magicflo” 
Haines Manufacturing Corp., 4754-56 N. 
Clark St., Chicago 50, Ill. (32 volt, also 

110 volt) 

Hartford Products Corp., 308 W. Ww ashing- 
ton St., Chicago 6, Ill. “Cafex’ 

Keystone Silver, Inc., 509 West 34th St., 
New York 1, N. Y. “‘Keystoneware” 

Lane lers, Frary & Clark, New Britain, Conn. 
“Universal” 

Lehman Bros. Silverware Corp., 366 Fifth 
Ave., New York, N “Kromaster” 

Manning, Bowman & Co., Meriden, Conn. 
“Manning Bowman”, “Long Last’, “Ply- 
mouth", “Courtier”’ 

Metal W are Corp., Two Rivers, Wis. “Em- 
pire’ 

Ross Products Mfg. Co., 2432 Grand Con- 
course, New York 57, N. ““Wax-Rite”’ 

Royal Family of Kitchenware, Inc., 2787 East 
14th St., Brooklyn 29, N. Y. “Kitchen 


Princess” 


Baker Manufacturing Co., Evansville, Wis. 
“Monitor” (deepwell) 

Beste ley Pum os 829 Bancroft Way, 

Berkeley 2, Calif. “Berkeley” 
n= Industries, Inc. : Cc limax , Engineering 
Clinton, Iowa. “Climax’ 
Dayton Pump & Mfg. Co., 500 ,N. Webster 
Dayton 1, Ohio. “Dayton 

Pump Co., & —y 431, Decatur 
70, Il. ‘‘Burks”’ 

Delco Appliance Div., General Motors Corp., 
391 Lyell Ave. : Rochester 6, N. Y. “Delco 
Water System” 

Deming Co., Salem, Ohio. “Deming” 

Dempster Mill Mfg. Co., Beatrice, Neb. 
“Dempster” 

Duro Co., Dayton 1, Ohio. “Duromatic”, 
“Fresh-Flow”, “Veritank”’ 

Everite Pump & Mfg. Co., Inc., 617-619 N, 
Prince St., Lancaster, Pa. “Everite” 

Pesan, Morse & Co., 600 S. Michigan 

Ave., Chicago 5, “EM” 

Flint & W alling Mfg. Co., 95. LN. Oak &t., 
Kendallville, Ind. “F. & W 

Gould Inc., Fall St., Falls, 

*‘Tet-O- Matic” 

Hat Cs. Milwaukee 1, Wis. “ Activ-Flo” 

Jacobsen Mfg. Co., Racine, Wis. “Jacobsen” 

acuzzi Bros., Inc., 5327 Jacuzzi Ave., 
Richmond, Calif. 

‘Private Utilities Co., Kewanee, II. 


Malleable Iron Range Co., Beaver Dam, Wis, 
“Monarch” (also combination electric-coal- 
wood model) 

Monitor Equipment Corp., 640 West 249th 
New York 63, 


Murray Corporation of America, Detroit 11, 


Norge Div. Borg-Warner Corp., 670 E 
Woodbridge, Detroit 26, Mich. “Norge” 
Pressed Steel Car Co., Inc., 666 N. Lake 
Shore Drive, Chicago 33, Til. Presteline” 
Roberts & Mander Corp., Hatboro, Pa 
“Quality” 

Robot Appliances, Inc., Industrial Bank 
Bldg., Detroit 26, Mich. “Robot” 

Round Oak Co., Dowagiac, Mich. (also comb, 
coal-electric) 

Rutenber Electric Co., Charles & Branson 
St., Marion, Ind. “Marion” 

Thermador Electrical Mfg. Co. » 5119 S. Dis. 
trict Blvd., Los Angeles 22, Calif. “Ther- 
mador” 

Westinghouse Electric Corp., Mansfield, Ohio. 
“Westinghouse” 


RANGES (Portable Wall Outlet) 


Westinghouse Electric Corp., Mansfield, Ohio 


Marshalltown, lowa 
“Westinghouse” 


Bellevue Mfg. Co., Bellevue, Ohio. ‘‘Bellec- 


“Kew 
McDonald “Mig. Co., A. Y., Dubuque, Towa. tric Rangette” 


“McDonald” Crown Stove Works, 4631 W. 12th PI., Chi- 
ng ‘los ;, Grandview, Monarch Engineering Co.. 500-600 Linden oa 50. Ill. “Crown” 
= 520 W. Taylor Ave., Dayton 3, Ohio. ‘‘Monarch” Landers, Frary & Clark, New Britain, Conn. 
Doyle” a) . & Bro. Co., F. E., Ashland, Ohio. “Universal” 
, “Myers” Malleable Iron Range Co., Beaver Dam, Wis 
Box 1142, Kansas City, POLISHERS (Floor) Red Co., O. Box 270, Daven- “Monarch” 
= 9 port, lowa. “‘Centri-Jet”’ ee Mfg. Co., 1336 W. Bancroft 
2 1 Ave., Roper Corp., George D., Blackhawk Park St., Toledo 6, Ohio. “Everhot Rangette” 
Mig. ( 3008 Magaz American Floor Surfacing Machine Co., 518 Ave., Rockford, Ill. “Roper 
agazine S. St Clair St.. Toledo 3, Ohio Sta-Rite Products, Inc., South 8th St., 
40 We t 249th Atlas Surface Ma hine Corp., 248 Delavan, Wis. 
East 34th St., New York 16, N. Y. Trupar, Inc., 420 Linden Ave., Dayton 3, RANGE UNITS 
n-Hudson, New York 63, _ Ohio. * “Trupar” 
National Metal Products, 4840 East 12th St., Co., “ic 39 Hayward St., 50 Water St., Batavia, Electromaster, Inc., Mount Clemens, Mich 
ansas City, “Spitfire” _, Yollaston Mass. ampbell” allenge’ 
meer E 5841-49 W Clarke Sanding M achine Co., Box 419, Uniflow Mfg. Co., Erie, Pa. “Keystone” Co., 1285 Boston Ave 
39, Til rp Muskegon 82, Mich. “Clarke” ayne Equipment Co., Inc., 801 Glas- Bridgeport 2 Conn, 
Roberton Div., King Pneumatic Tool Co., — hit’ Sprayit Co., Sheboygan, Wis. gow Ave., Fort Wayne, Ind. Hotpoint, Inc., 5600 W. Taylor St., Chicag 
717 sn d ve icago 
Eureka Div., Eureka Williams Corp., Bloom- Tuttle & 1823 N. Monitor Ave. 
Roebling's Sons Co., John A., Trenton, N. J ington, Ill “Eureka Complete Home Clean- Chicago 39, Ill. ““T-K” 
Rotary Mower Co., 540 Securities Bldg., Fl I 560 M: Wiegand Co., Edwin L., 7500 Thomas Blvd. 
ten, Falls, N. Y mai RADIATORS (Portable Steam) Pittsburgh 8, Pa. “Chromalox” 
Sensation Mower, inc., Ralston, Neb. “Sen St.. New 
sat ‘ Matic . : 
General Floorcraft Co., Inc., 333 J Burnham Corp., Electric Radiator Div., Irv- 
"6 Grand Btvd., the Aan ricas, "Ne w Yo 14, N ington, *Burnham” REELS (Cord) 


era Electric Steam Radiz ator Corp., No. 1 Electric 
Hild Floor Machine Co., 1313 W. Randolpt Ave., Paris, Ky. “Electresteem” 
St., Chicago 7, Ill. “Hild” mndelph Koral Electric Mfg. Co., 43-22 Van Dam St., 


Cordomatic Div., Vacuum Cleaner Corp. 
Johnson & Sons, Inc., S. C., 1525 Howe St.. Long Island City 1, N. 


America, 1724 W. Indiana Ave., Philadel 


Racine, Wis. ‘‘Tohnson” Morton Associates, Inc. » Henry J., 20532 W. phia 32, Pa. “‘Cordomatic Reels” ; 
OVENS (Portable) Ker t ( ; , Inc., 103 Canal St., Rome, N. Y Eight Mile Rd., Detroit 19, Mich. ‘‘Co-Z- Surgical Mechanical Research, 1905 Beverle 
Kent” Sepa Air” electric radiator Blvd., Los Angeles 4, Calif. 
A Flectric Heat ( Wa I en as y & Clark, New Britain, Conn 
St Boston 1 Ma niversa 
| Ponsell Floor Machine Co., 220 W. 19th S 
Naxor tilit why Ave achin th St., 
Ng) pew York N.Y. sell” REFRIGERATORS (Household) 
yracuse 5, peedmat 
Regina C rp., 54 W. Cherry St., Rahway, tory) Admiral Corp., 3800 Cortland St., Chicago 
PADS (Heating) oss srod Co., 2432 Grand Con Anchor Div., Stratton & Terstegge Co., P. © 
3 mn Course v 7, N. Y. “Wax-Rite” RANGES Box 1859, Louisville, Ky. 
Tennat 0., 530 N. Second St., Bevco Co., 1512 Pine St., St. Louis 3, Mo 
Battle Creek Equipment N. Wast Min “Zer-O-Pak” (Chest Type) 
mates Wattie Creek Mish falen Hed Toadroy fg. Co 0 Oxford Rd., Welling- A-B Stoves, Div. Detroit tion Stove Co., Compe Corp., Duluth 1, Minn. “Coolera- 
Warming) ‘Battle ( re ton Kans. “Toadroy’ Battle Creek, Mich. 
Products Cor 12 Hancock Ave Ur rer \pph Corp., Conners Ac al Corp., 3800 St., Chicago Cope Refrige ration Corp., Sidney, Ohi 
Bridge t 2, Conr Cas N Lit 
Cc t Applia Co.. Wir Conn pe. Div., Stratton & Terstegge Co., Inc., Crosley Div., Aveo Manufacturing Corp 
“Empress” : P. O. Box 1859, Louisville 1, Ky. Cincinnati, Ohio. “Crosley Shelv ador” 
Crise Mfg. Co., Box 1287. Columbus 1¢ “Anchor” Freez-Pak Corp., Royersford, Pa. ‘Freez 
Ohio. “Restemp” (bed-size) , Associated Products Inc., 20 So. Ontario, Pak” (2% cu. ft.) _— c 
ries, I 42 Summer Ave Toledo, Ohio. rae Division, Genera’ otors Corp.. 
J. “Electra-Se nm aad POPPERS (Corn) Bellevue Mfg. Co., Bellevue, Ohio. ‘‘Bellec- Taylor St., Dayton, Ohio. “Frigidaire 
Corp., 44 Summer Ave tric’ Frostair, Div. of General Tire and Rubber 
t , 7 2 Champion Stove Co., 9002 Madison Ave., Co., 332 S. Michigan Ave., Chicago 4, Il 
Co.. 1285 Boston Ave M. : a Electric Corp., 120 Elm St., Cleveland 2, Ohio. “Frostair Duplex” 
Conn. “General Electric” excel Mi, Id, Ohio. 4 Crosley Div., Aveo Manufacturing Corp., General Electric Co., 1285 Boston Ave. 
Bont & Patemec. Se excel Corp 0th & Walnut Sts., Mun Cincinnati 25, Ohio. Bridgeport 2, Conn. ‘General Electric’ 
K-M’ ies cie, Ind. “Excel : . Electromaster, Inc., Mount Clemens, Mich. Gibson Refrigerator Corp., Greenville, Mich 
Kn Monarch Co., Bent & Potomac Sts., **Electromaster”’ “*Freez’r Shelf’ 
“Universal t. 16, Mo. “K-M" Estate Heatrola Div., Noma Electric Corp., Hotpoint, Inc., 5600 W. Taylor St., Chicag 
Lobl Manufacturing Co., Middleboro, Mass fg. Corp., Decatur 70, Ill. “U-S 55 West 13th St., New York 11, N. Y. 44, Ill. “Hotpoint” 
Lobwell”, oronet”. “Warm-O-Hot’ “Estate” International Harvester Co., 180 N. Michiga 
Northern Electric ( 5224 N. Kedzie Ave. Florence Stove Co., Gardner, Mass. “Flor- Ave., Chicago 1, Ill. “International 
Chicago. Ill. ““Northe _ ence” vester” 
Roge Electr Ls sies 1214 Frigidaire Diy., General Motors ‘orp., Kalamazoo Stove & Furnace Co., Kalamazoo 
E. 40th’St., Cleveland 3, Ohio. “Roge PRESSERS (Trousers and Tie) 300 Taylor St., Dayton 1, Ohio. “Frigid. 6, Mich. . 3 - 
Samson United Corp., 17 University Ave aire 5 Kelvinator Div. of Nash-Kelvinator Corp 
Rochester 10, N. Y. “‘Samson” ; Coes Electric Co., 1285 Boston Ave., 14250 Plymouth Rd., Detroit 32, Mich 
Son-Chief Electrics, Inc Winsted nn Empire Appliance Co., 480 L . Bridgeport 2, Conn. “General Electric” “Nash-Kelvinator”, “Kelvinator” 
‘Spee LOM d, C New 0 Lexington Ave., Gibson Refrige rator Co., Greenville, Mich. Leonard Div., Nash-Kelvinator C orp., 
The Aire Equipment (¢ Inc., Berry Field, Pressmaster Co., 5184 Santa Monica Blvd., _ “Kookall electric range’’ Plymouth Rd., Detroit 32, Mich. onard 
Nashville 4, Tenn. ‘ Therm Nir Los Angeles 27, Calif. Gray & Dudley Co., Nashville 3, Tenn. Marshall-Wells Co. " Duluth, Minn. 
United Thermostable C. 16 We st 60th St 7 “Washington” Modere Refrigerator W. orks, 817 Milford St. 
New York 23. N. ¥ Mapes, Inc., 5600 W. Taylor St., Chicago Glendale, Calif. ad 
Varick Electric Mfg. Co., Inc., 10 Washing 44, “Hotpoint” Monitor Equipment Corp., 640 West 249th 
ton Place, New York 3. N. ¥. “Varick” K ate Stove & Furnace Co., Kalamazoo St., Riverdale-on- -Hudson, New York 6) 
Westinghouse Electric sfiel 6, Mic N.Y. 
Oh eis Cort PUMPS (Household Water) Kelvinator Div. Nash Kelvinator Corp., 


Norge Division Borg-Warner Corp., 670 E. 
14250 Plymouth Road, Detroit 32, Mich. Woodbridge St., Detroit 26, Mi -% wr 
“Kelvinator” Philco Tioga and C. Sts. , Philadelphia 

Advance Pump Co., Berkeley, Calif. Kord Manufacturing Co., 4510 White Plains 34, Pa. “Philco”’ 
Aeromotor Mfg. Co., 2500 Roosevelt Rd., Rd., Bronx, N. Y. Pressed Steel Car Co., Inc., 666 N. Lake 
Chicago 8, Ill. ‘“‘Aeromotor” Landers, Frary & Clark, New Britain, Conn Shore Drive, Chicago 33, Ill. “Prest« line” 
American Marsh Pumps, Inc., Battle Creek “Universal” Ranney Refrigerator Co., Greenville, Mich. 

Mich. “Turbo-Lift”, “‘Jeto-Lift’, “‘Centri- Leonard Div., Nash-Kelvinator Corp. 14250 (private brands) 


PENCILS (Pyrographic) 


Post Electric Co., Inc., Andover, N. J Lift” Plymouth Rd., Detroit 32, Mich. “Leonard” Robot Appliances, Inc., Industrial Bank 
“Pyrolectric”, “Stylolectric” Aurora Pump Co., 113 Loucks St., Aurora, Lindemann & Hoverson Co., A. J., 601 W. Bidg., Detroit 26, Mich. “Robot” 

Stafford, R. E., 2434 N. Meridian St., Indi Ill. “‘Apco”, “‘Apco Water Supply Sys Cleveland Ave., Milwaukee ¥, Wis. “L Westinghouse Electric Corp., Mansfield, Ohio 
anapolis 8, Ind tems” & H” “Westinghouse” 
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(Continued) 
Miracle Electr ( 6 S. State St., Chi 
Cag Il Mirack 
Monitor Equipment Corp., 640 West 249th 
; St., Riverdale-on-Hudson, New York 63, 
N. ¥ 
Racine Universal Motor Co., Racine, Wis. 
Reynolds Electric ¢ 629 W. Congress St., 
Chicag Ill Reco” (12 and 22 qt.) 
Ross Products Mfg. Co., 2432 Grand Con 
irse, New York 57, N. Y. “Mix-Rite’ 
Speedee Co., 99 East 4th St., New York, 
\ N. ¥ 
bg Sunbeam Cort 600 W Roosevelt Rd ° 
Chicago 50, Ill Sunbeam Mixmaster” 
Tutt ¢ 4107 Willys Parkway, Box 54, 
Toledo, Ohic Putt 
Westinghouse Electric Corp., 653 Page Blvd., 
Springfield 2, Mass. “Westinghouse” 
Zenith Industries, 129 Crosby St., New York 
12, N. Y. “Zenith Industries’ 
Cooper Mis ( 
e 
int 


line 
Mich. 


Bank 
Ohio. 


ING 


= 


NG 


the fast, economical way to bring to your production line the technical ceramic insulators precisely suited to your require- 


ments. AlSiMag components are custom made. Their accuracy and uniformity speed your assembly, lower your costs. 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5 TENNESSEE 


SALES OFFICES: CAMBRIDGE + NEWARK + PHILADELPHIA + CHICAGO + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 
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CLASSIFIED DIRECTORY OF 


APPLIANCE MANUFACTURERS 


REFRIGERATORS (Reach-In) 


Permutit Cx 


429 W. Superior St., 


‘ollman Mfg. Corp., 421 ae 12th St., 
Pa (Shaver Holst« 
Electr ronic Specialty Co., 3456 6 ilendale Blvd., 
i Angeles 26, Calif. (electronic inverter) 
. Inc., 45 Garden St., Stamford, Conn. 

ck Shaverest % all Holder” 

‘Deut tschmann Corp., Filterette Div., 
Canton, Mass. (Radio Interference Fil- 
one 


SIFTER (Flour) 


36 S. State St., Chicago 


iracle Electric C 


iracle 


SOFTENERS (Water) 


Dame Ave., 
Mfg. Co., 500 N. Webster 
1, Ohio. “Dayton” (semi-auto- 
, Div., Hydraulic Machinery, 


Ohio. **Mon-o-matic” 
& Co., 600 S. Michigan 


Alcott St., Kalamazoo 24, 

Heil Co Milwaukee Wis., “Aqua Flo” 
33 West 42nd New York 

tit” 

o, P. O. Box 270, 


rstate Engineering Corp., 
1 Highway, El Segundo, 


0 Lexington Ave., New 


Inc., South &th St., 


SPRAYERS (Paint and Insecticide) 


Toledo 1, 
o., Sheboygan, Wis. 


evilbiss (Ce 3 ) Ph llips Ave., 


Cc Hi. D., 589 E. Tllinois St., 
( g 11 he lway”’, Lektric 
y t-Awa Wizard 
Mfg. ¢ Ir 4 2th Ave New 
York 18, N. Y Ka team insect 
Manufact Co., 589 E. Illinois 
S+ C} 11 Thor pray” 
Stamp 131 Fa ld A 
Fort W ne ¢ Oo K 
! Mf ( 4 Wall St Los 
1 Calif Sharpe Paint Sprayer” 
t ¢ Gra Ra ‘ h 
er 


STERILIZERS (Baby Bottle) 


al Indi istries Inc., 42 Summer Ave., 
Newark k 4, N. J. “Electra-Ser “ 
Electr Steam Radiator C No. 1 Electric 
Ave Paris Ky em” 
inkscraft Co., Madison 3, Wis. “Hanks- 
craft” 
il Family of Kitchenwa I Fast 
4th St.. Brooklyn 29 \ | 1 Bal 
t-All Products Corp., ¢ Ohio 


t Ch 1119 Leo St 
Da 10 ( Airtemp 
St Div Stratton & Terstegge 
15th & Main St., Louisville, K 
1 dry, Ine Stoker Div., Au 
bi I “Auburt 
Automat Firine ¢ 6504 Blvd 
Range & Foundry Be Ge 
cinnat Oh 
ell ( 0 N. Findlay St., Dayton 1, 
oO} “BR 
itskill Metal We Ir Catskill, N. Y 
entral R r& Ste nel Corp., Findlay, Ohio. 
“Findlay 
1 Engineering Works, Mendota, II. 


it Industries, Inc., By-Pass 52, 
tte, Ind. “Consolidated” 
& Cooper, It Pittsfield Mass 


Crane Co., 4100 S. Kedzie, Chicago, Ill. 
“Muncie”, ‘ "Kingston, “Whiting” 

Delco Appliance Div., General Motors Corp., 
391 Lyell Ave., Rochester 6, N. Y. “Delco 


Heat’ 

Eddy Stoker Corp., 4717 W. North Ave., 
Chicago 39, Il ddy Cone Drive” 

Electro-King Mfg. Co., 122 N. Halsted St., 
Chicago 6, Ill. Electro King” 

Fairbanks-Morse & Co., 600 S. Michigan 
Ave., Chicago 5, Ill. “F-M” 

FireKing Stoker Co., 
Indianapolis 4, Ind. “Fire 

Ge hl Bros Mfg. Co., West Bend, Wis. 


108 E. Washington St., 


“Gehl 

General M: achine Co., Emmaus, Pa. 
Furnace-Man’ 

Green Colonial & Furnace Co., 322 S. W. 
Third St., Des Moines, Iowa. “Green 
Colonial” 

Hamilton 


“Electric 


Automatic Stoker Corp., Hamilton, 


Ohio. “Comfortaire” “Hamilton” 
Heatcraft Co., 402 >: aughan Bldg., 3rd & 
Main, Louisville Ky “Heateraft” 
Hershey Machine &, F oundry Co., Manheim, 


a ot ke 
Holcomb & hee ifacturing Co., Inc., 
1545 Van Buren St., Indianapolis 7, Ind. 


918 S. Michigan 


“Fir le 

Illinois Iron & Bolt Co 4 
Ave., Chicago 5, Ill. “Freeman” 

Iron Fireman Mfg. Co., 3170 West 106th 
St., Cleveland 11, Ohio. “Iron Fireman” 

Knox Stove Works, 2015 Ailor St., Knox- 

ville, Tenn 

Kol-Master Corp., Oregon 1, Ill. “Kol- 
Master” 

Link-Belt Co., Stoker Div., 2410 West 18th 
St., Chicago, Ill. “Link-Belt”’, “Challenger 
Stoker”, ““Link-Belt Unifeed Coal Burner” 

Loy il-Knight Stokers, Inc., Belleville, I. 

“Loyal Knight” 
M ete City Stamping Co., 700 Park Ave., 
I 


ria, Il 
Muncie, Ind. 


m.... cle Gear Works, Inc., 
& Strom Co., 1620 Racine St., 
acine, "Wis. “Racine” 
yrthern Steel & Stoker Corp., 
Rd., Peoria 4, Ill. “Stokerator”’ 
Peerless Mfg. Corp., Louisville 10, Ky. 
“Peerless Fire-Guard” 
Plymouth Industries, Inc., Plymouth, Ind. 
“Plymot 


Inc., 340 East 131st 
Ohio. (ash removal 
' Co. 570 L exington 
N. Y. “Rheem” 
2106 Pine St., St. 


Smith Corp., A. O., 3533 N. 27th St., Mil- 


wauke 1, W “SMITHway” 
Steel Products Engineering Co., P. O. Box 
71 Springfield, Ohio. ‘‘Combustioneer” 


Stoker King Mi g. Co., Box 148, Thompson- 
ville, Mich. “‘Stoker-Ki ing 
Stoke | Stol ker Co., In 1145 East 22nd St., 
dianapol Stokol”’ 


In Ind toko 

Sun-Fire Stoker Corp.. 802 E. Eighth St., 
New . Ind. “Sun-Fire” 
ropic-Aire Stoker Co., 2017 Tn di ana Way, 
N.E., Canton 5, Oh *“Topic-Aire 


50 North C St., 


turing Corp., 1747 Chester 
“Viking” 
r Sales Co., 11 S. La Salle St., 


Will-_Burt Co., Orrville, Ohio. “Will-Burt” 


SWEEPERS (Carpet) 


Electro-Sweep Corp. 64 E, Jackson Blvd., 
Chicago 4, IN klectro-Sweep 


SWITCHES (Coin Operated) see 
Meters 


TIMERS (Appliance) 


American Time Corp., 56 Main St., Spring- 
Mas 

General Elect: Co., 1285 Boston Ave., 
Bridgeport 2. ( 

Haydon Mfg. Co. Inc., Sub. General Time 
Instruments Cory Brightwood & Elm 
Sts ngton. Conn 

Holcomb & Hoke M Co., Inc., 1545 Van 


Buren St., Indianopolis 7, Ind. “Com 


International Register Ce 2620 W. Wash 


ington Bivd., Chicago 12, Ill. “Interna 


tional 
Tames Clock Mfg C 5307 East 
1, Calif “Remind-O-Cl 


King-Seelk Corp., 316 S. First "St., 
Arbor, Mich. “*K-S” 

Lux Clock Co., Waterbury, Conn. 

New Haven ¢ lock Co., New Haven 11, Conn. 
‘New Haver 

Northwesterr Clock Co., Brown Bildg.., 
Omaha 2, Neb. “Northwester:’ 


Paragon Electric Co., 1600 12th St.. Two 
Rivers, Wis (appliance timer; also 
tt tat wT) 

Pilotron ¢ f America, 3774 Surf Ave., 
Brook Pilotron’ 


Rhodes, Inc., M. H., 30 Bartholomew Ave 
Hartford 6, Conn. “Marktime” 

Swartzbaugh Mfg. Co., 1330 W.. Bancroft 
St., Toledo 6, Ohio. ‘‘Everhot” 

Telechron, Inc., Ashland, Mass. 
Minitmaster”’ 

Time-O-Matic Co., Danville, Ill. 

Tork Clock Co., Inc., No. 1 Time Switch 
Ave., Mt. Vernon, N. Be 

Walser Automatic Timer Co., Graybar Build. 
ing, New York 17, N. Y. “ Minute Minder” 


“Telechron 


TOASTERS 


Ani liance Industries of America, 1830 N, 
ine hester Ave., Chicago 22, Ill. “Steadi- 

Bersted Mfg. Co., Fostoria, Ohio. “‘Fostoria” 

Calkins Appliance Co., 1103-17 Sheffield St, 
Niles, Mich. “Breakfaster” 

Camfield Mfg. Co., Grand Haven, Mich. 

“Camfield” 

Capital Products Inc., Winsted, Conn. 
Chicago Electric Mfg. Co., 6333 W. 65th St, 
Chicago 38, Ill. “Handyhot” 

Connecticut Appliance Co., Winsted, 
“Coronet” 

Dominion Electric Corp., 120 Elm St., Mans- 
field, Ohio. “ Dominion” 

Eureka Tool & mgeteee Co . 17 West 54th 
St., New York 19, N. Y. “Eureka” 

General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric” 

Haines Mfg. Corp., 4754-56 N. Clark St, 
Chicago 40, Il. (32 volt) 

Hamilton Mfg. Co., Syracuse, N. Y. “‘Heat- 
Flo” 

Hilco Engineering Co., 429 W. Superior St., 
Chicago, 

Jackson Appliance Mfg. Co., Div. of Taller 
& Cooper, 75 Front St., Brooklyn 1, N. Y. 
“Lady Jackson” 

Knapp-Monarch Co., 

St. Louis 16, Mo. “*K-N 

Kord snufacturing Co., 4510 White Plains 
Rd., Bronx, N. 

Landers, Frary & Clark, New Britain, Conn. 
“Universal” 

Lasko Metal Products, Inc., West Chester, 
Pa. (Combinz ation Toaster, Warming Oven, 
& Hotplate) “Toastove” 

Lexington Machinery & Development Coa., 
Inc., 619 Lexington Ave., Clifton, N. J 
“Toast Queen” 

Manning, Bowman & Co., Meriden, Conn. 
“Manning Bowman”. ‘‘Toaster-with-tester” 

Merit-Made. Inc., 33-37 Franklin St., Buf. 
falo N. “E-Z Filip”, Tymatic”, 

“Me 10-Che 
Metal Ware Corp., Two Rivers, Wis. “Em- 


bent Potomac Sts., 


ire 

airacle Electric Co., 36 S. State St., Chi- 
cago 3, Ill. “Miracle” 

Monitor Equ 1ipment Corp., 640 West 249th 
St., Riverdale-on-Hudson, New York 63, 


National Acoustic Products, 120 N. Green 
t., Chicago 7, Ill. “Tip-Out” 

National Stamping & Electric Works, Sub- 
sidiary of Eureka Williams Corp., 3250 W 
Lake St., Chicago 24, Ill. ‘“‘White Cross” 

Nelson Machine & Mfg. Co., 7609 Grand 
Ave., Cleveland 4, Ohi« 

Proctor Electric Co., 3rd St. & Hunting _ 
Ave., Philadelphia 40, Pa. “Proctor C 
Guard” 

Radiron Corp., 213 S. Third St., Miamis 
burg, Ohio. “‘Rosebud” 

Sen Chief Electrics, Inc., Winsted, Conn 
“Son-Chief”, ‘‘Speed-O-Matic” 

Stern Brown, Inc., 42 24 Orchard St., Long 
Island City 1, N. Y. “Superstar”, “Super 
star Toastrite” 

Sunbeam Corp., 5600 W. Roosevelt Rd 
Chicago 50, Ill. “Sunbeam” 

Superior Electric Products Corp., Cape 
sirardeau, Mo. “SuperLectric” 

Thermo-Broiler Co., 23 Flatbush Ave., rook: 
lyn 17, N. Y. “Press-to-Magie Pop "Us 4 

Toast-O-Lator Co., Inc., 1023- “Ave 
Long Island City 1, N. Y. “Toast-O-Lator’ 

Toastmaster Products Div., McGraw Electric 
Co., Elgin, Ill. “Toastmaster” 

Toastswell Co., 622 Tower Grove Ave., >t 
Louis 10, Mo. “Toastswell” 

Tutt Co., 4107 Willys Parkway, Box 54 
Toledo, Ohio. 

U. S. Home Products, Inc., 145 58th >t. 
‘Brooklyn, N. Y. 

Union Products Mfg. Co., 35 Park Place 
New York 7, N. Y. as 

Westinghouse Electric Corp., Mansfield, ' 

“Westinghouse” 


TOASTERS (Sandwich) 


Appliance Industries of America, 6°¢ N 


abe Shore Drive, Chicago, Ill, ‘“Steadi 


‘ted Mfg. Co., Fostoria, Ohio. “Fos 


toria’ 
Capital Products, Inc., Winsted, Conn 
Connecticut Appliance Co., Winsted, 
“Coronet” 


Dominion Electric Corp., 120 Elm St., Mans 


field, Ohio 


Electro-Craft Corp., 1432 N. Orleans, Ch:cag° 


10, Ill 


Forestek Plating & Mfg., 9607 Quincy Ave 


Cleveland 6, Ohio. 
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field 
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CAMI 


Gr 
Amana Society, Refrigeration Div., Amana, 
lowa. “Amana” 
Frigidaire Div., General Motors Corp., 300 : 
laylor St., Dayton 1, Obio 
General Refrigerators Corp., 678 Broadway, ‘ 
New York 12, N. Y . 
‘ Jordon Refrigerator Co., 235 N. Broad St., 
Philadelphia 7, Pa : 
Koch Refrigerators, North Kansas City 16, ’ 
Me 
Mettern Appliance Co, 11 S. Fllsworth 
Ave, San Mateo, Calif. “Rogers” 
Orley Freezers, Inc., 689 FE. Fort St., De 
troit 26, Mick M 6 
Perfecold Internatio 1940 S. Main St., 
Los Angeles 7, i. 
Quillen Bros. Refrigerator Co., 1639 Lafay- 
ette Rd., Indianapolis 22, Ind 
Seeger Refrigerator Co., 850 Arcade St., - 
St. Paul 6, Minn. 
Simplex Mfg. Co., 1135 Third St., Oakland, CY F 
Calif 
Tyler Fixture Corp., Niles, Mich. (Tyler c 
Reach-In Boxes) Calkins Co | 
Victory Metal Mfg. Corp., 1300 S. Front St., 
Westinghouse Electric Corp., 653 Page Boule- ‘St. Dayto 
var Springfield 2, Mass pot ; & 1 + 
Duro Compar 
Inc., Daytor 
Fais M 4 
ROASTERS 
General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric" 
Hart-Toled Inc., 1932 North 13th St ? 3 
Toledo 2, Ohio. “Buffett Chef Roaster D t. | 2 
Server” Revelation Div. Int 
Hilco Engineering Co, E. Imperia 
Chicago, IL Calif. “Revelatior 
Miracle Electric Co., 36 S. State St., Chicago Rheem Mfg. Co., 57 , fi 
Ill. “*Miracle” York 22. N. 
National Enameling & Stamping Co., 270 Sta-Rite Products, Es an 
North 12th St., Milwaukee 1, Wis. “Nesco”’ Delavan. Wis 2 
‘ Naxon Utilities Corp., 3600 Toughy Ave., Trupar, Ir 420 Linden Ave., Dayton 3, ce. 
( igo 45, Ill. “Naxon Auto-chef”’ “Trupar” 
Prevore Electric Mfg. Corp., 122 18th St., Wayne Home Equipment C Tne., 891 Glas 
Brooklyn 1 N. ¥ vw Ave., Fort Wayne, Ind - 
Proctor Electric Co., 3rd St. & Hunting Park Pocahontas Fue ef 
Ave., Philadelphia 40, Pa. “Proctor”, St., Cleveland 
Proctor Roast-or-Grille”’ ituminous stoker 
Swartzbaugh Manufacturing Co., 1336 W. Rheem Manufactur 
Bancroft St., Tol 6, O} “Everhot” Ave., New York 
Welko, Inc., 219 W. ro Ave., Chicago Scott-Newcomh, 
| I! Heet-Wel” 
Westinghouse Electric Corp., Mansfield, Ohio 
Westinghouse’ D 
(paint 
Flect 
Domestic Sewing Machine ( 
: Ave. & Elm St., N. W. Cleveland 1, Ohio 
“Domest Sewmact 
Free Sewing Machine ( 1801-18th Ave & 
Rockford, Ill. “‘Free-Westing] New Lebanon, 
Home” Viking Manuf 
Lion Manufacturing Cory 10 Belmont Ave.. Cles 
( 18, I Monroe Whiting St 
t Riverdal n-H n, New York 63 
National Sewing Ma e ( Belvidere 1 
Ill. “National”, “Eldridge”, “Grand”. 
“Dav ‘Seamstre 
White Sewing Machine Co., 1231 Main Ave, es 
Cleveland 1, Oh White 
West Ith St N York, N. Y. “*W 
& 
Collman Mfg. Corp., 421 West 12th St 
Flectro-Shav_Div., H. D. Campbell Co Baby-A 
Rochelle, Ill. “Electro-Shav Wet Brus! 
Safety” 
Gravin Cort Rochester 4, N. Y. “Gravir 
Heat Shaver” 
Lektro Products, Inc., 82 New Haven Ave STOKERS (Coal) 
Milford, Conn. “Packard”, ‘‘Lektr 
5 Lektron Corp., 5 West 45th St., New York 
N. Y.. “Coronet’ 
Racine Universal Motor Co., Racine, Wi . 
“Racine” (wet type) 
Remington Rand, Inc., Electric Shaver Div — 
2-60 S. Main St.,’ Bridgeport 2, Com 
. Schick Incorporated, 45 Garden St., Stam 
ford, Conn. “Schick"’ 
Stahly, Inc., South Bend, Ind. “Stahly Live 
Blade Razor” (non-eclect spring power) 
Sunbeam Corp SF W Roosevelt Rd 
Chicago 50, Ill. “Sunbeam Shavemaster’ 
( 
SHAVER ACCESSORIES 
{ 
Laf 
Burgess Battery ( F re rt, Ill. (Portable Cooper 
Battery for Shaver Cooper Ant 
4. 
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We're telling your home-town folks 


Your best customers and prospects will soon be more conscious than ever of the Cam- 
field Automatic Toaster. More anxious than ever to own this post-war beauty —conspic- 


uously identified by the blue ribbon it wears. 


For, conservatively estimated, more than half the families in your town—especially 
those that live best and spend most—will read one or more of the magazines carrying 
Camfield’s exciting fall advertising. This campaign is concentrated in 12 weeks, be- 
tween September 10th and Christmas. 


37,950,000 copies of SATURDAY EVENING POST, LADIES’ HOME JOURNAL, GOOD 
HOUSEKEEPING and BETTER HOMES AND GARDENS will carry the Camfield adver- 
tisements in big full-color pages and in black and white. 


Just what does this mean to you? It all adds up to good business for Camfield dealers 
~on “The Toaster That Wears The Blue Ribbon.” 


CAMFIELD MANUFACTURING COMPANY, GRAND HAVEN, MICHIGAN 


“Equa-Therm”— the positive heat control 
Automatic pop-up— shut-off 

© Hinged crumb tray 

AC-DC operation 

© Silent performance 

Cushioned pop-up 

@ Accurate color regulator 

e “Finger-trip” optional release 

@ Long-lasting mirror-chrome finish 


CAMFIELD 


AuTtTOmatic TOASTER 


Conn 
Long 
super 
Rd 
Cape a 
Brook: 
Ave 
Lator’ 
lectric 
St 
th ot. 
Place 
|, 
t 
N 
‘Steadi- 
Fos 
‘ 
onn. 
Mans 
Chicage 
y Ave, 
Psd 


You Win 
with every spin! 


Yep, we've got to admit it, Mr. Dealer, that wheel is fixed—just the way you want it, 


too. You don't take a chance with COMFORTAIR—you win every time. 


Figure out for yourself how easily COMFORTAIR fits into your sales picture any month— 

every month. COMFORTAIR'S double-duty design makes it a winter heater and summer fan in 

one space-saving unit—sells in hot or cold weather. And when you sell COMFORTAIR, you're not 
selling a gadget—you're selling a precision-built, beautiful unit—streamlined for today’s 

modern living and comfort. A flick of the switch gives cooling breezes or a stream of warm 
circulating air! It's easy to operate and even easier to sell—all year round. Even as a fan alone, 
COMFORTAIR is worth far more than the retail price of the fan and heater combination—that'’s why 
COMFORTAIR has a host of satisfied customers in every part of the U.S.A. Order today—write for details. 
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TOAST 
(Sandi 


I 
Westing! 
“West 


TRAYS 


Fairfax 


Chicag 


Mich. 
Republic 

ton St 

Tray” 


TRIMM 


VAPOR 


DeVilbiss 


“Vapor 
Spartan | 
apolis 


VENTILA 


Gene ral | 
sridgep 
Electr 


Lau’ Blow 
Meier Fle 
E. Was 
“Filt-R- 
Metal Tex 


o® > 
Electric 
scraft’’ 
é Calif. 
Kaz Mfg 
ae York 1 
Knapp 
Louis 
Practical 
148th | 
T-Kal” 
Rogers FE 
© 
Health 
Sanit-All 
Air Cont 
Clevelat 
Airgard 
St., Ch 
Ventila 
American 
Sylvani 
“Marsa 
Bar Brook 
Comfort 
St., Da’ 
Dayt n FE 
t Av 
Johnson: F 
_St., Chi 
Kauffman 
St. 
Klee Co., 
Cincinn: 
Langtot, | 
Mf, 
Clevelan 
Phileo Co} 
34, Pa. 
Pleasantait 
5, D. C. 
ELECTR 


SiNG 


CLASSIFIED DIRECTORY OF 


APPLIANCE MANUFACTURERS 


TOASTERS 
(Sandwich) Cont. 


General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric” 
Knapp-Monarch Co., Bent & Potomac Sts., 

St. Louis 16, Mo. “K-M” 

Lan lers, Frary & Clark, New Britain, Conn. 
“Universal” 

Metal Ware Rivers, Wis. 
“Empire” 

Nelson Machine & Mfg. Co., 7609 Grand 
Ave., Cleveland 4, Ohio. 

Natic nal Stamping & Electric Works, Sub- 
sic me? of Eureka Williams Corp., 3250 
W Lake St., Chicago 24, III. “White 
Cross’ 

Son-Chief Electrics, Inc., Winsted, 
“Speed-Master’ 

Stern-Brown, Inc., 42-24 Orchard St., Long 
Island City 1, N. Y. “Superstar Thermo 


Mastergrill” 
Superior Electric Products Corp., Cape 
“SuperLectric” 


yirardeau, Mo. 

Toastswell Co., 622 Tower Grove Ave., St. 
Louis 10, Mo. “Toastswell’’ 

Westinghouse Electric Corp., Mansfield, Ohio. 
“Westinghouse” 


Corp., Two 


Conn. 


TRAYS (ice Cube) 


Fairfax Engrg. Co., Inc., Kansas City, Mo. 
“Lady Fairfax” 
Gits Molding Corp., 
Chicago 44, 

Hoosier C ardinal ‘Corp., 601 W. Eichel Ave., 
Evansville 7, Ind. 

Inland Mfg. Div., General Motors Corp., 
Dayton 1, Ohio. 

Philco Corp., Tioga & C Sts., Philadelphia 
34, Pa. “Philco Easy-Out” 

Plastray Corp., 823 Fisher Bldg., Detroit 2, 
Mich. “Jiffy Cube” 

Republic Molding Corp., 4641-45 W. Lexing- 
- St., Chicago 44, Ill. (plastic) “Roto- 
ray’ 


4600 W. Huron St., 


TRIMMERS (Hedge)—See Clippers 


VAPORIZERS 


DeVilbiss Co., 300 Phillips Ave., Toledo 1, 
Ohio. “DeVilbiss” 

Electric Steam Radiator Corp., No. 1 Electric 
Ave., Paris, Ky. ‘“‘Electresteem All Pur- 
pose Electric Servant”’ 

Hankscraft Co., Madison 3, Wis. ‘‘Hanks- 
scraft”’ 

Hydro-Mist Corp., 531-33 State St., Glendale, 
Calif. “Hydro-Mist” 

Kaz Mfg. Co., Inc., 540 12th Ave., New 
York 18, N. Y. “Kaz” 

Knapp Monarch Co., Bent & Potomac, St. 
Louis 16, Mo. “‘K-M” 


Practical Electric Products Inc., 330 East 
New York 51, N. “Prak- 
a 


Rogers Electric Labs., Inc.. 
St., Cleveland, Ohio. 
Health Vaporizers” 
= t-All Products Corp., Greenwich, Ohio. 

apor-All” 

Spartan Co., 1428 West 28th St., 

olis 8, Minn. “Spartan” 


1814 E. 40th 
“Rogers Electric 


Minne- 


VENTILATORS, WINDOW 


Air Controls, Inc., 2310 Superior Ave., 
Cleveland 14, Ohio. “Rex-Aire” 

Airgard Manufacturing Co., 362 W. Erie 
St., Chicago 10, Ill. “Airgard Window 
Ventilator & Filter” 

American Metal Products Co., Box 7037 
Sylvania St., Fort Worth 9%, Tex. 
“Marsalis” 

Bar-Brook Mfg. Co., Inc., 1553 Texas Ave., 
Shreveport, La. “Bar-Brook” 


Comfort P. roducts Corp., 2220 S. Lamesa 
St., Dallas 2, Tex. 
Dayton, Electric Mfg. Co., 748 W. Adams 


St., Chicago 6, Ill. “Dayton” 
General Electric Co., 1285 Boston Ave., 
sridgeport 2, Conn. 

Ilg Electric Ventilating Co., 2850 N. Craw- 
ford Ave., Chicago 41, Ill. “Ilgairator” 
Johnson Fan & 7. Corp., 1319 W. Lake 

, Chicago 7, 
Kaufi fman Air Corp., 4505 Olive 
St., St. Louis 8, Mo. ‘‘Kauffman” 
Klee "Co., George B., 3501 Colerain Ave., 
Cincinnati 23, Ohio 
Langt tot, Inc., 32 East 4th St., 
N. Y. “Windo-Aire” 
Lau Blower Co., Dayton 7, Ohio. “Niteair” 
Meier Electric & Machine Co., Inc., 3523 
Washington St., Indianapolis 7, Inc. 


“Filt-R-Fan 
Metal-Tex Com. Ave., Racine, 
Vis. “Splend-A 
Pacific Mfg. Corp. 5308 Blanche Ave., S. E., 
veland 4, hio. ‘Pacific’ 
» Corp., "Tioga & C Sts., Philadelphia 


New York 3, 


Pa. “Philco”’ 
Pleasantaire Corp., Tower Bldg., Washington 
5, “Pleasantaire” 


Reed U init- Fans, Inc., 1001 St. Charles Ave. be 
New Orleans 8, La. “Wind-O-Vent” 
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Seco Light Mfg. Co., 4916 Eastern Ave., 
St. Louis, Mo. “‘Seco” 

Smith Mfg. Co., Inc., F. A. 500 Davis St., 
Rochester 2, N. Y. “Fasco”’ 

Stewart Mfg. Co., 3209 E. Washington St., 
Indianapolis, Ind. “Kitchen-Aire” 

Tennessee Valley Associate 4 Marketers, Inc., 
117 Ninth Ave. N., Nashville, Tenn. 
“Tennessee Valley” 

Trade-Wind Motorfans, Inc., 5725 S. Main 
St., Los Angeles 37, Calif. ‘“Foto-Lator” 

United States Air Conditioning Corp., Min- 
neapolis 14, Minn. ‘‘usAIRco Room Ven- 
tilator”’ 

Warren Simpson Corp., Elec. Div., 110 
ee St., Mt. Vernon, N. Y. “Air- 
)-Lux” 


VIBRATORS (Massage) 


Allover Mfg. Co., 8th St. & Flett Ave., 
Racine, Wis “V-40 Vibrator,” (fits 
overhand) 

Battle Creek Equipment Co., 32 North Wash- 
ington, Battle Creek, Mich. “Battle Creek” 

Beautiator Corp., 8800 Woodland Ave., 
Cleveland 4, Ohio. ‘‘Beautiator”’ 

Gilbert Co., A. C., Erector Square, New 
Haven 6, Conn. ‘“‘Gilbert”’ 

Hamilton Beach Co., Div. Scovill Mfg. Co., 
Racine, Wis. “Hamilton Beach’’ 

Hollywood Beauty Products, Inc., 6411 
Hollywood Blvd., Hollywood 28, Calif. 
“Beauty-Vac”’ 

Lektron Corp., 525 West 45th St., New York, 
N. ‘Ccronet” 

Miracle Electric Co., 36 S. State St., Chi- 
cago 3, Ill. “Miracle”’ 

Monitor Equipment Corp., 640 West 249th 
St.,_ Riverdale-on-Hudson, New York 63, 


Oster Mfg. Co., John, 1 Main St., Racine, 
Wis. u-lax”’ 

Sutton Corp., A., Beacon Bldg., Wichita 
2, Kans. “Roll A-Way Heat & Massage 


Applicator” 

Triple-N-Corp., 15 East 40th St., New York 
16, N. Y. ‘“‘Rollaway Electric Massager” 

Vidrio Products Co., 134 West 54th St., 
Chicago, III. 

Wahl Clipper Corp., Sterling, Ill. “Wahl” 


WARMERS (Bed) 


Battle Creek Equipment Co., 32 N. Wash- 
ington, Battle Creek, Mich. “Battle 
Creek” 

Crise Mfg. Co., Box 1287, Columbus 16, Ohio 

Therm-Aire Equipment Co., Berry Field, 
Nashville 4, Tenn. 


WARMERS (Biscuit and Food) 


Appliance Industries of 
finchester Ave. 

“*Steadi-Glo” 

Associated Products, Inc., 20 S. Ontario St., 
Toledo, Ohio 

Brubaker-Ugrin, Beverly Hills, Calif. 
eez 

Toastswell Co., 622 Tower Grove Ave., St. 
Louis 10, Mo. ‘*Toastswell’’ 

U. S. Mfg. Co., Decatur 70, TI. 

Vidrio Products Co., 134 West 54th St., 
Chicago, Ill. 


America, 
Chicago 22, Ill. 


WARMERS (Bottle) 


Aluminum Goods Mfg. Co., Manitowoc, Wis. 
“Mirro’ 

Electric Steam Radi: ator Corp., No 

Ave., Paris, Ky. “Electresteent’ 

Electrical Industries, In , 42 Summer Ave.. 
J 


1 Electric 


Newark 4, N “Electra Serve” (bottle 
warmer-v r comb.) 
Hankse raft Co., Madison 3, Wis. “Hanks- 


craft’ 

Kaz Mfg. Co., Inc., 540 12th Ave., New 
York 18, NN. ¥. “Kaz” 

Manning, Bowman & Co.. Me riden, Conn. 
“Manning Bowman”, ‘“‘Lullaby” 

Metal Ware Corp., Two Rivers, Wis. 
“Empire” 


Practical Electric Products Inc., 330 Fast 
148th St., New York 51, N. Y. “Prak- 
T-Kal” 


Sanit-All Products Corp., Greenwich, Ohio. 
“*Baby-All’” 
Tepco Manufacturing Corp., 3727 San Fer- 


nando Rd., Glendale 4, Calif. “*Tepco” 


WASHERS (Clothes) Automatic 


Altorfer Bros. “ABC- 
O-MATIC” 

Apex Electrical Manufacturing Co., 1070 
E. 152nd St., Cleveland 10, Ohio m 
Barlow & Seelig Mfg. Co., Ripon, Wis. 

“Speed Queen” 
Bendix Home Appliances Inc., 3300 W. 


Co., Peoria 8, Ill. 


Sample St., South Bend 24, Ind. “Ben- 
dix Laundry” 

Blackstone Corp., Jamestown 6, N. Y. 
“Blackstone” 


Frigidaire Div., General Motors Corp., 300 
aylor St., Dayton 1, Ohio. “Frigidaire” 
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General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric” 

Jacobs Co., F. L., 1043 Spruce St., Detroit 
1, Mich. ‘Launderall” 

Nineteen Hundred Corp., St. Joseph, Mich. 
“Whirl-Matic”’ 

Thor Corp., 54th Ave. & Cermak Rd., Chi- 
cago 50, Ill. “Thor” 

W estinghouse Electric Corp., 


Mansfield, 
Ohio, *‘Laundromat”’ 


WASHERS (Clothes) 


Altorfer , Bros. Company, Peoria 8, II. 
ABC 

Div., 
Inc., P. O. Box 1859, Louisville 1, Ky 

Apex Electrical Manufacturing Co., 1070 
E. 152nd St., Cleveland 10, Ohio. “Apex” 

Appliance Mfg. Co., Gaskill Rd., Alliance, 
Ohio, “‘Dutchess” 

Automatic Washer Co., Newton, Iowa. 
“Automatic”, “Idle Hour” 

Barlow & Seelig Mfg. Co., Ripon, Wis. 
“Speed Queen” 

Barton Corp., West Bend, Wis. 
“La Salle” “Homestead” 
Laundress”, “Tru Test” 

Beam Mfg. Co., Webster City, Iowa. “‘Cor- 
onado”, “AMC”, “Wizard”, “Beam’”’ 

Birdsell Corp., South Bend, ind. ‘“Water- 


“Barton”, 
“Modern 


ex 

Birtman Electric Co., 
Chic ago 39, Ill. 
“Mola” 

Blackstone Corp., 
“Blackstone” 

Central Rubber & Steel Corp., 
Ohio. “Woman’s Friend” 

Chicago Dryer Co., 2210 N. , Pulaski Rd., 
Chicago 39, Ill. ‘“*Chicago’ 

Conlon Bros. Mfg. Co., rtf W. 
St., Chicago 24, Ill. “White Way” 

Conlon sng Conlon-Moore Corp., 1824 S. 
52nd Ave., Chicago 50, Ill. “Conlon” 

Div., Manufacturing Corp., 
Cincinnati 25, Ohio. 

Dexter Co., Fairfield, Iowa. ‘“‘Dexter” 
Easy Washing Machine Corp., Solar and 
Spencer Sts., Syracuse 1, “Ree 
Fairbanks-Morse & Co., 600 S. Michigan 
Ave., Chicago 5, Ill. “eM” 
General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric”’ 
Hart Inc., Wallace B., 104 Lexington Ave., 
New York 16, N. Y. “Air Way’, “‘Save- 

A-Day” 

Holland-Rieger Div., Apex Rotarex Corp., 
1070 E, 152nd St., Cleveland 10, Ohio. 
“Faultless”, “Washmaster” 

Horton Mfg. Co., 731 Osage St., Ft. 


4140 Fullerton Ave., 
“Bee-Vac”’, “Magnetic”, 


Jamestown 6, N. Y. 


Findlay, 


Fillmore 


Wayne 1, Ind. “Horton” 

Hotpoint, Inc., 5600 W. Taylor St., Chicago 
44, Ill. “Hotpoint” 

Kalamazoo Stove & Furnace Co., Kalamazoo 
6, Mic 


Landers, Frary & Clark, New Britain, Conn. 


“Universal” 
Marshall-Wells Co., Duluth, Minn. “Zenith” 
Maytag Co., Newton, Iowa. ‘Maytag 


Monitor Equipment Corp., 640 West 249th 


St., Riverdale-on-Hudson, New York 63, 
Morton Appliance . 666 Lake Shore 
Drive, Chicago 11, Til. “Morton” 
Nineteen Hundred Com, 304 N. State St., 
V 


St. Joseph, Mich hirlpool”’ 


Norge Div., Borg-Warner Corp, 670 FE. 
Ww oodbr idge, Detroit 26, Mich. “Ro-La- 
tor’: ‘‘Norgematic”’ 


One Minute Ww asher Co., 
“One 


Kellogg, Iowa. 


Robot ypliances, Inc., Industrial Bank 
Bidg., Detroit 26, Mich. “Robot” 
Savage Arms Corp., Utica, N. Y. “Sav- 


age’ (conventional); also Savage Washer 
and Dryer (wringerless) 
Thor Corp., 54th Ave. & Cermak Rd., Chi- 
cago 50, Ill. ‘*Thor” 
Voss. Bros. Mfg. Co., Davenport, Iowa. 
Tos: 
Winpower Mfg. Co., 
eady”’ 
Young Corp., Fall River, Mass. (round and 
square models) 
Zenith Machine Co., Duluth, Minn. 


Newton, Iowa. “Ever 


WASHERS (Clothes), Small 


Bernhardt Co., Inc., McDonough, Ga. 
“Wash-All Portable Family Washer” 

Ciseoe Electric Mfg. Co., 6333 West 65th 
Chicago 38, Ill. “Handyhot”, “Ster- 

Easy Washing Machine Corp., Solar & 
Spencer Sts., Syracuse 1, N. Y. “Easy 
Whirldry”’ 

Kitchen Queen, Inc., 30 W. Washington St., 


Little Giant, Inc., 548 Clair St., Hayward, 
Calif 


alif. “TrayQueen”, ‘‘Traymaid’ (laun- 
dry type) 
Menasco Mfg. Co., 805 San Fernando Blvd., 


Burbank, Calif. 
Monitor Equipment Corp., 640 West 249th 
ga Riverdale-on-Hudson, New York 63, 


Stratton & Terstegge Co.,- 


Naxon Utilities Corp., 3600 Toughy Ave., 
Chicago 45, Ill. “*Naxon Portable”’ 

Nineteen Hundred Corp., 304 N. State St., 
St. Joseph, Mich. ‘Whirlpool’ 

Poulson & Narden, Inc., 2665 Leonis Blvd., 
Los Angeles 11, Calif. “Royal Chief’ 
(semi automatic portable) 

Robot Appliances, Inc., Bank 

"2432 Grand Con- 


Bldg., Detroit 26, Mich. 

Ross Products Mfg. Co., 
course, New York 57, N. Y. “‘Wash-Rite” 

Co., John, McDonough, Ga. 
“Tdea 

Tepfer Appliance Co., Inc., 49 Central Ave., 
Cincinnati, Ohio 

Vidrio Products Co., 134 West 54th St., 
Chicago, Ill. ‘‘Master Grande” 


Industrial 


WASHERS, CLOTHES (Gasoline 
Engine Driven) 


, Bros. Peoria 8, 

Pe. Electrical Manufacturing Co., 1070 
E. 152nd St., Cleveland 10, Ohio. “Apex” 

Automatic Washer Co., Newton, Iowa. 
“Automatic”, “Idle Hour” 

Barlow & Seelig Mfg. Co., Ripon, Wis. 
“Speed Queen” 

Birtman Electric Co., 4140 Fullerton Ave., 
Chicago 39, Ill. “Bee-Vac’’, “Magnetic”, 


Company, 


“Mola” 
Blackstone Corp., Jamestown 6, N. Y¥. 
“Blackstone” 


Central Rubber & Steel Corp., Findlay, Ohio. 
“Woman’s Friend” 


Conlon Div., Conlon-Moore Corp., 1824 S. 
52nd Ave., Chicago 50, Ill. “Conlon” 
Dexter Co., Fairfield, Iowa. “Dexter” 


Easy Washing Machine Corp., Syracuse 1, 


N. 
General Electric Co., 1285 “Boston Ave. 
Bridgeport 2, Conn. “General Electric” 
Holland-Rieger Div., Apex-Rotarex Corp., 
1070 East 152nd St., Cleveland 10, Ohio 


“Faultless”, ‘“‘Washmaster’ 
Maytag Co., Newton, Iowa. 
Hundred Corp., 304 N. State St., 
Joseph, Mich. “Whirlpool” 


ae Div., Borg-Warner Corp., 670 E. 
Woodbridge St., Detroit 26, Mich. 

One Minute Washer Co., Kellogg, Towa. 
“One Minute” 

Thor Corp., 54th Ave. & Cermak Rd., Chi- 
cago 50, lil. “Thor” 


Voss. Bros. Mfg. Co., Davenport, Iowa. 
“Voss” 


WASHER, COMBINATION CLOTHES 
& DISH 


Thor Corp., 54th Ave. & Cermak Rd., Chi- 
cago 50, Ill. “Thor Automagic Washer- 
Dishwasher” 


WASHERS (Dish) 


General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Electric’ 
Hotpoint, Inc., 5600 W. Taylor St., Chicago 
44, Il “Hotpoint” 
Kaiser Fleetwings, Inc., 1924 Broadway, 
Oakland 12, Calif. “Kaiser” (water- 

driven) 
Kitchen Kraft Corp., Chicago 3, Ill. “Kitchen 
Kraft” 


1623 Wildwood 

“Dishamatic 

805 San Fernando Blvd., 
3urbank, Calif. “Handi-Mite” (non- 
electric, faucet attachment) 

Robot Appliances, Inc., Industrial Bank 
Bldg., Detroit 26, Mich. ‘“‘Robot 

Silent Servant Div., O'Halloran Industries, 
12305 Turner, Detroit 4, Mich. “Silent 


Servant” (Portable) 
Thor Corp., 54th Ave. & Cermak Rd., Chi- 
“Thor Automagic Washer- 


cago 50, 
Mansfield, 


Lake State Products, Inc., 
Ave., Jackson, Mich. 
Menasco Mfg. Co., 


Dishwasher” 
Westinghouse Electric 


Corp., 
Ohio. “Westinghouse” 


WRINGERS 


Chamberlain Corp., Waterloo, Iowa 
Lovell Mfg. Co., Erie, Pa 


WRINGER ROLLS 


American Wringer Co., Woonsocket, R. L 

Chamberlain Corp., Waterloo, Iowa 

Goodrich hs B. F., 500 Main St., Akron 
18, 

Lovell Mig. Co., Erie, Pa. 

Sonnet Co., 3572 Gratiot Ave., Detroit 7, 
Mich. 
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A new Musalarm 


It's bigger — better —than the tremendously 
popular earlier model. There’s bound to 
be a big consumer demand. Telechron will 
build it with dramatic advertising in lead- 
ing national magazines. And we're pushing 


production ahead so you can be supplied. 


The new Musalarm is a radio-and-clock 
. .. with handsome lines and sales-making 
features. The radio comes on automatically 
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Prices and specifications subject to change without notice. 


at a pre-set time to waken the owner to 
music ... bring him the right time and his 
favorite radio programs day and night. 


It's a 5-tube superheterodyne radio, 
with wide range and excellent selectivity, 
and such big-set features as a built-in loop 


aerial and the famous Alnico-5 speaker. 


And the clock is an accurate, long-life, 


self-starting Telechron electric alarm that 


SEPTEMBER 


NEW... MUSALARM... smarter looking, higher powered 


— it's a radio, it’s a clock, it's a musical alarm. Retails at 


$3985 


Tax Included 
Slightly higher in the Far West 


to wake up sales 


never has to be wound, oiled or regulated. 


Telechron Inc., Ashland, Massachusetts. 


REG U.S PAT OFF. 


ELECTRIC CLOCKS 


THE FIRST AND FAVORITE ELECTRIC CLOCK 
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Admiral 


ELECT. 


a ton St. 
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» 
Keith Re 


RADIO MANUFACTURERS 


With Company Names and Addresses 


TABLE MODELS (a-m only) Kinsey Radio Engineering Co. Inc., 5807 Oak Telesonic Corp. of America, 5 West 45th St., Air King Products Co. Inc., Div., Hytron 
St., Omaha 6, Nebr. : New York 19, N. Y. Sate & Btectvenies Corp., 1523-29 63rd 
LaMagna Mfg. Co. Inc., 51 Clinton Place, Tele-tone Radio Corp., 609 West 51st St., Brooklyn 19, 
Admiral Corp., 3800 Cortland St., Chicago East Rutherford, N. J New York 19, N. Y. “ Anke Inc., Melsose Ave. & Barry PL, 
47, Ill. Laurehk — Mfg. Co., 3929-31 Monroe Templetene Radio Mfg. Corp., New London, Stamford, Conn. 
Aermotive Equipment Corp., 1632 Central, Ave., Wayne, Mich. Cor Alamo Electronics Corp., 105 W. Romana 
_— cits 8 4 Mo - Lear Inc., 110 Tonia Ave., N. W., Grand Trav- ior Radio Corp., 571 W. Jackson Blvd., St., San Antonio 1, — 
Air-King a Baa Co. Inc., Div., Hytron Rapids 2, Mich Chicago 6, II. : Ansley Radio Corp. 41 St. Joes Ave., 
Radio & Electronics Gorp.. 1523-29 63rd Maguire Industries Inc., Flectronic Div., United States Television ne Corp., 3 West Trenton 9, } “ 
St., Brooklyn 19, N. Y. 936 N. Michigan Ave., Chicago 11, TI. 61st St., New York 23, Arvin Radios, Noblitt-Sparks Industries, 
American La Corp., 306 Maiestic Radio & Television Corp., Elgin, Universal Electronics Corp., 122 15th Street, Columbus, Ind. 
Broadway, New York 7, N. Y. TI San Francisco 3, Calif. Audar Inc., Walnut & Maple Sts., Argos, 
Andrea Radio Corp., 27-01 Bridge Plaza Marco Industries Co. 245-A S. Beverly V-Lectrical Engineering Co., 828 North od. 
North, Long Island City 1, N. Y. Drive, Beverly Hills Calif. Highland Ave., Los Angeles 38, Calif. Autocrat Radio Co., 3855 N. Hamilton Ave., 
Arvin Radios, Noblitt- Sparks Industries, Maritime R: adio Corp., 24 Whitehall St., Warwick Mfg. Corp.» 4640 W. Harrison St., Chicago 18, Ill. (table model with auto- 
Columbus, Ind. New York. Y Chicago 44, Ill. ” matic record changer) 
Autocrat Radio Co., 3855 N. Hamilton Ave., Mason Radio ad ucts Inc., 80 Prince St.. Watterson Radio Mfg. Corp. , 2700 Swiss Automatic Radio Mfg. Co. Ine. , 122 Brook- 
Chicago 18, Ill. Kingston. N. Y. Ave., Dallas 1, Texas line Ave., Boston 15, Ma 
Automatic Radio Mfg. Co. Inc., 122 Brook- aigees Radio Sales Corp., 59 East 42nd St., Wells-€ Sardner & Co., 2701 N . Kildare Ave., Balkin & Balkin Inc., 205 Ww. "Wacker Drive, 
line Ave., Boston 15, Mass New York 17, N. ¥ Chicago 39, Ill. Chicago 6, III. 
Balkin & Balkin, Inc., 205 W. Wacker Meck Industries, Inc., Tohn, Plymouth, Tnd. Western Sound & Electric Labs. Inc., 805 S. Belmont Radio Corp., 5921 W. Dickens Ave., 
Drive, Chicago 6, III. Meissner Mfc. Div.. Maguire Industries, Fifth St., Milwaukee 4, Wisc. Chicago 39, Ill. 
Belmont Radio Corp., 5921 W. Dickens Ave., Tne., 936 N. Michigan Ave., Chicago 11, WwW estinghouse Elec. Corp., Home Radio Div., Bendix Radio Div., Bendix Aviation Corp., 
Chicago 39, Ill. Tl 1354 Susquehanna Ave., Sunbury Pa. Baltimore 4, Md. 
Bendix Radio Div., Bendix Aviation Corp., Mi Radio Corp., 2126 Althen Ave.. Cleve- soa ag Corp., M-139, Benton Harbor, Mich. Bowers Battery & Spark Plug Co., Elkton, 
Baltimore 4, Md. land. Ohio. Zenith Radio Corp., 6001 W. Dickens Ave., Md. 
Bowers Battery & Spark Plug Co., Elkton, Midland Mfg. Co., 311 W. Water St., De- Chicago 39, Ill. Concord Radio Corp., 901 W. Jackson Blvd., 
Md. corah, Towa. Chicago 1, Ill 
Caltron Co., pecs S. Hobart Blvd., Los Midwest nee Corp., 999 Broadway, Cin- Coronet Radio & ee Fe 1083 Ber- 
Angeles 6, Calif. cinnati 2. Chio MO a gen St., Brooklyn 16. } 
Concord Radio Corp., 901 W. Jackson Minerva Corp. of America, 238 William CONSOLE DELS (a-m only) Crosley Div., Avco Mfg. orp.» 1329 Arling- 
Blvd., Chicago 1, III. St.. New York 7, N. Y asd i ton St., Cincinnati 25, 
Coronet Radio & Television Corp., 1083 Molded Insulation Co., 335 E. Price St., Air King Products Co. Inc. Div., Hytron Dalbar Mfg. Co., 1314 Weoeet Ave., Dallas 
Bergen St., Brooklyn, N. Y. Philadelphia 44, Pa sate & Electronics Corp., 1523-29 63rd 15, Texas. 
Crosley Div., Avco Mfg. Corp., 1329 Arling- Monitor Equipment Corp., Riverdale 63, Brooklyn 19, N. Y. me Delco Radio Div., General Motors Corp., 
ton St., Cincinnati 25, Ohio. n: ¥ Aanote atic Radio Mfg. Co. Inc., 122 Brook- Kokomo, Ind. 
Crystal Products Co., 1519 McGee St., Motorola Inc., 454 Augusta Blvd., Chicago line Ave., Boston 15, Mass . Detrola Radio Div., International Detrola ” 
Kansas City, Mo. 51, 11. Belmont Radio C orp., $921 W. Dickens Ave., Corp., 1501 Beard Ave., Detroit 9, Mich. 
Dalbar Mfg. te. 1314 Forest Ave., Dallas National Co. Inc., 61 Sherman St., Malden Chicago 39, Tl. DeWald Radio Mfg. Corps 35-15 37th Ave., 
15, Texas. 42. Mass. ‘ Dalbar_ Mfg. Co., 1314 Forest Ave., Dallas Long Island City 1, _¥, 
Delco Radio Div., General Motors Corp., National Union Radio Corp., $7 State St.. 15, Texas. : e Electromatic Mfg cap, "88 University Place, 
Kokomo, Ind. Newark 2, N. 7 Detrola Radio Div., International Detrola New York 3, N. Y. 
Detrola Radio Div., International Detrola Northeastern Engineering Inc.. Manchester, Corp., 1501 Beard Ave., Detroit 9, Mich. Electronic Corp. of America, 170 53rd St., 
Corp., 1501 Beard Ave., Detroit 9, Mich. New Hamp. DeWald Radio Mfg. Corp., 35-15 37th Ave., Brooklyn 32, N. Y. 
we ‘pl ald Radio Mfg. Corp., 35-15 37th Ave., Olympic Radio & Television Tne., 34-01 38th Long Island City 1, N. 2 Electronic Ente rprises, Inc., 1314 Forest 
ng Island City 1, N. Y. Ave., Long Island Citv. N. ¥ Electronic Enterprises, Inc., 1314 Forest Ave., Dallas 15, Texas. 
Eek tein Radio & Television Co., 918 La Pacific Electronics, 1911-13 First Ave., _ Ave., Dallas 15, Texas. Electronic Laboratories, Inc., 122 W. New 
Salle Ave., pitansepetis 2 2, Minn. Spokane. Wash Emerson Radio & te ne Gorn 111 York St., Indianapolis 4, Ind. 
Electré matic Mfg. Corp., 88 University Place, Packard-Bell Co.. 2443 Wilshire Tlvd., Los Eighth Ave., New York 11 Emerson Radio & Phonogr: aph Corp., 111 
New York 3, N. Y. Angeles 5. Calif Espey Mfg. Co. Inc., 528 E. and St., New Eighth Ave., New York 11, N. Y. 
Electronic Corp. of America, 170 53rd St., Phileo Corp., Tioga & C Sts., Philadelphia York 21, N. Y. Espey Mfg. Co. Inc., 528 East 72nd St., New 
Brooklyn 32, N. Y. 34, Pa Five Star Radio Co. 416-18 Broadway, Cam- York 21. N. Y. 
95 Electronic eberpeiecs, Inc., 1314 Forest Pilot Radio Corn., 27-06 26th St., Long bridge 38, Mass. i , F oe Radio & Electric Co. Inc., 525 Main 
| Ave., Dallas 15, Texas Island City 1, N. ¥ General Television & Radio Corp., Div. of Belleville, N. J. 
Electronic Laboratories Inc., 122 W. New Porto Products Tne., 412 N. Orleans St., Portable Products Corp., 2701-17 Lehmann mh. rth Television & Radio Corp., 3700 
ete m. ork St., Indianapolis 4, Ind. Chicago 19, TN Court, Chicago 14, Il. P E. Pontiac St., Ft. Wayne 1, Ind. 
. merson Radio & Phonograph Comp. 111 Precision Specialties Tnc.. 219 N. Western LaMagna Mfg. Co. ee 51 Clinton Place, Five Star Radio Co., 416- 18 Broadway, 
West th Ave., New York 11, Ave.. Los Angeles 4. Calif. Fast Rutherford, J. - Cambridge 38, Mass 
Empire Manufacturing Co. Sa Box 2166- RGH Mfc. Corp., 214 Fast 41st St.. New Lear, Inc., 110 aes Ave., N. W., Grand Garod Radio Corp., 70 Washington St., 
1304 W. Eighth Ave., Amarillo, Texas. York 17. N.Y Rapids 2, Mich. 7 Brooklyn 1, N. ¥ 
Emor R adic | Ltd., 400A East 118th St., New Radiaphone Corn. 1142 Wall St.. Los Midwest Radio Corp., 909 Broadway, Cin- Guasuel Electric Co. Electronics Dept., 
York 35, N. Y. Angeles 15. Calif. cinnati 2, Ohio. : Pas Electronics Park, Syracuse, N. Y. 
f Mfg. Co. Bg 528 East 72nd St., wes = Victor Division, Radio Corp. of Ameri- Minerva Corp, of Ame rica, 238 Williams St., General Television & Radio Corp., Div. of 
New York 21, Y. Camden, N. J. New York 7, N. Y Portable Products Corp., 2701-17 Lehmann 
Fada Radio & | A Co. Ine., 525 Main Radio Craftsmen Inc., 1341 S. Michigan Motorola Inc. 4545 Augusta Blvd., Chicago Court, Chicago 14, TI. 
St., Belleville, N. J. Ave., Chicago 5, IM. 51, Il Gilfillan Bros., Inc., 1815 Venice Blvd., Le 
Farnsworth Television & Radio Corp., 3700 Radio Develonment & Research Corn., 26 Ne onal Union Radio Corp., Inc., 57 State Angeles 6, Calif 
pe Pontiac St., Ft. Wayne 1, Ind. Cornelison Ave., Tersev Citv 4, N. T Newark 2, N. Globe Electronics Inc., 225 West 17th St., 
ral Teler shone & Radio Corp., 1001 S. Radio Electronic Products (Co 230% S§ Olympic pon ‘& Television Inc., 34-01 38th New York 11, 
Second St., P. O. Box 33, Harrison N. J. Snring St.. Los Angeles 2, Calif A Long Island City, N.Y. - Hallicrafters Co., ' The, 4401 W. Fifth Ave., 
Five Star Radio Co x 416-18 Broadway, Radio Wire Television Inc., 2 Ave. of the Phileo c orp., Tioga & C Sts., Philadelphia Chicago 24, 
Cambridge 38, Mass. Americas. New York 13, N 34, Pa. é - Harris Mfg. Co., 2422 W. Seventh St., Los 
jarod Radio Sor 70 Washington St., Rav Energv Radio & Tiles Corp. of Radio Electronic Products Co., 230% S. Angeles 5, Calif. 
Brooklyn 1, 32 West 22nd St.. New York St., 12, Hoffman Radio Corp., 3761 S. Hill St. 
Genera ectric Co. Electronics Dept., 1 2 adio ire Television "I , Los Angeles 7, Calif. 
Eu Syracuse, N. Y. ’ Regal Electronics Corn., 693 West 130th St., Americas, New York 13, Howard Radio Co., 1735 Belmont Ave., 
ral Television & Radio Corp., Div. of R 7 Searle Ac stries, Inc., NP. Box 111 Chicago 3. I. 
ral y emier Cc t 210 ryant St., San Orange, Calif. ; aMagna Ce., 51 Clinton Place, 
cientific Develonment Corn., 614 Jest 49¢ ronn. e: c. 9 N. W., Gran 
1815 Venice Blvd., Los St.. New York 19. N Warwick Mfg. 4640 W. Harrison St., Mich ‘hve, 
ngeles 6 Searle Aero Industries Inc.. P. Rox 111, Chicago 44, d . — Magnavox Co., F Wayne 4, Ind. 
Cab Flectronics _Inc., 225 West 17th St., Orange. Calif. Watterson Radio Mfg. Corp., 2700 Swiss Majestic aan “Television Corp., 
w York 11, N. Y. Sentinel Radio Corp., 2020 Ridge Ave., Ave.. Dallas 1, Texas. — Elgin, Tl. 
an rafters Co., "Th, 4401 W. Fifth Ave., Evanston, Tl. Wells-Gardner & Co., 2701 N. Kildare Ave., Mason Radio Products Inc., 80 Prince St., 
Chicago 24, Ill. Setchel Inc., 2232 University Ave.. Chic: 39, Kingston, 
Hoffm: dio Co 41 Ss : Ss t. Paul 4 inn Ww aa ig oun ectric Labs. Inc., 805 5. Mason Radio Sales Ce , 50 East 42 St., 
: ew Yor Zenith Radio Corp., Dickens sive., Meck Industries ohn, Plymouth, Ind 
a C 1735 Belmont Ave., Some a ) Tele . 325 N Chicege 39, Ill. Midwest Corp., Broadway, Cin 
. ovne Ate., Chicago 12 a cinnati 2, Ohio 
"ts ver Tool & Die Works Inc... 2824 Sparks-Withington Co., Jackson. Mich. Minerva Corp. of America, 238 Williams St., 
n mre Ave., S.E., Minneapolis 14, Stewart-Warner Corn., 1826 Diversey Pk- h ‘ew York 7, N. Y, 
way. Chicago 14, i onite ymer ivers 
Jew 1 R: adio Corp., 583 Ave. of the Americas, Stromberg we Be an Rochester 3. N. ¥ Oe a (a-m only, wit M bnitor Equipment Corp., Riverdale 63, 
ew ror hicago 5 
fore» 571 W. Jackson Blvd., Chicago 6, Telecotn Corp., 12 Fast 44th St.. New York Admiral Corp., 3800 Cortland St., Chicago N silenat Union Radio Corp., 57 State St. 
17, N. Y. (coin operated, steel cabinet) 47 WN Newark 2, N. J ’ 
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‘ 
with A nEQu ALL 
More thao arty age Clark pione ed the extern \FE-BELT™ heating element, ow widely 
copied: A year Clark athe re arkab “JON met prevent 
Now Clark again } the fiel a YEAR A TANK AND 
EATING ELEM NT— warrd equalled by the her heatet int 4. Clark owners 
have jearneds provg® xperienc® e cemarkably jong ouble-free service * gives- Now future 
Clark owners will have assurance they to receive equall daependa? e service 
Assuré 
LARK HEATERS must BE good 10 CARRY such GU ARANTEE 
jming 
Only throug> many years ¢ servic P ence, parts of the countrys very ¢ watet, applies 
nd by rigid nspectio® of eve part that goes into eater, possible to make such 4 \iberal outsid' 
yarant Actually, we believe ren years is a gervative figure for the \ife that can be 
ected ff a Clark heater 19 ormal use? a we have the facts o back our yief: APY 
Clarks still 19 daily afte everal crimes thts Jength of servic’ elements in old heaters 
how wear and no loss of effic ncy> jd tests have P effective™ s 
x, od 10 combat ng orros! ECL HEA M BETTER Preve! 
MATERIA FINE MANS TH JON. THAN metho 
CLARK TH GIV mucH A Rs SERVI 
curret 
K— FIR witH THE BEST 
yisio N Only 
and 


©1 
947 By McGraw 
Company 
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- 
MAKES WATER HEATING HISTORY q 
OF PERFORMANCE 
\ 
mcGRAW ELECTRIS COMPANY: cLARK WA 
5201 west 65th sTREET, 38, 


> 


*Registered trademarks of McGraw Electric Company, manufacturers of y 
Clark Electric Water Heaters, Buss Electric Fuses and Toastmaster products. 
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Famous CLARK ‘/ 
<x 
) 
e “ 4 =) 
BELT HEATING gLEMENTS | ARTA 
assure rrouble-free service and freedom from 2 
and scaling pard wate® pecause the heat is * \" 
applied a wide pand of low remperarure on the 
outside of the tank- =: 
R prevents rust and corrosio® in tank by * remarkable new 
method employins a magnesiu™ rod, with ao exclusive i 
metering devices which neutralizes destructive electrolytic 
currents: 
NEW GUARANTEE | 
N Only Clark offers ren guarantee covering poth 
and element (the most vital parts of the eater): ' 
Ls | 
, 
‘ 


CLASSIFIED DIRECTORY OF RADIO MANUFACTURERS 


| 
lio 


COMBINATION 
record-player, and home recorder) 


PORTABLE RADIOS Radio Electronic Products Co., 230% S. Electronic gta Inc., 1314 Forest 
Spring St., Los Angeles 12, Calif. Ave., Dallas 15 
Radio Wire Television, Inc., 100 Ave. of the Emerson Radio & , Corp., 11! 
land St.. Chicago Americas, New York 13, N. Y. Eighth Ave., New York 11, N. Y. 
Ray Energy Radio & Telev. Corp. of Es Mfg. 528 East 72nd St, 
Div. Hytron America, 32 West 22nd St.. New York York 2 7. 
1523-29 63rd 10, N. Y. (ac-de battery, also battery only) rae Radio & "electric Co., Inc., 525 Main 
Regal Electronics Corp., 603 West 130th St., Belleville, 
W. Romana New York 27, N. Y. Federal Telephone & Radio Corp., 1001 § 
- Remler Co. Ltd., 2101 Bryant St., San Second St., P. O. Box 33, Harrison, \. | 
1 Bridge Plaza Francisco 10, Calif. Garod Radio Corp., 70 Washington St, 
N_Y. Sentinel Radio Corp., 2020 Ridge Ave., Brooklyn 1, N. Y. 
St. Joes Ave., Evanston, II. General Television & Radio Corp., Div. of 
: Setchell Carlson Inc., 2233 University Ave., Portable Products Corp., 2701-17 Lehmans 
Sparks Industries. St. Paul 4, Minn. Court, Chicago 14, 

Counties. Yad ; Signal Electronics Inc., 114 East 16th St., Globe Electronics Inc., 225 West 17th St., 
Automatic | Radio Mfg. Co., Inc., 122 New York 3, N. Y. New York 11, N. Y. 

Brookline Ave., Boston 15, Mass Sonora Radio & Television Corp., 325 N. Howard Radio Co., 1735 Belmont Ave 
Aviola Radio Corp., Phoenix, Ariz Hoyne Ave., Chicago 12, Ill. Chicago 13, Ill. ; 

Belmont Radio Corp., 5921 W. Dickens Sparks- Ww ithington Co., Jackson, Mich. LaMagna Mfg. Co. Inc., 51 Clinton Place, 

Ave.. Chicago 39, Til Stewart-Warner Corp., 1826 Diversey East Rutherford, 

Bendix Rad Div., Bendix Aviation Corp., Pkway, Chicago 14, lil. Majestic Radio & Television Corp., Elgin, I!! 

Baltimore :4 Ma. Stromberg-Carlson Co., Rochester 3, N.Y. Meck Industries Inc., John, Plymouth Ind 
Concord Radio Corp., 901 W. Jackson Blvd., Tech-Master vreducts Co., 123 Prince St., Minerva Corp. of America, 238 Williams 

Chicago 1, II. ; New York 12, N. Y. : St., New York 7, N. Y. 

Crosley Div., Avco Mfg. Corp., 1329 Ar Tele-tone Radio Corp., 609 West 5ist St., Motorola Inc., 4545 W. Augusta Blvd, 
lington St., Cincinnati 25, Ohio New York 19, N. Y. _ Chicago 51, Til. . 
Deleo Radio Div., General Motors Corp., Televox, Inc., 451 S. Fifth Ave. Mt. National Union _ Corp., 57 State St. 

Kokomo, Ind. Vernon, N. Y. ; Newark 2, N. 

Detrola Radio Div., International Detrola Templetone Radio Mfg. Corp., New Lon- Noblitt. Sparks Reuniin Inc., Columbus, 
501 Beard Ave., Detroit 9, Mich. _.don, Conn. Ind. 
ne ad Radio Mfg. Corp., 35-15 37th Ave., Tray-Ler Radio Corp., 571 W. Jackson Olympic Radio & Television Inc., 34-01 38th 

Long Island City 1, N. Y. Blvd., Chicago 6, Ill. Ave., Long Island City, 

Eckstein Radio & Television Co., 918 La Warwick Mfg. Corp., 4640 W. Harrison Packard-Bell Co., 3443 Wilshire Blvd., Los 

Salle Ave., Minneapolis 2, Minn. St., Chicago 44, Ill. ‘ = Angeles 5, Calif. 7 
Electrical Reproduction Co., 1644 N. Ada Wells-Gardner & Co., 2701 N. Kildare — Corp., Tioga & C Sts., Philadelphia 

St., Chicago 22, Ill Ave., Chicago 39, Il Pa 
Electromatic. Mfg. Corp., 88 University Westinghouse _ Electric Corp., Home Radio Pilot Radio Corp., 37-06 36th St., Long 

Place, New York 3. N. ¥ _ Div., 1354 Susquehanna Ave., Sunbury, Pa. Island City 1, N. Y. ; 
Electronic Corp. of America, 170-53rd St., Zenith Radio Corp., 6001 W. Dickens Ave., RCA Victor Div., Radio Corp. of America, 

Brooklyn 32, N. Y Chicago 39, II. Camden, N. 
Electronic Enterprises Inc., 1314 Forest Ray Energy fadio & Telev. Corp 

Ave., Dallas 15, Texas. ae 32 West 22nd St., New York 

on\ Special 3456 Glendale aN. 
Electr aby 6 lendal al Electronics , 603 West 130th St., 
Ne ‘Phonograph. OCKET-PORTABLE Corp., 2020 Ridge Ave. 
Empire Manufacturing Co. Inc., Box 2166 vanston ? 

3104 W. Eighth Ave., Amarillo, Texas. Automatic Radio Mfg. Co., Inc.. 122 Sigel Electronics Sg 114 East 16th St, 
Fada Radio  & Electric Co , Inc., 525 Main Brookline Ave., Boston 13, Mass. (per- © ew York 3, N. - 

St.. B le ville, N. J. sonal portable “Tom Thumb’’) Sonora Radio & Television Corp., 325 N. 
Far "Tel evision & Radio Corp., 3700 Belmont Radio Corp., 5921 W. Dickens Hoyne Ave., Chicago 12, Ill. ; 

I ontiac St.. Ft. Wayne ." Ind. Ave., Chicago 39, Ill. Sparks-Withington Co., Jackson, Mich. 
Garod Radio Corp., 70 Washington St., Deleo Radio Div., General Motors Corp., Stewart Warner Corp., 1826 Diversey 

Brooklyn 1, N. Y. Kokomo, Ind. Pkway, Chicago 14, Ill. 7 ¥ 
General Electric Co., Electronics Dept., Emerson Radio & Feencagregh Corp., 111 Stromberg-Carlson Co., Rochester 3, N. Y. 

Electronics Park, Syracuse, N. Y. (self Eighth Ave., New York 11, p a = tone Radio core 609 West Sist St. 

charging type ac-de & battery, also personal Farnsworth Television & Bodie’ Corp., 3702 New York 19, N. 

model) E. Pontiac St., Fort Wayne 1, Ind. Temp letone Radio Nite: Corp., New London, 
Genera © s § io Corp., Div. of Garod Radio Corp., ‘ashing St. conn. 

ortal Products C 2701 1, N. hington Universal Electronics 122 15th St, 

ourt, Chicago 14, General Electric Co., Electronics Dept., San Francisco 3, Calif. 
ifllan Bros. fee. 1815 Venice Blvd., Los Electronics Park, Syracuse, N. Y. (per- V-Lectrical Engineering Co., 828 N. High 

Angeles 6, Calif. sonal type) Jand Ave., Los Angeles 38, Calif. oa 
Globe Electroni ic., 225 West 17th St., General Television & Radio Corp., Div. of Watterson Radio Mfg. Corp., 2700 Swiss 

New York Y. Portable Products Corp., 2701-17 Lehmann Ave , Dallas 1, Texas. 

Hallicrafte , 4401 W. Fifth Ave., Court, Chicago 14, IIL. Wells-Gardner & 'Co., 2701 N. Kildare Ave. 

Chicag 4 Globe Electronics Inc., 225 West 17th St. Chicago 39, Ill 
Hardware Merchandising Co., 189 W. Madi- New York 11, N. Y. Westinghouse Electric Corp., Home Radio 

. St.. Chica I! Jewel Radio Corp., 583 Avenue of the Amer- Div., 1354 Susquehana Ave., Sunbury, Pa 
Harris Mfc. ¢ 1422 W. Seventh St., Los ’ N. Zenith Radio cm 6001 W. Dickens Ave 

Angeles Calif Le 3927 31 Monroe Chic ago 39, 

Hoffman Radio Corp., 3761 S. Hill St., 

Los Angeles 7, Calif istries Co., 245-A S. Beverly 
Howard Radio Co., 17 Belmont Ave., Chi- ee Beverly Hills, Calif. 

cago 13. Ii! inerva Corp. of America, 238 Williams 
lewel Radio Corp., 583 Avenue of the Amer St, New York 27,N.Y CONSOLE MODELS (a-m and f-m) 

cas, New York 11, N. Y RCA Victor Div., Radio Corp. of America, 

Keith Radio Products, Subs rav-Le adio Camden, N. J. 
Corp 571 Jackson Radio Electronics Products Co., 230% S. Belmont Radio Corp., 5921 W. Dickens Ave 
Ill Spring St., Los Angeles 12, Calif. ago 39, Il. 
fo C = , ie egal Electronics Corp., 603 West 130 albar tg o., 1314 Forest Ave., D 
-ntine Radic ) 20? co dio a Me s 
Lear, Inc., Ionia Ave. N. W., Grand iil. ‘Ke komo, pe 

Rapids 2, Mich. Signal Electronics Inc 4 st 1 Electronic Enterprises, Inc., 1314 Forest 
Lewyt Corp., 60 Broadway, Brooklyn 11, New York 3, N Ave., Dallas 15, Texas. 

N. Y. Stewart-Warner Corp., 1826 Diversey Emerson Radio & Television Corp., 11! 
Majestic Radio & Television Corp., Elgin, Il! Pkway, Chicago 14, III. Eighth Ave., New York 
Marco Industries Co., 245 A Ss 3everly Televox, Inc., 451 S. Fifth Ave., Mt. Espey Mfg. Co., Inc., 528 E. 72nd St 

Drive, Beverly Hills, Calif Vernon, N. Y _ New York 21, N. Y. 
Mason Radio Sales Corp., 80 Prince St., Te tone Radio Mfg. Corp., New London, Delle 

Kingston, N. Y. Garod Radio “Corp 70 Washington St 
Mason Radio Sales , 50 East 42nd Warwick Mig 4640 W. Harrison St., N. 

St., New York 17, N. Y. Gilfillan Bros., Te 1815 Venice Blvd., Lo: 
Meck Industries, Inc., John, Plymouth, Ind Angeles 6, Calif. 

Mi Radio Corp., 2126 Althen Ave., Cleve- Hallicrafters Co The, 4401 W. Fifth Ave 
land, Ohio (small battery only) age 34, 

dio >. ot., 4 
TABLE MODELS (a-m and f-m) 
Minerva Corp. of America, 238 Williams Li “rane Rutetiond Inc., 51 Clinton Place, 

St.. New York 7, N. Y. A.R.F. Products, Inc., 7627 Lake St., River Lear, Inc., 110 Ionia Ave. N. W., Grand 
Monitor Equipment Corp., Riverdale 63, Forest, Ill Rapids 2, Mich. 

/ A Admiral Corp., 3800 Cortland St., Chicago Majestic Radio & Television Corp., Elgin 
Motorola Inc., 4545 W. Augusta Blvd., 47, Ill. : Meck Industries Inc., John, Plymouth, 

Chicago 51. Ill Air King Products Co. Inc., Div. Hytron Midwest Radio Corp., 909 ae © Cin- 
National Union Radio Corp., $7 State St., Radio & Electronics Corp., 1523-29 63rd cinnati 2, Ohio. 

Mewack 2. %. Tf. St., Brooklyn 19, N. ¥. Minerva Corp. of America, 238 Williams 

; Y _s Andrea Radio Corp., 27-01 Bridge Plaza N., St., New York 7, N. Y. 
Olympic Radio & Television Inc., 34-01 Long Island City 1, ‘N M E t Riverdale 
38th Ave., Long Island City, N. Y. ee R dios,  Noblitt-S ; Monitor Equipment Corp., Riverdale 
N Arvir adio oblitt parks Industries, 
Pacif Electronics, 1011-13 First Ave., Columbus, Ind. Motorola, Inc 4545 W Augusta B 
Sy kane. W ash ee Belmont Radio Corp., 5921 W. Dickens Ave., Chicago 51, Ill . 
Bell 3443 Wilshire Blvd., Los = 39, Ni tio ni nion Radio Corp., 57 State St. 
a pendix adio Div., endix viation rp., ewark 2, } 
Phil x orp., Tioga & C Sts., Philadelphia Baltimore 4, Md. Comp. a = fe adio, & Television Inc., 34-01 38th 
Dalbar Mf, Ave., Long Island City, N. 
Pilot Rad 0 Corp. 37-06 36th St., Long 18. Texan Co., 1314 Forest Ave., Dallas Phileo Ce orp., Tioga & C Sts., Philadelph 
Radiaphone Corp. 1142 Wall St., Los General Motors Corp., Premier Crysts al Labs, Inc., 63 Park Row, 

New ork 7 

RC amen, Radio Corp of America, Isand Comp. 3 35-15 37th Ave., RGH Core, 214 East 41st St., New 
amden, 0 for / 
Radio Development & Research Corp., 26 Electronic Corp. of aol 170 S3rd St., Radio Electronic Products Co., 230% S. 

Cornelison Ave., Jersey City 4, N. J. Brooklyn 32, N. Y. Spring St., Los Angeles, Calif. 
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Noblitt Spark Industries Inc., Columbus, 
Ind 
Northeastern Engineering Inc., Manches 
' ter, N. H 
Olympi Radio & Tel t Inc., 34-01 
Sth Ave., Long Island City, N. Y 
Pacific Electronics l 1-13 First Ave., 
Spokane, Wash 
Packard-Bell ¢ 443 Wilshire Blvd., Los 
Angeles 5, Calif 
Philco Corp., Tioga & C Sts., Philadelphia 
34, Pa 
Radiaphone Corp., 1142 Wall St., Los 
Angeles 1 Calif 
RCA Victor Div., Radio Corp. of America, 
Camden, N. J 
Rad Development & Research Cory; 26 
Cornelison Ave., Jersey City 4, N. J. 
Rad Electror Products Co 230% § 
Spring St., Los Angeles 12, Calif. 
Radio Wire Televisior Ir ) Ave of 
the Americas, New York 13, N. 
; Ray Energy Radio & Telev. Corp. of 
America, 32 West nd St., New York 
10, N. 
Regal Electronics Corp., 603 West 130th St., j 
New York 27, N. \ j 
Remler Co. Ltd., 2101 Bryant St., San 
Francisco 10, Calif 
i Searle Aero Industries, Inc., P. O. Box 
111, Orange, Calif 
Sentinel Radio Corp., 2020 Ridge Ave., 4 
Evanston, II! 
Sonora Radio & Television Corp., 325 N. “9 
Hoyne Ave., Chicago 12, Ill 
Stewart-Warner Corp., 1826 Diversey Pk gt 
way, Chicago 14, Il 
Stromberg-Carlson Co., Rochester 3, N. Y. * 
Symphonic Radio & Electronic Corp., 292- — 
298 Main St., Cambridge 42, Mass 
: Tech-Master Products Co., 123 Prince St., 
New N. ¥ 
Tele-tone Rac Corp 609 West Sist St., - 
New York 19, N. ¥ 
Televox, Inc., 451 S. Fifth Ave., Mt. Ver 
non, N. Y 
Templetone Radio Mfg. Corp., New London, , 
Conn 
Trav-Ler Radio Corp 571 W. Jackson cai 
Blvd., Chicago 6, Ill 
United States Television Mfg. Corp., 3 
West 61st St., New York 23, N. ¥ 
Universal Electronics Corp., 122-15th 
San Francisco 3, Calif 
V-Lectrical Engineering Co., 828 North 
Highland Ave., Los Angeles 38, Calif. 
Warwick Mfg. Corp., 4640 W. Harrison 
St., Chicago 44, Ill 
Watterson Radio Mfg. Corp., 2700 Swiss : 
Ave., Dallas 1, Texas f 
Wells-Gardner & Co., 2701 N. Kildare Ave., 
Chicago 39, Ill 
Western Sound & Electr Labs. Inc., 805 
S. Fifth St., Milwaukee 4, Wisc. 
Westinghouse Electr Corp., Home Radio 
Div., 1354 Susquehana Ave., Sunbury, Pa. 
Wilmak Cort M-139, Benton Harbor, Mich 
Zenith Radio Corp., 6001 W. Dickens Ave., 
Ct », Il 
Air King Products Co., Inc., Div. Hytron 
Radio & Elect Corp., 1523-29 63rd 
St Brooklyr 
A uae Inc., Walnut & Maple Sts., Argos, 
DeWald Radio Mfg. Corp., 35-15 37th Ave., 
Long Island City 1, N. Y 
Federal R ( D éC. G. Conn 
Lt S. Wabash Ave.. Chicago 5, Ill 
Garod Radio Corp 70 Washington St., 
Brooklyn 1, N. ¥ 
Hoffman Radio Corp., 3761 S. Hill St. 
Los Angeles 7, Calif 
Howard Radi Co., 1735 Belmont Ave., 
Chi iz 13 Il! 
’ Jewel Radio Cory 583 Avenue of the Amer- 
ica New York 11, N.Y 
Keith R Products, Sub. Trav-Ler Radio 
’ rp., 571 W. Jackson Blvd., Chicago 6, 
Maguire Industries Inc., Electronic Div., 
136 N. Michigan Ave., Chicago 11, Ill 
Majestic Radio & Television Corp., Elgin, Ill 
Meck Industries, John, Plymouth, Ind 
Meissner Mfg. Div Maguire Industries, 
Inc., 936 N. Michigan Ave., Chicago 11, 
Minerva Corp. of America, 238 Williams 
St.. New York 7, N. Y 
Packard-Bell Co.. 3443 Wilshire Blvd., Los 
Angeles Calif portable) 
Ra Electror Products ( 230% S 
Spring St., Los Angeles 12. Calif 
Remler ( Ltd 101 Bryant San 
Francisco 10, Calif 
Searl ANer Ir tries ? 11 
Televox, I: 451 S. Fifth Ave., Mt. Vernon, ‘ 
NN. 
Universal Electronics Corp., 122-15th St., 
San Frar 3. Calif = 
Wattersor Rad Mfg. Cor; 2700 Swiss = 
Ave Dallas 1 Texas 
Western Sound & Electric Labs. Inc., 805 a 
S. Fifth St., Milwaukee 4 Wis d 
Wilcox-Gay Corp., Charlotte, Mict 
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Our thanks to this satisfied user of our financing services. 
May we help you too? A Commercial Credit repre- 
sentative can show you many basic advantages in 


Commercial Credit financing. Have a talk with him. 
Why not? 


ph THAN 200 OFFICES IN PRINCIPAL CITIES OF THE UNITED ie © AND . CANADA 
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SELL ALL-AROUND-USE 


The Every-Purpose Iron—Tell your customer about Steam-O-Matic’s versa- 
tility. It either takes the place of or supplements her ordinary electric iron. 
Does all three types of ironing: STEAM PRESSES woolens, suits— 
everything usually sent to the tailor. STEAM IRONS clothes—easier, 
faster, better. DRY IRONS same as ordinary electric iron. 


SELL TIME, LABOR, FABRIC SAVING FEATURES 


SELL ECONOMY 


No More Pressing Bills—Say,“You can do pro 
fessional-like steam pressing—but without the expense!” The men folks 
can steam press their own suits, slacks, jackets and such at home—and 
pocket the difference. Steam-O-Matic pays for itself in pressing bills alone— 
and clothes look so much snappier! 


~ 


No More Pressing Cloth 


Explain that she steam presses on the right side 
like the tailor does. No wet rag, no water spots, 
no iron marks. No tedious peeking under damp 


No More Ironing Drudgery 
Stress the good news that no pressure is needed — 
she feels no tiresome iron “drag”. With Steam-O- 
Matic she can breeze over garments while sitting 


No More Sprinkling 


Point out how steam ironing does away with damp- 
ening, rolling. She can iron clothes just off the line, 
or piecemeal during the week. No more mildewed 


No More Scorching 


Assure her that steam protects against scorching, 
sticking,“ melted” rayons. Approved by Underwrites’ 
Laboratories, Steam-O-Matic literally rides on a fabri 


cloth to straighten wrinkles 


Concentrated Vents 


Call attention to steam vents in toe. 
They distribute steam evenly 
throughout fibres—don’t waste it 
around edges of iron. Also in" close” 
ironing with toe, she can direct steam 
where needed. Wonderful for giving 
home sewing that tailored look! 


down. Steam does the work! 


SELL CONSTRUCTION FEATURES 


Steams on Heel 


Hands are free to restore old felt and 
velour hats, suede shoes, jackets with 
concentrated flow of steam. By hold- 
ing iron yust above velvet, corduroy— 
all pile fabrics—steam takes out wrin 
kles; picks up nap like new; blocks 


knitted garments to perfection 


One Control Does It 


Turn dial. Explain that dial accurately 
balances 
No separate controls for heat wal 
steam, no guess-work. She just dials 
her fabric, gets right mixture. 


and 


or dried-out pieces. 


Light to Lift 
Have customer lift Steam-O-Matic, 
demonstrating how size fools you! 
All aluminum, weighs only 4% lbs. 
Big soleplate (34.69 sq. in.) and high 
wattage (1,000 AC) lighten and 
speed ironing. 


safe cushion of steam. 


No Trouble to Fill 


Show convenient cap location, how 
easily cap unscrews. Steam-O-Matic 
holds water for nearly * hr. of beau- 
tiful rroning. Without water, it dry 
irons—really two great irons for price 
of one! 


“Handles” So Easily 


Ask customer to grasp Steam-0- 
Matic* handle—molded to fit either 
hand. Point out edge, beveled 
slip under buttons. Show there's 
“overhang” to obscure ironing 


tire edge of soleplate always in view 


a by Over A MILLION Users! 
VY [A Emphasize that over a ten-year period more than a million women have proved the 


design and mechanical perfection of Steam-O-Matic—the original fully automatic 
steam iron. Made by Waverly Products, Inc., Sandusky, Ohio. A Waverly Product. 


Reg US Of 


USE THAN ALL OTHER STEAM IRONS COMBINED 


SEPTEMBER 15, 
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CLASSIFIED DIRECTORY OF RADIO MANUFACTURERS 


’ Radio Wire Television, Inc., 100 Av : 
_the Americas, New York 13, N. 7 . adie & Television, Inc., 244 Madison Ave 
Sentinel) Radio Corp., 2020 Ridge Ave R ew York 16, N. Y. (console) ” Radio Development & Res hc 
Evanston, II. ” emler Co. Ltd., 2101 Bryant St. S Cornelison Ave., Jersey oa Cit orp., 26 Stewart-Warner Cor 1826 Di 
Inc., 114 East 16th St Sern D Calif. S radios-botile radio Pkway, Chicago 14 Pin (3 tropic 
St., atific Development C 6 onora Radio & export multi-ba hin ects) 
n Sonora Radio & Television Corp., 325 N St., New York 19, N. ‘West Hoyne Ave. ma Zenith Radio Corp. 600! Wwe] i 
Hoyne Ave., Chicago 12, Ill. Scott’ Radio Labs., ‘Inc., 4541 N. Ravens aly) Chicago 39 ill.” (che 
Stewart- W arner Corp., 826 wood Ave., Chicago 40. avens- record player) airside with am-fm 
~~) Pkway, Chicago 14, ill. wee Sentinel Radio Corp., 3020 Ridge Ave 3 
Sero mberg-C arison Co, Rochester 3, N. Evanston, Ave., 
Templ etone Radio Mfg. Corp., New London, Ne 
N.Y. St., 4 
I ‘ited States Television Mfg. Co 2Ww Sonora Radio & Televisio cw T E L E V 
\ 6ist St., ork 23, N — mn Corp., 325 N. I Ss I O N R E C E I E R Ss 
Vatterson Radio Mfg a 2700 Swiss Sparks-Withington Co. Jackson, Mich 
Ave., Dallas 1, Texas. Stewart-Warner  Corp., 826 TELEV 
Kildare Av Games 1826 Diversey TABLE, (television Electronic Corp. of America, 170 S3rd S 
ly Chicago 39, Til. Stromberg-Carison Co., Rochester 3, N. Y ght ard sound only) 
Western Sound & Elect he ele-tone adio Corp., 605 ada Radio & ene 
Westinghouse El Templetone Radio Mfg. C Admiral Corp., 3800 Cortl: sos Farnswo I isi 
ectric Corp., Home Radio C adio Mfg. Corp., New London ortland St., Chicago i rth Television & Radio Corp., 3702 
D ive, ana Ave., Sunbury, Pa. U al El Belmont Radio Corp.. 5921 W. Di a Foptine Fort Wayne 1, 
pro 39, 6001 W. Dickens Ave., San F » 122 15th St., B ( hicago 39, I 5921 W. Dickens Ave., 70 Washington 5t., 
owers LBatte ry & Spark Plug C E General Ele 
Viewtone Television & Radio Co ali a ym Div., Aveo Mfg. Corp., 1329 pe LaMagna Mfg. Co. Inc., 51 Cli 
—and we St., Brooklyn, N. Y. rp, 81 Fl Cincinnati 25, Ohio. M East Rutherford, N. J. inton PI., 
arwic Mic, Core. 4 » N. ‘lectronic Corp. of America, 170 52rd S Marco Industries 245 
atterso ‘merson Radio & Pho Mec dustries Tohr 
record player) Corp., 2700 Swiss Eighth rp., 111 Minerva s John, Plymouth, Ind. 
Wells Gardner & Co., 3701 N. Kildare Ave Co. Inc., 525 Main M New York 7, N 38. Williams 
Admiral Corp., 3800 Cortland St., Chicago Western Sound, & Electric Tabs. Inc., 805 Pont Radio Corp., 3702 Radi 
hie P th St., Milwaukee 4, Wisc. ontiac St t. Wayne 1, Ind. adio Wire Television, Inc., 100 
& Div. Hytron Westinghouse Electric Corp., Home Radic adio Corp., 70 Washington St., the Americas, New York 13, 
Brooklyn 19, N. Y. orp., 1523-29 63rd wan 1354 Susquehanna Ave., Sunbury >. LaM:z rome ‘v — Remington __ Radio Corp., 80 Main St., White 
A niradio Inc., Melrose A ilmak Corp., M-139 Benton Harbor Mich. E R 
e Ave. & Barry Zenith R: adio Corp., 6001 W. Dickens — J, Senet Warner Corp., 1826 Diversey Pkway 
hicago 39, II) dustries 245-A S. Beverly nicago 14, 
Nocth, 27-01 Bridge Plaza Mex Beverly Hills, Calif. 851 Madison Ave., N 7 
A snd City 1, N. Y. om Industries Inc., John, Plymouth, Ind. Y. Ave., New York 
41 St. Joes Ave., St Corp. America, 238 Williams Vie Television & R: Corp., 81 Wil- 
} St., New York 7, N. loughby St., »0 
B Des. Bendix Aviation Corp. Inc., 4545 Ww. Augusta Blvd 
Me icago 51, Il. 
ros! 
1329 Ar- (a-m and f-m, with orp., Tioga & C Sts., Philadelphia 
Data Mf. hio. record player, and home recorder) Pilot Radio Corp., 37-06 36th St. I 
Delco Radio Div., General Motors C A.R.F. Products Inc., 7 RCA Victor. Div. "as adio C TELEVISION COMBINATION (with 
Ind. orp., ne., 7627 Lake St., River Camden, N. J.” a-m broadcast-band radio and 
ct 
Co., 1644 N. Ada Corp., 3800 Cortland St., Chicago 100 Avenue record player) 
go 22, ) d icas ew York 13, N. Y. 
Ave ee Bue 1314 Forest King Products Co. Inc., Div. Hytron N Corp., 80 Main St., White Fl 
Conn, & Electronics Corp., 1523-29 63rd Sentinel. Rad Corp. of rica, 170 53rd St. 
Fighth } Television Corp.. 111 _ St., Chicz Ine. » 114 East 16th St Se., Betleville, 
nodels, portal 11, N. ¥. (table Garod Radio Corp., 70 Washingt S a Farnsworth Television & Radio Corp., 3702 
Mie —) gton 5St., Corp., 325 N. Pontes St. Fort Wayne 1, Ind. 
Mig. Gi o ve hicago 12, IM. adio Corp., 70 Wast 
ne., 525 Main slobe ectronics I 225 West 17 > roducts Co. 123 P S oware adio Co., 1735 
Pontiac St.. Rati Corp., 3702 Hi allicrafters Co. The, 4401 W. Fifth Ave America, 5 West 45th St., Radio & Television Corp., Elgin, Ill. 
corching, Federal Te Ind Chicago 24, Ill. Televor. eck Industries Inc., John, Plymouth, Ind. 
St. Harrison, PO 1001 S. Corp., 3761 S. Hill St 451 S. Fifth Ave., Mt. Ver- Ri adio Corp. 80 Main St., White 
isher Radio Co., 41 Eas _ Box 33. os Angeles 7, Calif. 5 ke Wit 
Freed Mich. Sy oughy rooklyn, N. Y. lewtone felevision & Rz 
te Corp., 200 Hudson St.. New Minerva Corp. of America, 238 William Willoughby St., BAY 81 
70 Washington St., Packard. B sell 3443 Wilshire Bivd.. Los 
eneral Electr: ngeles 5, Calit. (portable) 
Fle Park. Dept., & Research Corp., 26 TELEVISION CONSOLE (sight and 
fllan B se, ornelison Ave., Jers Cit 4. N 
A n » 1815 Venice Blvd., Los U Electronics Corp St COMBINATION (with 
lobe Electronics Inc., 225 W in Francisco 3, Calif sas itn a-m radio, record-pla 
s Inc., 225 West 17 Ss West So — and 
w Youk i, WN. Y. th St., Inc., 805 Belmont Radio 5921 W. Dickens Ave home recorder) 
Chi The, 4401 W. Fifth Ave., Wilcox-Gay Corp., Chi sriotte, Mich, & Spark 
Hoff battery park Plug Co., Elkto 
fiman Radio Corp., 3761 S. Hill St., Los Electr Ce, 22016 
Seca Re. alif. é ectronic Corp. of America, 170 53rd St pring St., Los Angeles 12, Calif. 
Chicago Awe Fada Radio & Biect — Main St., White 
cage Ave., ada Radio Electric C *lains 
g Selleville, N. J. elicon 851 Madis re Jew 
t Rutherford, inton Place, OTHER TYPES HOME RECEIVERS Federal Telephone & Radio Corp., 1901 S York 2 
Wayne 4, Ind. (also Harrison, N. J. P. O. Box 33 
re Industries, Americz ations Corp., 306 Broad- Brooklyn orp., 70 Washington St. 
‘ ichigan A Fes way, New York 7, N. Y. ( lallicrafters ‘Co., 4 f 
Ma jestic Radio & Te le ne, Chi with clock unit) Chic 4. Tl The, 4401 W. Fifth Ave., 
arit 5 zin, fendix Radio lendix Aviz Mf C i 
a... x 4 Whitehall St., Benin Avistion Covp., 51 Clinton TELEVISION, CONSOLE (with am- 
Easily s Inc., John, Plymouth, Ind. ctronics Ltd., 252 Norman Industries “John, fm radio) 
ssner Ave., 1k co Co ymouth, 
Inc., 936 Div. Maguire Industries, Coronet Reali Corp., Tioga & C Sts., Philadelphia 
Steam-0- , 936 N. Michigan Ave., Chi adio & Television Corp., 1083 34, Pa i i 
Ill ; hicago 11, _Bergen St., Brooklyn 16, N. Y tie “id Premier C rystal Labs. I . Air King Products Co. Inc., Div. Hytron 
10 fit either Midwe st Radio Corp., 909 Broadway, Ci Laboratories, Inc., 122 W. New New York 7 N. Y. Corp., 1523-29 63rd 
ycinnati 2, Ohic York St., Indianapolis - RCA \V ‘ St., Brooklyn 19, N. Y. 
beveled Minerva of is 4, Ind. (radio & Radio Corp. of America, Andrea_ Radio Corp., 27-01 Bridge Plaza 
there's Yok 7. illiams Emerson Radio & Phonograph Corp., 111 Remington Radio Corp., 80 Main S B No., Long Island City 1, N. 
- Equipment Corp., Riverd - Fighth Ave., New York 11, N. Y. ( Plains, ain St., White Sowers Battery & Spark Plug Co., Elkton 
oning—< iverdale 63, f-m, compact, personal & portable Sentinel Radio C 2 
lotorola. Inc Emor Radio Ltd al & portable models) FE adio orp., 2020 Ridge Ave., DuMont Tur An 
Bys in view Ch W. Augusta Blvd New York 35 East 118th St., S i, Madison Ave. New Y B. sts 
Packard-Bell Co.. 3443 consoie) General Electric Co., El wall radio) Stromt — Co., Jackson, Mich Emerson Radio & Phono h Cor 
Angeles 5. Calif 43 Wilshire Blvd., Los tronics Park, cu Flec- Co., Roche ster 3, N. Y Eighth Ave., New York 1 
es 5, Calif, yracuse, N. Y. (clock-radi orp., 8&5 Madis 
orp., Tioga & C Sts., Philadelphia table — also farm table — Vv York 21. ¥, 3 
Pilot R: hi e Television & 81 Wil- Howard Radio 35 
RCA Victor Div. Radio Cor . (table f-m only Premier Crystal Labs. Inc., 63 Park Row 
nden, N. J. Pp. at America, Meck Industries Inc., John, Plymouth, Ind 
ag, US Pe Mig. 214 East 41st St., New Co. Inc., 61 Sherman St Malden RG Radio Corp, of Americn 
7,N. Y. ( 48, Mass. (table f 1 
Radio Deve h C Pilot Radio Corp., "37-06° TELEVISION, CONSOLE (with a-m Remington adio Corp., 80 Main St., Whit 
D Ave., Jersey City 4, Ny Island City 1, N. Y. (fm Pilotune broadcast-band radio) Plains, N. Y. 
adio Wire Television, J. RCA Victor Div., Radi Semting) Radio Corp., 2020 Ri 
the Americ Ne Inc., 100 Ave. of adio of America, idge Ave., 
as, New York 13, N. Y. , N. J. (a-m record player, short- Sparks-Withingt 
wave, am-fm record player, short-wave) Rattery & Spark Plug Co., Elkton, Telicon "Con 
York 21. 51 Madison Ave., New 
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CLASSIFIED DIRECTORY OF RADIO MANUFACTURERS 


TELEVISION COMBINATION (with 
a-m and f-m radio, and record 
player) 


2020 Ridge Ave., 


Sent D., 2 
Eva 

Signa Inc., 114 East 16th St., 
Ne 

Spark Co., Jackson, Mich 

Stromber Co., Roc 

re n Cor 8 Madis« , New York 

N. ¥ 
United States 


r Television Mfg. Corp., 3 
West 61st St., New York 23, N. Y. 


TELEVISION COMBINATION (with 
a-m and f-m radio, record player 
and home recorder) 


Air King Products Co. Inc., Div. Hytron 
] & Electronics Corp., 1523-29 63rd 
St.. Brooklyn 19 


80 Main St., 


Remington Radio Corp., White 
Plains 
851 Madison Ave., New York 


OTHER TYPES TELEVISION 


Andrea Rad Corp., 27-01 Bridge Plaza 
Long Island City 1, N. Y. (table 

th 
Concord Radio Corp., 901 W. Jackson Blvd., 
Chicago 1, Ill. (public address & sound 


system) 
sworth Television & Radio Corp., 3702 
Pontiac St., Fort Wayne 1, Ind. (table 


RECORD PLAYERS 
(Home, Without Radio) 


MECHANICAL TYPE (without elec- 
tronic amplifier) 


A r, Inc., W t & Maple Sts Ars 


vith a-m broadeast-band radio) 
Remington Radio Corp., 80 Main St. White 
Pl nsole with f-m radio) 
Bell S 1 Systems, Ir 1183 Essex Ave., 
e t R ( 1 W. Dickens, 
( y » W 
Boet Bros 1 Fast 144th St., New 
| 
Capit Re rds I: + t & Vine Sts., 
iol od 28. Calif 
Chicago Sound System ( 2124 S. Mich- 


rd Radio Corp., 901 W. Jackson Bivd., 


( ntinental Fl tronics Ltd N man 
Brooklyr N.Y 
( t Radio & Television Corp., 33 Ber- 
St.. Brooklyn 
D r Mfg. ¢ 14 Forest Ave., Dallas 
Tex 
Detrola Radio Div., International Detrola 
Cory 1501 Beard Ave Detroit 9, Mich 
byt x Corp., 40 Ist St., Long Island 
Cay 
Fast Electronics Corp., 41 Chestnut St., 
New Haven 11, Conn 
Elect \ tic i31 Bueter Ft 
Wayne, Ind 
Elect tic M ( p., 88 University Place, 
N Y ork w. ¥ 
} t I 14 } est 
\ Dallas 15, Texas 
k Rad & PI graph ( 111 
t New York 11. N. 
Electr ( In 5 Main 
aio { ) 4 18 I adwa 
Mass 


70 Washington St., 
> Co., Electro mics Dept., Flec- 
Syracuse, N. Y 
ics, Inc., 225 West 17th St., 


171 South Second St., 


W isc 

t »., 2422 W. Seventh St., Los 
Angele 

Tackson I 1 Inc., 1708 S. State St., 
g Ii! 

eith R ’roducts, Sub. Trav-Ler Radi 
Cort 71 W ~ kson Blvd., Chicago 6, 
iN! 

if Industries Inc., John, Plymouth, Ind. 

Mills Industries Inc., 4140 Fullerton Ave., 
go 39, Ill 

Mir Corp f America, 238 Williams 
St.. New York 7, N. Y¥ 

Motorola Ine $545 W. Augusta Blvd., 
Chicag 1, I 

Musitron Co., 223 W. Erie St., Chicago 10, 
tional Acoustic Products, 120 N. Green 
St., Chicago Il 

f Electronic 1011-13 First Ave., 
Spokane, Wast 


Pacific Sound Equipment Corp., 130 N. Beau- 
dry Ave., Los Angeles 12, Calif. 
Packard-Bell Co., 3443 Wilshire Blvd., Los 
Angeles 5, Calif. 
Phiiee Corp., Tioga & C Sts., Philadelphia 
Pa 
RC A Victor Div., Radio Corp. of America, 
Camden, 
RGH Corp., 214 East 41st St., New 
Radio Electronic Products Co., 230% S. 
Spring St., Los Angeles 12, Calif. 
Radio Wire Television, Inc., 100 Ave. of 
the Americas, New York 13, N. 7 
Ray-Dyne Mfg. ane 141 West 24th St., 
New York 11, ¥ 
Ray Energy R: ae & Telev. Corp. of Ameri- 
ca, 32 West 22nd St., New York 10, N. Y. 
Regal Electronics Coup» 603 West 130th St., 
New York 27, N. 
Remler Co. Ltd., 3io1 Bryant St., San 
Francisco 10, Calif. (marine) 
Rock Ola Mfg. Co., 867 N. Kedzie Ave., 
Chicago, Ill. (coin operated, commercial) 
Searle Aero Industries, Inc., P. O. Box 111, 
Orange, Calif. 
Mark, 
» 


Simpson Mfg. Co., Inc., 
St., Long Island ‘City 3, 
624 S. Michigan 
Ave., Chicago 5 
Sonora Radio & Television 325 N. 


32-28 49th 


Sonota Electronics Corp., 


Hoyne Ave., Chicago 12, 
Steelman R: adio Corp., 742 Tremont Ave., 
3ronx N. Y. 


Symphonic R: udio & Electronic Corp., 292-298 
Main St., Cambridge 42, Mass. 

Tech- Master Products Co., 123 Prince St., 
New York 12, N 

Telequip Radio Cs. 1901-07 S. Washtenaw 
Ave., Chicago 8, 

Televox, Inc., 451 S. Fifth Ave., Mt. Ver- 
non, N. Y. 

Templetone Radio Mfg. Corp., 
Conn 

Tone Products Corp. of America, 351 Fourth 
Ave., New York 10, N. Y. 

Trav-Ler Radio Co rp., W. Jackson Blvd., 

Ill 


Chicago 6 
Universal Electronics Corp., 122-15th St., 
New York 7, 


New London, 


San Francisco 3, Calif. 
Univox Co., 83 Murray St., 
NY 


Waters Conley Co., Rochester, Minn. 
Watterson Radio Mfg. Corp., 2700 Swiss 
Ave., Dallas 1, Texas. 
Webster-Chicago Corp., 
Ave.. Chicago 39, TIl. 
West rn Sound & Electric Labs 
Fifth St., Milwaukee 4, Wisc. 


5610 Bloomingdale 


Inc., 805 


WITH HOME-RECORDING 


Audar Inc., Walnut & Maple Sts., 
ne 

Audio Industries. Michigan City, Ind. 

Aut erat Radio Co., 3855 N. Hamilton Ave., 
hicago 18, TI 


Argos, 


Bell Sound Systems, Inc., 
Columbus 3, Ohio. 

Dynavox Corp., 40-05 21st St., Long Is} 
City 1, | 

Emerson “Radio & Phonograph Cory 
Eighth Ave., New York 11, N. if 

Fada Radio & Electric Co. Ine., 5 M 
St., Belleville, N. J. 

Garod Radio Corp., 70 
Brooklyn 1, N 

Meck Industries Inc.. John. Plymouth, Ir 

Molded Insulation Co., 335 Price St.. Pt 
delphia 44, Pa 

Musitron Co., 223 W. Erie St.. 


1183 Essex Ave 


Washington § 


Chicago 


Radio Products Co., 23014 
Spring Los Angeles, Calif. 

Radio Wire “Television Inc., 100 Ave. of th 
Americas, New York 13, N. Y. 

bi Master Products Co., 123 Prince & 

New York 12, 

Teleqi uip Radio Co.. 1901-7 S. Washter 
Ave., Chicago 8, Ill 

Televox, Inc., 451 S. Fifth Ave., Mt. Ver 
non, 

Universal Electronics Corp., 
San Francisco 3, Calif. 
Western Sound & Electric Labs. Inc., 805 § 
Fifth St., Milwaukee 4, Wisc 
Wilcox-Gay Corp., Charlotte, Mich. 


122-15th 


OTHER TYPES RECORD PLAYERS 


Audar Inc., Walnut & Maple Sts., Argos 

nd. 

Autocrat Radio Co., 3855 N. Hamilton Av 
Chicago 18, Ill. (portable & table type wit 
automatic record changer) 

Continental Electronics Ltd., 252 Norma 


Ave., Brooklyn 22, N. Y. (electr 
portable) 

Dynavox Corp., 44-05 21st St., Long Is! 
City 1, N. y (automatic-amplified ) 


General Electric Co., 
tronics Park, 


Electronics Dept., FI 
Syracuse, (portal 


a-c) 

Harris Mfg. Co., 2422 W. Seventh St., Le 
Angeles 4, Calif. (electronic with automat 
changers) 

Meck ge Inc., John, Plymouth, In 

Mc Idec Insulation Co., 335 E. Price S& 

tSadeinhie 44, Pa. (paper tape) 

ional Acoustic Products, 120 N. Gr 

Chicago 7 (wireless automat 
record player) 

Pacific Electronics, 1011-13 First A 
Spokane, Wash. (portable) 

Ray-Dyne Mfg 141 24th St 
New York 11, (hand wound acoust 


Robinson Recording Labs., 35 South 
Street, Philadelphia 7, Pa. (precision t 
speed turntables) 

onata Flectronics Corp., 624 S. Michie 
Ave., Chicago 5, Ill. (wired-wireless-a 


uucts Corp of America, 351 Fourt 
Ave., New York 19, N. Y. (children’s) 


HOME RECORDERS 
(Without Radio) 


Audar Inc., 
Ind 

Audio Industries, Michigan City, Ind. 

Bell Sound Systems, Inc., 1183 Essex Ave., 
Columbus 3, Ohio 

Burkaw Electric Co., 780 | 
York 54, N. Y. 

Corp, 40-05 21st St., 
City 1, N 

mn... Radio and Phonogr: Corp., 111 
Eighth Ave., New York 11. Y 

Manuf: acturing Co., 


Walnut & Maple Sts., Argos, 


134th St., New 


Long Island 


W. Seventh 
Los Angeles 5, Ca 
Radio Corp., 37 S. Hill St., Los 
ngeles 7, Calif. 

Meck Industries Inc., John, Plymouth, Ind 

Presto Recording Corp: 242 West 55th St., 
New York 19, N ° 

Radio Electronic Co., 230% S 
Spring St., Los Angeles 12, Calif 

Radio Wire Television Inc., 100 Avenue of 
the Americas, New York 13, , 3 

Simpson Mfg. Co. Inc., Mark, 32. 28- 49th St., 
Long Island City 3, N. 

Tele quip Radio Co., 1901-7 S. Washtenaw 
Av Chicago 8, Il. 

U Flectronics Corp., 122-15th St., 
San Francisco 3, Calif. 

Western & Electric Labs. 
S. Fifth. St., Milwaukee 4, Wisc. 

Wilcox-Gay Corp Charlotte, Mich. 


Inc., 805 


WIRE 


Brush Development Co., 3405 Perkins Ave., 


Cleveland 14, Ohio. 


SEPTEMBER 15, 


Dyna Corp., 40-05-21st St., Long 
City 1, N. ¥ 
General Electric 
tronics Park, Syracuse, N. 

& wire record 

Hallicrafters C "The, 4401 
Chicago 24, Il 

Jewel Radio Corp., 583 Avenue of th 
Americas, New York 11, N. Y 

Lear, Inc., 110 Ionia Ave., N 
Rapids 2, Mich 

Molded Insulation Co., 335 E. Price 5 
Philadelphia 44, Pa 

Peirce Wire Recorder Corp., 1328 Sherman 
Ave., Evanston, Il. 

Radio Wire Television, Inc., 190 Aver 
the Americas, New York 13, N. ¥ 

Stromberg-Carlson Co., Rochester 3, 

Universal Electronics Corp., 122-15th ™ 
San Francisco 3, Calif. 

Vocastrand Div. C. G. Conn, Ltd., Elk 
Ind 

Webster-Chicago Corp., 
Ave., Chicago 39, IIL. 
speaker) 


Electronics Dept., Ele 
Y. (table radio 


W. Fifth Ave 


$610 Bloominedal 
(with amplifier 


TAPE 


3rush Development Co., 3405 Perkins 
Avenue, Cleveland 14, Ohio (paper tap 
(magnetic) & paper dise recorder) 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. 

Magnograph Corp., 5800 ‘West Third St. 
Los Angeles 36, Calif. (Magnograp® 
multiple line “talker tape’’ recorder) | 

Radio Development & Research Corp., 26 
Cornelison Ave., Jersey City 4, N. J 

Universal Electronics C orp., 122-15th St. 
San Francisco 3, i 

Wilcox-Gay Corp., 


Calif. 
‘Charlotte, Mich. 
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Air King Products ( Inc., D Hytron p 
Rad & Electronics Corp., 1 3-29 63rd 
St., Brooklyn 19, N. ¥ 
Andrea Radio Corp., 27-01 Bridge Plaza 
N I g Island City 1, N. ¥ 
| Bendix Ra D Bendix Aviation Corp., 
Baltimore 4, Md 
Cros! Ay Mfg. Corp., 1329 Ar 
‘ lington St Cir nati 25, Ohio 
DuMont Laboratories, Inc., Allen 
: Ma n Ave New York 22, N. ¥ 
Electron Cory f America, 170 rd St 
Brooklyr ¥ 
Emerson Radio & Phonograph Corp., 111 
Eighth Ave New York 11, N. ¥ —_ 
Fada R Electric ( Inc., 525 Main 
\ St., Belleville, N. J 
Farnsworth Television & Radio Corp., 3702 
E. Pontiac St., Ft. Wayne 1, Ind 21, N. Y. 
Federal Telephone & Rad Corp., 1001 S 
Second St., Harrison, N. T. P. O. Box 33 
Garod Rac Cort atior 70 Washington 
St., Brooklyr N. ¥ 
General Flectric C Electronics Dept., Elec 
Howar R o ( 17 Relmont Ave 
Chicago 13, TI 
] Majestic Radio & Television C rp., Elgin, Il | 
Pilot Ra Cory 7 -0¢ 6th St., Long 
Island City 1, N. Y. 
RCA Victor D Radio Corp. of America 
Radio & Television It 44 Madison Ave., Pa. 
i Rad Wire Tel n. Ime 100 Avenue 
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Steven 
Noven 
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Compressor Corp. of America, S ] pt 
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St., Belleville, N. ] ( 
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Garrard Sales Cort 315 Br New 
York 7, N. ¥ 
Harris Mig. ¢ 122 West Seventh St 
I Angel ( f 
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Scheduled Meetings 


UPPER MIDWEST MARKET WEEK 
Municipal Auditorium, Minneapolis, 


Minn. 

September 23-26 

Continental Convention and Show 
Management, Inc., Syndicate Bldg., 
Minneapolis 


INSTITUTE OF RADIO 
ENGINEERS 
West Coast Convention, Palace Ho- 
tel, San Francisco 
September 24-26 


RADIO PARTS SHOW 
De Soto Hotel, St. Louis, Mo. 
October 1-3 
Electronic Distributors’ Assn., 2700 Lo- 
cust St., St. Louis 


NATL. FARM ELECTRIFICATION 
CONFERENCE 

Claypool Hotel, Indianapolis, Ind. 

October 7-8 


INTL. ASSN. OF ELECTRICAL 
LEAGUES 


12th Annual Conference 
Statler Hotel, St. Louis, Mo. 
October 8-11 


WESTCHESTER BETTER HOMES 
EXPOSITION 
October 14-19 
White Plains C. of C., 201 Main St., 
White Plains, N. Y. 
ELECTRICAL PROGRESS EXHIBIT 
Hotel, Philadelphia, 


a. 

October 22-24 

Mfrs. Division, Electrical Assn. of 
Philadelphia 


2ND INTL. LIGHTING 
EXPOSITION & CONFERENCE 
Natl. Electrical Mfrs. Assn. 
Stevens Hotel, Chicago, Ill. 
November 3-7 


LR.E. FALL MEETING 
Sheraton Hotel, Rochester, N. Y. 
November 17-19 

ELECTRICAL & HOME 

APPLIANCE SHOW 
Federal Bldg., San Diego, Calif. 
December 2-7 
Bureau of Radio and Electrical Appli- 
ances of San Diego County 


Selling is made easy with | 


PERFECTION HEATERS 


National advertising 
that reaches right into 
my selling area makes 
Perfection oil Heaters 
easy for me to sell... 


We are ready to buy a 
Perfection-made 
because we have reac 
and heard so much 
about their many 
features.-- 


U. S. Television Sales 
Increase 20% in Month 


A near 20 percent increase in the 
sales volume of telesets manufac- 
tured by the United States Television 
Mig. Corp. was announced recently 
by John Hoge, vice-president and 
treasurer. Sales during the month of 
June were $253,258.29 as against 
$213,174.80 for May. Sales for the 
irst six months of the year totalled 
$1,086,315.78. The company makes a 
473-square inch screen set primarily 
adapted to use in public places and also 
manufactures a home set with a 10- 
inch direct view. 


Launderall Extends Price 
Guarantee to October 25 


_ The appliance division of the F. L. 
Jacobs Co, announced recently that a 
guarantee to distributors and dealers 
against a reduction in the price of its 
Launderall automatic washer had been 
extended to October 25, 1947. 

Edward A. Ash, director of the di- 
vision, explained that in the event of a 
ric reduction prior to October 25, 
he company will “reimburse distribu- 
‘ors and dealers on all units held by 
tiem in their stock on the effective 
date of the price reduction. . . .” 

) price re 


Perfection made “Ivanhoe” 2205 oil- 
burning Heater with heat directing 
side louvres; other sizes available. 


Perfection advertising is carefully planned so that its 72 million 
sales messages on oil burning heaters are distributed where they 
will help dealers sell heaters. \t reaches the potential buyers in 
every dealer's territory. It reaches them in eagerly-read pages that 


carry prestige. 


As customers return to critical buying attitudes you can be more 


than ever thankful for this sales-sustaining backing of Perfection 


The world’s most 


advertising PLUS the colorful, informative bulletins, folders, dis- popular chill chaser 

is also the cheeriest, 
plays and other dealer-helps PLUS the consumer-accepted quality pogo ns 

7 . type, lights up a 

hol to em- 

of Perfection-made oil-burning heaters. IT ALL ADDS UP to the prscw Singuilotbs 


phasize its generous 
warmth. Other mod- 
els to meet every 


selling, with continued profit. This is Model 750. 


right answer in the coming “buyers” market’. It adds up to easier 


Perfection Stove Company 


7927-A Platt Avenue Cleveland 4, Ohio 


The Mart: of Quality 


ELECTRICAL MERCHANDISING—SEPTEMBER 15, 1947 PAGE 29 


| ° ° 
— 
or 
th. In | 
‘go | a 
> 
2 
>”, 
shtenaw 
| 4 oN (Fs 
| | a | 
| oy 4,4) 
| 
4th St | 
acoust 
ith % 
ion t 
lichig | 
less-a 
F 
1's) 
Wij 
Wy 
MY 
| 
| i 
t., Ele 
th Ave: 
of th 
Grande | 
ice St 
shermat 
ningdal 
lifter & | 
Pe rkins | 
yer tape 
of the 
ind St 
nograph 
r) 
orp., 26 
sth St. 


| 


“uu 


DISTINGUISHED GROUP watches Lou Fryer of Graybar, Fresno, Calif., as he practices with 
the Hotpoint flatplate ironer. Left to right, William E. Garrison, Mrs. Geri Furst, and 
Vv. E. Koch, all of Hotpoint, and W. E. Derbyshire, Graybar. 


IN NEW QUARTERS in the Merchandise Mart's extension are the Monitor distributors, 
the Leroy Bennett Co. Although their displays and decorations are not yet completed, 
O. B. Wilt, sales manager, Tom Reynolds, W. H. Harris, and Leroy Bennett seem happy. 


2 


= 


WITH LARGER SPACE available, Kelvinator has created this colorful and attractive 
kitchen display which R. L. Winegarner of Kelvinator is showing to Pauline Macki of 
Bonsers, Oakland, and Mrs. Nina Poole. Cabinets are by Morton, appliances by Kelvinator 
and Fowler 


LENS VIEWS 
of the WESTERN 
SUMMER MARKET! 


{Story on page 32) 


AMONG THE NEW PRODUCTS appearing at the Summer Market were these handled 
by the Meier-Murphy Co.—the Mixqik, the Rotiss-O-Mat electric barbecue, and the Air- 
D-Lux combination heater, cooler and cooker shown by Charles Meier and A. D. Murphy 


TWO DEMONSTRATIONS underway in the showroom of the Edward Hale Co. Left to right, 
Leo Kass and Ralph Bird of PG&E, Oakland, watch as C. C. Galliano of Hale talks about 
the Horton ironer; A. C. White and E. R. Schmidt, of M. Neufield & Sons, dealers in Lodi, 
Calif., watch the Filter Queen demonstration given by A. J. Sayers of the H. M. Sayers Co 


JERRY SCHUYLER of Schuyler-Wilson gets into the atmosphere of the Gatti-Hallicrafters 
world expedition as he demonstrates a super-deluxe Hallicrafter combination with wire 
recorder to John Nakken of Epperson's, Woodlands, Calif. Clarence Price listens to take 
back the story to the Sacramento office of Schuyler-Wilson. 
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THE UNIVERSAL LINE of appliances has a prominent and attractive spot in the quarters 
of distributor Thompson-Holmes, where Bud Hough is so busy in conversation with A. 4. 
Fuhrer of the Pacific Furniture Co., Martinez, Calif. 
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J. 7. BARRETT of Kaemper-Barrett Co., San Francisco distribu- 
tor, who is showing a new Admiral advertisement to Harold 
onklin, Pacific Coast regional manager of Admiral. 


NEW PRODUCT getting the feature spot in Dalco Appliance 
Co.'s display was this Dishamatic dishwasher. C. C. Brennan of 
Daico explains it to F. T. Russell, appliance dealer from San 
Mateo, Calif., as Ted Smiley of Dalco looks on. 


NEWCOMERS O. Allario and A. M. Zarko, whose new store will 
open soon in Sunnyvale, Calif., get the lowdown on the Motorola 
lines from H, Thunen. 


arters 
A. H. 


LOOKING ON is Terry Andrews of Burnham Bros., Stockton, 
Calif., while George Dickie, new salesmanager for Basford Co. 
Gticribes the new line of Gibson refrigerators to George Graffis 
 Burham Bros. Verne Vissiere of Basford supports him. 


LECTRICAL MERCHANDISING—SEPTEMBER 


THE LEO J. MEYBERG CO. northern California distributors of 
Norge and RCA-Victor presented this display of Domestic sew- 
ing machines. Cliff Jensen of Meyberg tells Marcel Levy of the 
W. G. Menary Co., San Francisco, all about them. 


FEATURED in the enlarged showrooms of the General Electric 
Supply Corp. is the G-E Automatic washer which Warren Vogel 
of GESCO demonstrates to Pearl Schroeder of Schroeder's, Sacra- 
mento, Calif., appliance dealers. 


THE PRESIDENT of Electromode Corp., Rochester, N. Y., Charles 
R. Ogsbury, right visits the display headquarters of distributor 
Russell and Co., and gets a picture of the enthusiasm of C. A. 
Russell, left. 


WESTERN DEALERS saw the new display of the Kaiser water 
action dishwasher. R. C. George of Kaiser-Fleetwing, Oakland, 
shows the hydraulic lift to dealer J. E. Swanberg of ADH Co., 
Salinas, Calif., while M. H. Willemine of Kaiser looks on. 


NEW SAN FRANCISCO headquarters for western radio manu- 
faciurer, Hoffman, are decorated and styled in modern. A 
table combination is discussed by Nat Sinclair, Hoffman sales- 
man, with Mr. and Mrs. Tom Doyle, dealers in San Jose. 


FIRST MARKET WEEK showing of the Thermador sectional 
built-in range and oven. Fred Barber, left, sales manager for the 
Frank Edwards Co., distributors, is happy to show to Mr, and 
Mrs. Bob Lord of the Radio Shop, Benicia, Calif. 


CALIFORNIA ELECTRIC Supply Corp., showed the Crosley Tele- 
vision-Radio-Phonograph combination. Mrs. John Wright of the 
Radio Doctor, Turlock, Calif., gets an idea of the adjustable 
viewing screen from L. G. Wolfe, CESCO salesman. 


FLOWERS DECORATE the attractive, modern new showroom 
space of Apex, where A, Ellwein and J. R. Renner of Apex ex- 
plain one of the conventional washers to some customers. 


15, 1947 
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Model #70-47 
Little Oil 
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i Furnace, With 
Exclusive Elec- 
tric Ignition. 
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Dealers At Western Market 
Order Heavily For Fall Selling 


Attendance down, but distributors report 
increased sales of radios and appliances. 


It was back to earth for everyone 
when appliance dealers and distribu- 
tors got together at San Francisco’s 
Western Merchandise Mart the week 
of August 4 for the Summer Market 
Week. Retailers accustomed during 
the last two years to a continual ap- 
pliance striptease in which manufac- 
turers blue-lighted item after 
new item while distributors chorused 
sat back 
while distributors’ salesmen in every- 
thing but white paraded the 
aisles hawking their goods, featuring 
specials, prizes, etc. It the old 
discontinued in but re- 
booked for a long run. 


new 
praises and promises, now 
coats 


Was 


1941, 


show, 


Attendance Down, Orders Up 


In being back to earth, both whole- 
salers and retailers expressed satisfac- 
tion. Although the Western Market 
Week again brought in appliance buy- 
ers from the 11 western states, from 
Canada, Alaska, Latin America and 
the islands of the Pacific, the number 
visiting the distributors 
showrooms was less than during the 
Winter Market Week. One reason was 
that dealers no longer found it neces- 
sary to have their entire store per- 
sonnel attend as they had felt they 
should when many of their lines were 
not yet sampled 

But, with a small attendance, orders 
for appliances and radios were larger 
than ever, distributors reported. Deal- 
ers seemed more sure of themselves, 
had a better knowledge now of their 
local market, what they could sell and 
how they would go about selling it. 
Gone was much of the hesitancy that 
had characterized the Winter Market 
Week when fears of consumer resis- 
tance, run-away inflation, etc. were 
evident. Helping the dealers in their 
ordering the distributor's ability 
to schedule delivery with much more 
certainty than before. While 
few distributors could promise more 
than the present rate of delivery, at 
least until late fall, they could give 
reasonable assurance of continuing the 
present rate. 


ot pee yple 


Was 


ever 


Radio Doing Fine 

Most unexpected 
buying was the 
tributors 


trend in dealer 
radio field. Dis- 
reported that retailers were 
heavily their orders for 
all sizes, including table 
model and portable, for fall delivery. 
These orders coming at a time when 


in 


re asing 


ot 


in 
radios 


the general opinion was that radios 
were dust-gatherers in the dealers 
store, brought three conclusions: 1) 


That appliance dealers, through their 
own advertising, promotion and sell- 
ing, had been able to sell most of the 
radio stock which had them so wor- 
ried during the spring; 2) That co- 
operative efforts of dealers, distribu- 
tors, utilities and associations in pro- 
moting city-wide “radio weeks” etc., 
had stimulated the public’s interest in 
new radios and had overcome some of 
the public's apathy to high prices and 
pre-war styling; and 3.) That the new 
models displayed by the manufacturers 
were so superior to the previous mod- 
els that dealers knew that they could 


sell them. 
Featured highlight of the Summer 
SEPTEMBER 15, 


Market Week was the official opening 
of the Merchandise Mart’s $2,000, 
addition. The availability of 50 per 
cent more space for showrooms ¢ 
abled the Mart to return to its pre-war 
system of departmental showings {; 
the seven major divisions of the hone 
goods industry. From war-time loca- 
tions in odd corners of the building 
all appliance handling wholesaler: 
were now grouped on the fourth ar 
fiith floors. 

The addition in space enabled man 
of the appliance distributors to obtain 
enlarged space for their showroom: 
Among those showing enlarged ar 
remodeled quarters were: Westing- 
house Electric Corp.’s Electric Ap; 
ance Division; the General Elect: 
Supply Corp.; Graybar (which di: 


tributes Hotpoint in North. Cali 
Nevada); the Leo J. Meyberg Co: 
pany (Norge, RCA). In the nm 


wing of the Mart building were Gra 

bar, the Appliance Supply Co., Tele- 
chron, Premier Vacuum Div. of G-! 
Clocks, Leroy Bennett ( 

(Monitor). Long-patient distributors 
who had been waiting and now ha 
showrooms were State Electric Sup 
ply (Arvin) and Schuyler-Wilsoa 
(Knapp-Monarch and Hallicrafters 


Sessions 


Sperti Buys Faraday 
Electric Corp. 


William A. Albers, chairman of t! 
board of Sperti, Inc., Cincinnati, Ohi 
recently announced the purchase of the 
Faraday Electric Corp., Adrian, Mich 
Faraday makes automatic signaling 
systems while Sperti manufactures 
ultraviolet lamps. 


Tex-Knit Digs In 


BLUEPRINT HUDDLE: Executives © 
Textile Mills Co., Chicago, found a gold 
mine in their $2.98 Tex-Knit, “burn 
proof” ironing board cover, rushed to 
build a million dollar production plant. 
Here G. K. Pattison, production chie’ 
John H. Niebuhr, v.p. and sales manager 
and Kurt Goldsmith, president, elate 
over the new home. The five-year old 
firm also makes ironer and washer cov 
ers. 
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ANOTHER valuable prize is given away on the money-spending “Hint Hunt" radio 
show. In this instance it was an American Kitchens sink, won by Henry C. Winkel- 
man (second from left). Mrs. Winkelman (right), seems just as happy as her hus- 
band. She'll get to use it in the house he is building "for the two of us.” 


EWRT, Hunter Plan 
Appliance Training 


\ 15-week course in ‘“Demonstra- 
tion Techniques for Electrical Appli 
ances” will start September 22 at 
Hunter College, New York at the 
68th Street branch. 

Designed as a training course for 
present and prospective demonstrators 


RUTH GAFFNEY, chairman of the 
Round Table education committee this 
year, will act as coordinator of the dem- 
onstration course, presiding at each 
Session. 


for department stores, utilities, appli- 
ance dealers and demonstrators, the 
course will emphasize basic principles 
of demonstration techniques, and will 
cover such appliances as refrigerators, 
ranges, floor cleaners and_ polishers, 
Washing machines and small appli- 
ances. 

The Electrical Women’s Round 
Table is responsible for the addition 
of the course to Hunter’s Adult Edu 
Cation Program this year and they 
have secured as lecturers such ex- 
Perts in the appliance field as Verna 
Miller, Frigidaire: Julia Kiene, West- 
inghouse: Elizabeth Woody, General 
Electric; Madge Dilts, Hoover Co.; 
and Helen Smith, Syracuse Univer- 
sity, 


The course is to be given by the 
Evening and. Extension Division of 
the college beginning September 22 
and each Monday thereafter from 6:50 
to 8:30 p. m. 

Registration dates are September 
10, 11, 17 and 18th, and enrollment 
is limited to the first 50 qualified ap- 
plicants. Fee is $14. 

The Electrical Women's Round 
Table is also offering two awards of 
$5 each for the students who write 
the best papers on “What This Course 
Hlas Meant to Me” and who receive 
tie highest grade in the course. 


Bendix Washer 
Upped $10 in Price 


Already in effect. as of August 1, is 
a price increase of $10, or approxi- 
mately four percent, for the Bendix 
automatic washing machine, it has 
been announced by W. F. Linville, gen- 
eral sales manager of Bendix Home 
Appliances, Inc. This takes the price 
of the standard model up to $239.50 
and the deluxe to $259.50. Mr. Linville 
asserted that manufacturing costs in- 
creases “dictate an advance of $20 on 
the list.” but, although the firm be- 
lieves such an increase would be “just 
and reasonable,” it has been held to $10. 
He added that volume and production 
facilities have enabled Bendix to hold 
increases to a minimum. 


St. Louis Hopes for 
Television Exposition 


If present tentative plans are ful- 
filled, St. Louis, Mo., will have the 
first industry-wide television exposi- 
tion in October or early November, 
J. W. McAfee, president of Union 
Electric Co., announced recently. Mr. 
McAfee, chairman of the television 
committee of the St. Louis Chamber 
of Commerce, said that the purpose of 
the exposition is to establish St. Louis 
as one of the leading television cen- 
ters and to build greater interest in 
television possibilities. 

Plans are under discussion for hold- 
ing the show in the Kiel Auditorium 
and television exhibits and program 
demonstrations will be a part of it. 
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Good Housekeeping 


45 


«\ AFC Spring — Action FILTER 


\ Only Vaculator has the Automatic Flavor Control 
\ Clothless Filter, with Spring-Action, to insure 
\a | positive safety and perfect coffee every time. 


VACULATOR, CHICAGO 6, JU. S. A. 
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... BEAT THE CHRISTMAS RUSH 


Order Now for these Top 
Quality Fast Selling Items 


ELECTRIC RANGETTE 


Beatifully sales ppeal. Sci Yy 
ventilated to insure over heating of body. Mounted 
on 4 round heat resisting bakelite legs, 1” in dia. to pro- 


for 


streamlined 


7 


RETAIL tect furniture. Equipped with rotary switches, giving 3 DEALER'S 
separate heats on each burner. Complete with cord. cost 
PRICE Finished in high gloss heat resisting baked enamel, black 
and white. Guaranteed not to discolor. One year free Incl. 
service against any defective material or workmanship. Fed. Tax 
Backed by our 30 years of Electrical Appliance experience. - 
Packed 4 per master carton. Packing weight 10 lbs. per unit. 
Lots of 8 or more $7.75 
AUTOMATIC WAFFLE BAKER 


Fool proof operation—Red Pilot light tells 
when to put in batter and shuts off auto- 
matically when waffle is done. 
Complete body and cover of mirror finish 
aluminum. 

Self-centering lid with exclusive trimmer 
= prevents overflow and uneven wat- 
fles. 

Sturdy, full free-floating spring hinge. 
Bakes big 8-inch super-size waffles. 
FULLY AUTOMATIC. One year guarantee 
against defective parts and workmanship. 
Packed in individual shipping carton. 
Guarantee Certificate and directions. Ship- 
ping wt. 5 lbs. 115 Volts A. C. Only. 


$16.50 $10.50 
RETAIL PRICE DEALER'S COST 


32 Volt or 110 Volt 


Complete with Cord and Plug 
This Beautiful Master De Luxe 


ELECTRIC RANGETTE 


Constructed of #20 gauge cold 
rolled steel. Finished in high gloss 
heat resisting beked enamel, will 
not discolor. 


Fully Guoranteed and backed by 


our 31 years experience. 
RETAIL DEALER'S 
LIST COST 
32 Volt $5.49 $3.25 kK 
110 Volt $4.25 $2.65 


FACTORY MODERNIZED VACUUM CLEANERS! 


All makes and Models now again Available . . . 
Write for Price list and Detailed information 


MASTER DE LUXE STOVE WORKS 


Division Vacuum Cleaner Supply Co., Inc., Dept. B 
5081 BROADWAY CHICAGO 40, ILLINOIS 


ESTABLISHED OVER 30 YEARS AT THE SAME LOCATION 
2% DISCOUNT WHEN CHECK OR M.O. ACCOMPANIES ORDER 
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N. C. MacDONALD 


Crosley Division 
Avco Mfg. Corp. 


Norman C. MacDonald, erstwhile 
vice-president and general manager of 
the Crosley Distributing Co., N. Y., 
has been named general sales manager 
of the Crosley Division of Avco Mfg. 
Corp., R. C. Cosgrove, general mana- 
ger, announced recently. For 20 years 
Mr. MacDonald was eastern regional 
sales manager for Crosley and had 
also served as district manager for 
Kelvinator and regional manager for 
Atwater Kent. Bert Cole has replaced 
Mr. MacDonald as general manager 


BERT COLE 


Cc. W. KIRBY 


for the distributing organization. He 
was formerly general sales manager 
He joined Crosley in 1944 after sery- 
ice as sales head for Gross Distribv- 
tors, N. Y., and as sales supervisor 
for Philco in New York. 

Sidney D. Mahan, former head 0’ 
both sales and advertising, will hea 
up an expanded advertising, sales pr 
motion, and public relations depart- 
ment. Mr. Cosgrove also announce 
that Corley W. Kirby, former Frigid- 
aire branch manager in Newark 
N. J., is now sales manager, sur- 
ceeding Lee Stratton, who heads ; 
new home freezer section. 


Seeger Refrigerator Co. 


Walter G. Seeger, president of the 
Seeger Refrigerator Co., St. Paul, 
Minn., has announced the appoint- 
ments of N. H. Griebenow as vice- 
president in charge of manufacturing, 
L. K. Sosey as works manager in St. 
Paul, and J. W. Seeger, as superin- 
tendent of the St. Paul division, 


Eureka Williams Corp. 


Moving East and up was John B. 
Lanigan, former head of Pacific coast 
sales operations for Eureka Williams 
Corp., whose appointment as sales 
manager of the Eureka division was 
announced last month by G. T. 
Stevens, executive vice-president. Mr. 
Lanigan joined Eureka from Time 
and Life magazines where he was a 
merchandiser. Prior to that he was 


J. E. LANIGAN 


connected with the Hearst organiza- 
tion and was Detroit manager for 
Good Housekeeping. 

Mr. Stevens also announced the 


resignation of George E. Wagner, 
sales manager of the central division 
who returned to his father’s construc- 
tion firm and also operates an appli- 
ance business at Austin, Minn. 

J. D. Williams has been named as 
district representative in the South 


Fresh'nd-Aire Co. 
Harry W. Hoobler has been ap- 


pointed assistant sales manager of the 
Fresh'nd-Aire Co., Chicago, accoré- 


H. W. HOOBLER 


ing to J. W. Alsdorf, president. Mr 
Hoobler, former sales and advertising 
manager of Sullivan Industries, Inc., 


will aid D. B. Huggard. 


Admiral Corp. 


Richard L. Hoffman, former office 
manager of the research department 
of the advertising firm of Foote, Cone 
& Belding, has been appointed assist- 
ant advertising manager of Admiral 
Corp. 
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McGraw Electric Co. 


Rike 
Clat 
McGraw 


appointment of Burton M. 
as general manager of the 
Water Heater Division of the 
Electric Co. was recently 
‘Josed by D. Scott Campbell, ex- 
vice-president. Mr. Riker 
ed McGraw in 1938 as sales mana- 
f commercial equipment with the 


B. M. RIKER 


Toastmaster Products Division. In 
1941 he was appointed assistant to the 
executive vice-president. 


Bendix Home Appliances, Inc. 


W. F. Linville, general sales mana- 
ger for Bendix Home Appliances, 
Inc., has announced the promotion of 
Lynn Eaton, eastern regional sales 


LYNN EATON 


manager, to director of districts, in 
which capacity he will direct the com- 
pany’s field sales representatives and 
oversee distributors’ sales operations. 
Prior to joining Bendix in 1944, Mr. 
Eaton was eastern sales manager for 
1900 Corp., president: of his own com- 
pany, district manager for the Ruud 
Mig. Co., and deputy regional direc- 
tor of the WPB. 


McAllister-Ross Corp. 


Robert Gayle has been appointed 
regional sales manager in Chicago, 
northern Illinois and northern Indi- 
ana for the McdAllister-Ross Corp., 
makers of the bagless vacuum cleaner 
of the same name. Mr. Gayle was for- 
merly merchandise manager for the 
Northtown Refrigerator Co. 


Hill-Shaw Co. 


Alfred E. Flostroy has been named 
eastern sales manager for the new 
offices of the Hill-Shaw Co. in New 
York. Jon Zitz, general sales mana- 
ger of the company, made the appoint- 
ment. Mr. Flostroy was formerly 
with Sparklet and with Knapp-Mon- 
arch, 


American Rolling Mill Co. 


The American Rolling Mill 


Co., 


specialists in the production of steel 


for refrigerator and other appli- 
ance cabinets, has transferred Fred B. 
Dechant, manager of its Washington, 
D. C., office, to New York city, where, 
as special representative in charge of 
stockholder relations, he will attempt 
to tell stockholders what his company 
is and does. Mr. Dechant was at one 
time general manager of sales. 


Sonora Radio & Television Corp. 


George C. Hale is the new sales 
manager of the Sonora Radio & Tele- 
vision Corp., according to Edward L. 
Harris, vice-president in charge of 
sales. Mr. Hale, prior to Army serv- 
ice, was a sales consultant with his 
own firm in Detroit and earlier was 
vice-president of operations for Jef- 


GEORGE C. HALE 


ferson-Travis Corp., director of the 
special products division of Emerson 
Radio & Phonograph Corp., and a 
member of the Philco organization. 


Florence Stove Co. 


the Florence 
Gardner, Mass., is Edward 
elected to the directorate 


New president of 
Stove Co., 
F. Dobson, 


E. F. DOBSON 


at a recent meeting. Robert L. 
Fowler, formerly president as_ well 
as chairman of the board, will con- 
tinue in the latter capacity. Mr. Dob- 
son was formerly president of the 
Rundle Mfg. Co., Milwaukee, Wis. 


Wilson Refrigeration, Inc. 


Coincident with the entry of Wil- 
son Refrigeration, Inc., a division of 
Wilson Cabinet Co., into the New 
York and Chicago market, the com- 
pany announced the appointment of 
Paul A. Hunker as manager of the 
special accounts division in both cities, 
Mr. Hunker was formerly with Gen- 
eral Electric and Rex Cole. 


15, 1947 


THEY 


RE "OPEN-T0-Buy” 


WHEN YOU SHOW 
COMPCO'S FAMOUS 


CIRCLINE 
Value Leaders 


TO HELP YOU SELL MORE LAMPS NOW! 


Step up your lamp turnover, your 
volume, your profit with this new, 
quality price-leader! And what a 
beauty it is! 15 inches of the best 
lamp value you’ve seen ina month 
of Sundays! Just look at that 
gracefully tapered stem. . . that 
big 16-inch shade... that heavy, 
rounded base (just wait til you 
heft it!) All solid gauge steel, too 

.. top to bottom! Yes—all this 
and Circline, too! All finishes 
baked-on enamel. 


“STATUARY 

BRONZE" FINISH 

“EXECUTIVE” 
GRAY FINISH 


No. 2€134- 


ANOTHER P 


Circli 


Both units built with G. 


~ Priced right . 
has packed this new Circline fixture with plenty 
of features to make it sell! 32-watt glareless 


a Sturdily made of heavy gauge steel 


. fits flush. 
2C130—TWO BAKED-ON ENAMEL FINISHES: 
Meliow Ivory with Polished Brass Trim or Gleaming White 


with Polished Aluminum Trim. 
Right — Galt Right — Priced 


COMPCO 
CIRCLINE 
32- WATT 


FLUORESCENT 
DESK & TABLE LAMP 


LEADER 
COMPCO 
CIRCLINE 
32-WATT 
FLUORESCENT 
CEILING AND WALL 
FIXTURE 


. to sell on sight! And Compco 


/ 


RICE 


ne gives more illumination than 100-watt 


E. Electrical Components—Both individvally 


packed complete with tube; slight additional charge for 32-watt tube. 


CORPORATION 


2251 W. ST. PAUL AVE., CHICAGO, ILL- 
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BUILD GREATER PROFITS | NEW POSITIONS 
Into YOUR SERVICE BUSINESS | 
U 


~ REPLACEMENT Zenith Radio Corp. | 
ME 3 
( Three new vice-presidents have been Hamilton 
Ss = c HEATING named by the Zenith Radio Corp. | a new! 
ELEMENTS through E. F. McDonald, president. tor of mal 
ef J. E. Anderson, until now general | of 
purchasing agent, has been elected | j Mig. nt 
vice-president in charge of purchasing. se te 
Complete line He has been with Zenith since 1942, 
of Replace- when he joined as purchasing agent 


after holding the same job with RCA 
for ten years. He has had 25 years 
most Electric of experience, most of it in radio. 


ment Coils for 


Ranges — spe- Orrin E. Wolf is vice-president in 
charge of the hearing aid division. He 


cial heating 
units—flat iron 
elements — 
cone elements 
for space heat- 
ers and spool- 
ed coiled re- 


sistance wire. 


NEW—IRONER 
ELEMENT 
1300 Watt Unit— 


Here's a complete, packaged venti “ 
os lating unit that is engineered to doa. 
Highest quality materials and careful big job in small rooms. .. and makea “ee tie 


workmanship assures you of profitable NEW— good profit for you. Warner 


service and satisfied customers. PERCOLATOR ORRIN E. WOLF The Clipper is specially designed om the 
Send ier Complete Catalog ELEMENT for ventilating kitchens, bathrooms, § 
Will fit meet joined Zenith in 1941 as marketing ticket booths, X-ray rooms, toilets, 
. Percolators manager alter extensive experience in clinics and other small rooms. 
glee: 350 Watt U t bile and app! ield 
att Unit ne automobile and apphance fields, 
ADRIAN, MICH. and since 1944 has been vice-president Clipper Blowers _ press be Lewyt | 
t and general manager of Zenith Radio tween ceiling joists and vented out- 
Corp. of Canada. side. They trap and expel unwant- New 
The third vice-president named is ed air, heat and odors the instant § ‘ie va: 
Willy Dumke, who is to be in charge they rise. ewyt | 
of production of speakers, transformers 
and hearing aids. He joined the How- The Clipper - NOT a blade ‘ype 
ard Radio Co. in 1920 as a mechanical fan, but a quiet squirrel cage blower 
engineer. He has been vice-president that moves a volume of air under 
and general manager in charge of pressure. Its patented construction 
engineering and produ tion with the with the motor entirely removed from 
Buckingham Radio Corp., vice-presi- air stream, means greater efficiency, 
dent and plan manager of the Utah 
paler longer life, easier servicing. 
Radio Corp., and vice-president of the ? , 
Carter Radio Division of the Utah Ask your jobber for details of the 
Radio Corp. He joined Zenith last Clipper Sales Plan or write us for 
year complete information. 
Cory Corp. 
R. Nicholas Hoye has joined the 
advertising staff of Cory Corp. and 
ude 
Seely, 


While current production of 
SPARK oil burning heaters is allocated to our “old” dealers, 
now is the time for dealers in new territories to plan for future 
SPARK business. 


SPARK is the Pacific Coast’s pioneer oil burning heater. 
SPARK has the features that sell... pleasing appearance, 
visible flame, instant heat, efficient, low-cost operation. 


FRADE-WIAD 


5721 S$. MAIN STREET, LOS ANGELES 37, CALIF. 


R. N. HOYE 


Interested dealers may address replies to: | and 
relations programs. He was recently | 
HAMMER-BRAY co. LTD. : advertising manager of the Chicago | ‘ociat 
: Electric Co. and earlier was associated Seely 

ST. with United States Lines. execu 


OAKLAN 
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NEW POSITIONS | 
| Hamilton Mfg. Co. Textile Mills Co. no 


A newly created post, that of direc- Kurt Goldsmith, president of Tex- > 
tor of manufacturing of the Hamilton tile Mills Co., makers of Tex-Knit > 
I Mfc. Co., has been filled by the ap- burnproof ironing board covers, has | 

jintment of J. Paul Ahlbrandt, ac- announced the appointment of John | 


counter inch 


ding to E. P. Hamilton, president H. Niebuhr as vice-president in charge 


= 
cD 

© 
—* 


~ 
= 


J. P. AHLBRANDT J. H. NIEBUHR 

venti- ‘the company. Mr. Ahlbrandt has ©! sales and George K. Pattison as 
a een in the employ of Bendix Home vice-president in charge of produc- | 

04a \ppliances, Inc., Midwest Mfg. Co., tion. Mr. Niebuhr has been associated | 
ake a \merican Rolling Mill Co. and Borg- With the firm for the past four years 

Warner Corp. He comes to Hamilton 8 Sales manager and prior to that was 

igned om the position of assistant to the With Marshall Field Wholesale. Mr. 
Doms ice-president in charge of manufac- 
vilets turing, Bendix Home Appliances, Inc. 
d_be- 


1 out. Lewyt Corp. 
want- 
istant 


New additions to the sales staff of 
the vacuum cleaner division of the 
Lewyt Corp., 60 Broadway, N. Y., in- 


FLASHLIGHTS 


p-type 
lower 
under 
ction 
from 
iency, 


fusion 


»f the G. K. PATTISON 


s for 


I 
| 
| 


Pattison has been in charge of produc- 
tion of the company since its founding. 


Rutenber Electric Co. 


J. P. Rogers is the new general ' 
sales manager of the Rutenber Elec- 
tric Co., Marion, Ind., manufacturer 
Inde Paul S. Crocker and J. Sayer of heating and cooking appliances. 
Seely. Mr. Crocker was formerly as- 


P. S. CROCKER 


Packs a big sales wallop wherever Cash in with the fastest selling 


e displayed even in small counter metal flashlight on the market. 
5 or window space. Attractive 3-color Popular priced to sell on sight. 
ie pop-up dispenser catches the eye Colorful new easel card 

and ready cash. Rigid box holds holds 3 No. 57 2-cell Nickel 
- 2 dozen fast selling Bright Star Plated Flashlights. 98¢ 


No. 10M metal top batteries. retail, complete with cells. 


NATIONALLY ADVERTISED TO 51,771,633 READERS 


J. S. SEELY J. P. ROGERS 
Write your jobber now 
sociated with Health-Mor and Mr. Mr. Rogers recently resigned as vice- for details of Bright Star's BRIGHT STAR BATTERY Cco., 
Seely was formerly a merchandising president and treasurer of the Farns- big profit-making CLIFTON, N. J. 
executive with Sears Roebuck. worth Television and Radio Corp. merchandise display deals. BRANCHES: CHICAGO « SAN FRANCISCO 
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Pra 


The Triple-value— 


Heats! 
A FRASER CLAN PRODUCT 


Increases normal room tompere- 
ture up to 20 degrees in 18 
minutes. This handsome, portable appliance is a profit- 
maker every month of the year. Always useful 
—as a heater, a cooler or a cooker—AIR-D-LUX 


IT 
COOLS! us a) offers all the advantages of 3 different appli- 
Produces constant, controlled air ances for little more than the price of one. 


circulation for maximum comfort. 

iT 

COOKS! 


hr 
Equivalent to a 2-plate electric 


A natural for use in the home, office, vacation 
cottages, aboard boats, etc., the AIR-D-LUX is 
good looking and compact — weighs less than 
18 Ibs. Guaranteed. Approved by Underwriter's 
Laboratories. Nationally advertised. 


RETAIL 


Liberal Discounts 
Ask your distributor or write directly to: 

110 East Third St., Mount Vernon, N.Y. 
Phone Mount Vernon 7-0100 


WARREN SIMPSON CORPORATION 


stove with specially designed 


reflectors to increase cooking 


efficiency. 


D THE CATALOG MESS! 


Neat from the customer's side' User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 


Loose Leaf 
you handle only | section; section 


Catalog Holders NOW! 
instantly removed and instantly 


replaced. Order additional sections % + 
as your needs demand 


replacement. Each section has its 
place, cannot slide. To change sheets, 


Save Time, Temper, Money! 
i Do you use loose leaf data in buying, selling, speci- 

fying’? Then you need EVER READY. Every cat- 
alog sheet is instantly available 


SIMPLE AS 


ABC 


and in place. No 
delay, no annoyance, no chance to mislay any sheets | \ 
or to miss related sheets and items. Each section \ 

holds one inch of punched sheets. Each section stays \ 

in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 


A. Open Section 8. Replace sheet, 
of thousands in use. Order yours today! 


close section C. Replace section 


\ ORDER TODAY! ALL SHIPMENTS EXPRESS 4 
Geneve Mfg. Co., 420 Stevens St, Geneva, lil. 
Gentlemen. Please ship me 
| Ne 12 EVER READY Holder. 15 in wide, Company 
yreen baked enamel. hor Alt. of... .. 
~.Ne. 24. Lie N < With wings ond 2) address 
sectior 7 in. wide, 12' gin. deep. Copa 
ity, 245 ns. $8.50 Eo ci 
NOTE: Che k Kalamazoo 4-post 7), Ring Binder 3.001 i 
MONEY BACK GUARANTEE! 8 
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THE MIDWEST 


(Continued) 


that 


soap, 


washing machines link up with 
and his firm is propositioning 
the trade on detergents to be used in 
washers. No reason why dealers 
should not sell special soap to their 
washing machine customers. 

End of Regulation “W” on Novem- 
ber 1 is expected to see down pay- 
ments and monthly stipends dropped 
to a low enough figure for customers 
to carry along with the high prices 
of food, clothing and rent. 


Sears: 10% Down, 18 Months to Pay 


It is expected that vacuum cleaners 
and home freezers will be the first 
items, along with radio, to get the 
easy terms, followed by other appli- 
ances as they reach the situation 
where they are not hard to get. Sears 
Roebuck is going to offer merchan- 
dise at 10 percent down, 18 months to 
pay, in its coming Christmas catalog. 
Speigel’s, Inc., which once sold on a 
no-money-down basis, plus no charge 
for credit, probably will never go back 
to that situation. Up to approximately 
15 percent of the catalog house sales 


are on an installment basis, it is be- 
lieved. 
Where dealers put their paper 


through banks, chances are that the 
bankers will listen to the Consumer 
Credit Committee of the American 
Bankers Assn. which recommends a 
minimum monthly payment of $7.50, 
and a minimum down payment of $15. 
Preferred setup is 20 percent down 
on refrigerators, washers and ironers, 
25 percent on radios and television 
sets. On refrigerators and ranges and 
ironers the maximum terms should 
not run over 36 months, the bankers 
say, and radios, television sets should 
be paid off in 18 months. 


THE SOUTH 
(Continued ) 


_ The second factor was an unusual 
spurt in house building and construc- 
tion. As building material deliveries 
improved, more and more new houses 
went up in Birmingham, Jacksonville, 
Raleigh, Houston and Louisville and 
several new plans for additional hous- 
ing units were announced in many 
other key points. 


Spurt in Farmer Buying 


Furthermore, business was expected 
to hold up at its present levels at least 
through the next two months due to 
the harvest season. Cotton, corn and 
peanut crops, the mainstay of many 
large Southern rural areas, were re- 
ported at a peak and heavy buying 
was expected from farm families who 
recently have had power lines ex- 
tended into their areas. Many dealers 
got set to supply this vast and fertile 
field by increasing inventories on 
many lines of equipment needed on 
farms and in the rural areas. 

Forging to the front as a best seller 
was the complete all-electric kitchen 
and retailers began to pay more at- 


SEPTEMBER 


CONTINUED FROM PAGE 2 


The NATIONAL APPLIANCE AND RADIO PICTUR: 


kitchen «ales 
than ever before. Forceful advertis- 
ing and concentrated merchandising 
methods seemed to be paying off in 
sales, particularly to buyers of the 
new housing units mentioned above 
Home freezer sales again showed ar 
unusual volume for August but were 
expected to fall off slightly with the 
arrival of cooler weather. 

Radio still was the big drug on the 
market with few dealers anywhere re- 
porting satisfactory sales. As one 
Louisville distributor expressed it 
“Radio needs something new and big 
—something that starts at the very 
base of the industry and extends all 
the way to the retail dealer in small 
sets and parts. The entire industry, 
from the networks to the listener, is 
in the deepest rut it ever got into, and 
the sale of radio sets will be spotty 
until something new happens to the 
business itself.” Perhaps television 
or FM is the answer but these fields 
are still in a nebulous state down 
South. 


tention to specialized 


Price Resistance Crumbles 


The wave of consumer buying re- 
sistance—whatever there was of it—is 
practically over. Squawks over prices 
have died to a whisper and few dealers 
believe the new price boosts are likely 
to stir up the tempest again. A Jack- 
sonville dealer declared: “People are 
now more concerned over the length 
of women’s skirts”—which just about 
sums up the general attitude. 

One cheerful factor, reported from 
all sections of the South, was the fact 
that business rents are decreasing. In 
Charlotte, Birmingham and Jackson- 
ville, the cities where records were 
broken in the skyward dash of rental 
figures, a drop of 10 to 15 percent in 
rent prices has been noted and a fur- 
ther decrease is expected. In other 
cities, a smaller but still a definite de- 
cline is under way. 

Fold-ups in the appliance business 
were at a minimum although the 
number of retail outlets still is at an 
amazing figure. Since few new open- 
ings were reported’ in the past 30 
days, maybe the saturation point is in 
sight. Many old established dealers, 

(Continued on next page) 


Heat for His Majesty 


RETIRED MAN-O-WAR, now 30 years 


old, will live out the rest of his life on 
free hay and oats and in the solid 
warmth provided by the portable Elec- 
tresteem radiator which George Mc- 
Intosh, 
tric Steam Radiator Co., here presents 
him. 


1947—ELECTRICAL MERCHANDISING 


secretary-treasurer of the Elec- 


hold 
heat! 
us ce 


custo: 
Own, 


ELE 


| 
APPLIANCE | | 
hard 
| is al 
| ane 
be 
volté 
oe 
| A 
| 
| 
| Refr: 
Dee 
Was 
| 
| 
= 
| : We 
Way | 
Mat 
which 
Ri 


it 


1 bis 


very 
all 
small 
istry, 
, and 
potty 
» the 
‘ision 
fields 


Jown 


re- 
it—is 
rices 
alers 
ikely 
|ack- 
> are 
ngth 
ibout 


from 
fact 
In 
<son- 
were 
ental 
nt in 
fur- 
other 
e de- 


iness 

the 
at an 
ypen- 
t 
is in 
alers, 


APPLIANCE TESTER 
- for volts, amperes, watts 


Simpson Model 390 
Volt-Amp-Wattmeter 


Here is the first appliance tester ever made that 
vives you volt, ampere, and wattage readings all 
from one small, compact instrument. 

Model 390 slips casily into a large pocket, 
weighs only a pound and a half, is designed for 
hard, continuous service. 

The range of uses for this volt-amp-wattmeter 
is almost unlimited in checking line voltage, 
current drain and power consumption, the three 
simple tests which will diagnose most cases of 
electrical trouble. In fact, practically any house- 
hold electrical appliance that has a motor or a 
heating element, can be tested by the 390, as well 
as certain industrial installauons. 

You merely plug Model 390 and appliance to 
be tested into the Break-In plug furnished— 
voltage will read. To read watts or amperes, 
simply press one of the two buttons at bottom 
of the panel. 

Aside from its unique features, Model 390 has 
no equal among appliance testers in quality 
alone. The famous Simpson quality makes invest- 
ment in the Model 390 an investment that will 
return a rich yield in satisfactory service through 
the years 


USE MODEL 390 FOR TESTING 


Refrigerators Motors 

Deep Freezers Electric Heaters 
Washing Machines Radio Sets 

lrons Lamps 

Toasters Vacuum Cleaners 


and all similar appliances. 


Ranges—A.C. Current, 60 cycles. 


In Canada, 


a 


NEW 2-WAY 


RIVAL Trode Mork 
‘See a ac 
Buyers are elated. Here's a 


Trade Mork 
wall type ice crusher priced 
way under the present 
market. 

And Mrs. Consumer is 
happy because... 
at long last... 
here's a beautiful 
streamlined ice 
crusher that saves 
her money while it 
saves her time. 
Works two ways 
without adjustment. Simply 
turn crank right for fine ice; 
left for coarse. Three other 
dramatic improvements, too. 

Special Ice-O-Mat display 
stand is available to all deal- 
ers through distributors. 


TWO MODELS TO CHOOSE FROM 
Snow white baked 
$498 


enamel, trimmed in 
$795 


Retails for only 


Fits Can-O-Mat 
Wall-Bracket 


A wall-bracket is 
packed with each 2- 
Way Ice-O-Mat, but 
italso fits the Can-O- 
Mat wall-bracket 
Which many of your 
customers already 
own. 


contrasting Red, 
Green, Ivory or Black. 


All chrome with Black 
Tenite Il cup and knob 


Rival MANUFACTURING CO. 


KANSAS CITY, MISSOURI 
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Frice, with Break-In plug 


Volts: 0-150, 0-300. and leads : $39.50 
Amperes: 0-3, 0-15. Leatherette Carrying Case, with 
Watts: 0-300, 0-600, 0-1500, 0-3000. leads compartment 4.00 
Size: 3''x5%/"'x2'/2"". Weight 1'/2 Ibs. Genuine Leather Carrying Case, 
Shipping weight 3 Ibs. with leads compartment 8.00 
SIMPSON ELECTRIC COMPANY 
5200-5218 W. Kinzie St., Chicago 44, Ill. 


Bach-Simpson Ltd., London, Ont. 


SAFER — Patented 
metal “fingers” locate 
and guide ice. Your 
fingers never used 


HANDIER 
justments. For fine ice 
turn crank right; turn 
left for coarse 


No ad 


EASIER- Blades with 
four cutting surfaces 
Makeeasieroperation, 


FASTER — Simply 
press the buttons ice 
cup snaps on or off, 


is, 


tired of competing with grocery stores 
and wayside garages, fervently hoped 
so. 

Cash sales have declined steadily 
At this time last year such sales con 
stituted approximately 60 to 75 per- 
cent of the retailer’s business but 
today, they are estimated at about 20 
percent of the total. Even 60 to 90 
day credit arrangements are not as 
popular as they were in spring and 
long term credit sales are becoming 
more numerous. Wages and employ- 
ment still are at a peak but so is the 
high cost of living and many a budget 
made confidently last January is now 
a headache of the first order. 


THE FAR WEST 
(Continued ) 


and freezer equipment. One Casper 
dealer reported selling generating 
equipment to oil fields not served by 
power company lines and following 
this up later by the sale of appliances 
to employees’ homes. The Wyoming 
cattle and sheep rancher and the far- 
mer in the great wheat areas of Utah 
and Montana are tremendously pros- 
perous. They have money to spend 
and they are ready to buy comfort 
at home. Dealers point out that it is 
important to cash in on this prosperity 
now, for although there is no appre- 


ciable pyramiding of mortgages as 
after the last war, ranchers and far- 
mers are purchasing land at very 
high prices which will make it diffi- 
cult for them to make money on 
their large investment when food 


prices drop. 

On the whole, however, this area 
represents a sane and steady advance. 
There are newcomers in the ranks 
of dealers, here as elsewhere, but the 
increase has not been out of reason 
and as a consequence not so many 
failures are to be anticipated. Many 
attractive remodeling and construc- 
tion jobs are to be found among the 
stores of larger communities, but even 
more typical is the dealer who has 
future plans for changes and may 
even have secured the lease or pur- 
chased the desired property, but who 
is waiting for more favorable con- 
struction prices to put them into 
effect. A reasonable amount of home 
building is going on, though here as 
elsewhere high prices are limiting 
this activity. Butte, Montana, has a 
concerted program to keep prices on 
small homes within the $5,500 to 
$7,500 range. 


"$59 For Your Old Radio” 


In Reno, Nevada, quite a number 
of the dealers in town handle at least 
one line on a wholesale basis, a situa- 
tion which makes it a little difficult 
for others who must compete. The 
slow market for radios was being met 
here by one jobber with an offer to 
his dealers of a reduced price for con- 
sole sets, the difference to be used 
by the dealer to make a_ blanket 
trade-in offer. Trade-ins were also 
much under discussion in Ogden, 
where one firm had offered to allow 
$59 for any set taken in trade, ad- 
mitting that most equipment received 
was later junked. The local dealers’ 
organization was actively engaged in 
educating their membership to bring 
about a more constructive attitude. 

A few dealers are welcoming the 
promised withdrawal of government 
regulation in the granting of terms, 
because they feel that a considerable 

(Continued on next page) 


NIGHT 
LIGHT 
WITHOUT 
A PEER 


House Beautiful 


LIKE 


SOMETHING 
OUT OF 
FAIRYLAND 


Martha Cheavens 
in McCalls 


COMPLETELY 
CHARMING 


Pete Warner in Cue 


THE FLOWERS 
INSIDE THE BULBS 
GLOW WITH A SOFT 
IRIDESCENCE 
IN NATURAL COLORS 


Write for Catalogue 


AEROLUX 


LIGHT CORPORATION 


653 ELEVENTH AVE. 
NEW YORK 
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STERLING 
DRAFW-KUT 


STEP UP PRODUCTION 
AND SALES in time 


saved and greater convenience. 
Bill says there's nothing like this 
handy planning board. Pays for 
itself over and over again 


It's mighty handy for instant use any- 
where. When travelling, use it on 
knee or in your lap. At the work 
bench . . . at your desk. . . out on 
the job . .. or at school .. . it's 
mighty handy. 
No. 12 Uses 8!/ax11" paper 
No. 18 Uses Paper 
Sold direct... Orders filled promptly 


STERLING 
KITCHEN DESIGNERS 


8th floor ® 122 S. Michigan Ave. 


Chicago 3, Illinois 


(Patented « Pats. Pend. U.S.A. & Foreign 
Countries) 


esse 0. 


THE HOUSE OF A MILLION PARTS 


VACUUM CLEANER 
PARTS 


WASHING MACHINE 


PARTS 


PHONES 


ALBANY 7321 
Jesse Co. 3645-51 W. FULLERTON 


CHICAGO 45, ILL. 


OMAR 
THE FABRIC MASTER 


At Last. . A STAINLESS STEEL 
NON-CORROSIVE — FULLY AUTOMATIC 


STEAM IRON 


@ The steam iron 
engineered by 
the pioneers of 


electric steam 
irons — with 20 important fea- 
Write for details. 
OMAR APPLIANCE MFG. CO. 
Natural Bridge & Paim Sts. 
ST. LOUIS 7, MISSOURI 


tures. 
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number of their customers are un 
ible to purchase such items as home 
freezers and automatic laundries at 


Others fear that 
the pressure for long terms may bring 
back the old system of $5 
ree years to pay All 
that the 
and that 
means oft 


Said one 


high prices 


and 
acknowledge 
credit is growing 


down 


demand for 
above the 
many of their customers. 
dealer of P Idaho, 
“When I call up to say I have an ap 
asks 
now—and not 
infrequently decides to put off the pur- 


present prices are 


1) 
ocatelio, 


iance, the customer usually 


| 
w much it is then 
cnast 
Dealer a lot of trouble 
with defective appliances received from 
the factory, and also complain that, 
with one or 


report quite 


i 


two shining exceptions, 


manutacturers are not too prompt 


about making the trouble good. There 
are also a few “bugs” showing up in 
some of the automatic washers. An 


in handling automatic wash- 
Montana, gave it as 
his opinion that any dealer who does 
not provide himself with a specialist 
this equipment at the 
stocks the line is 


old-timer 


ers in Helena, 


in servicing 
tire 
he ack d lor 


same that he 


trouble 


Profits For Landlords 
The housing problem is acute for 
retail stores, just as it is for families. 
One Billings, 
ating from its 
building was 
An Idaho 


downtown 


Montana, firm is oper- 
warehouse because its 
over its head. 
forced out of a 
experimenting 
with sales and service from an adapted 

One firm is faced 
problem of a landlord who 
“five percent of gross vol 
the lease \ Utah dealer 
who sells about $20,000 worth of elec- 
trical appliances monthly is asked to 
turn over $1,400 of this to the land- 


lord on a seven-percent-of-sales lease. 


leased 
de aler, 
store, is 
bur galow Boise 
with the 
demands 
ume” in 


With margins what they are, elec- 
trical firms say such rentals cannot 
be met The Joise dealer Says he 
must either go out of the electrical 
business and concentrate on items 
with a 50 percent or better markup, 
or else move out of his downtown 


Thinking of Margins 


In general, margins are very much 


in dealers’ minds. A few firms in 
Utah and Montana have already 
started field selling—most others rec- 


ognize that they will have to reenter 
the competition for the customer's 
dollar before very long by hiring out- 
sic One or two 
field selling 
appliances were abundant have given 


salesmen. dealers 


who started with before 


it up. An Ogden firm expressed the 
opinion of many when it said, “We 
shall go just so far as we can make 
money If margins don’t go up, we 
shall back out again. Unless the 
mark-up is somewhere in the neigh- 
borhood of 40 percent, the manufac 
turer will soon find himself in the 
retail business.” Most of the “first 


in the field” seem to be getting along 
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reasonably well so far, perhaps be- 
cause they have so little competition 
thus far on the customer's doorstep. 
The man who is most apprehensive 
is the dealer serving the small town, 
who cannot look forward to a 
volume under the 

His salesmen 
reasonable 


very 
of con- 
cannot make 
without pretty 
high commissions and his selling costs 
are apt to run from 10 to 15 percent, 
rather than lower. The large firm 
which can pay its men 5 percent and 
still promise them business enough 
to make $400 or more a month is in 
i better position. One thing certain 
is that the poor or mediocre sales- 
man is going to be too expensive to 
hire—only a good man can earn his 
way. A few of the outstanding mer- 
chants are considering ways of bring- 
ing people into the store in 
to keep selling costs down. 
found 


large best 
ditions 


salaries 


order 
One has 
a solution by taking his staff 
into partnership. 


Sales, Deliveries and Troubles 


Spot news from other districts: 
Sales for the first half of 1947 as re- 
ported by San Diego, Calif., dealers 
were higher on every item than 1941 
sales for the same period. In spite of 
all the griping about slow radio sales, 
20,000 sets were sold from January 
through June of this year as compared 


with 9,125 in 1941. Appliance and 
radio sales are lumped with home 
furnishings by the San Francisco 


Chamber of Commerce to show a 28 


percent increase for the first five 
months of 1947 as compared with 
1946. From British Columbia come 


reports that Canada is also promising 
that “by the end of this year, or at 
least by spring, deliveries will be 
stepped up to the point where dealers 
will have to adopt aggressive selling 
programs.” President of the Home 
Builders Assn. of Portland, Ore., says 
home costs are more likely to go up 
than down. That salesmen are al- 
ready being extensively employed is 
indicated by the record of San 
Diego’s salesmen’s training courses, 
which recently graduated the 15th 
round of trained men and are start- 
ing on the 16th class immediately. 


Other Reports 


The sale of freezers in proportion to 
refrigerators is of the order of one 
to six in the El Paso territory, ac- 
cording to reports collected from 
dealers by the El Paso Electric Co. 
Department stores everywhere on the 
Coast are building up their sales or- 
ganizations to better than pre-war 
figures. Meier & Frank of Portland, 
Ore., have a full staff. In northern 
California, Hale Bros., which recently 


opened three specialty appliance 
stores, has better than 42 salesmen, 
all of whom have received a _ full 


month’s training in appliance selling. 
The power shortage in the Pacific 
Northwest is proving really serious, 
with peak loads in August higher 
than any ever experienced in Decem- 
ber. Seattle’s City Light is having 
trouble with its proposed 1.8 cent 
househeating rate which has aroused 
protests from all branches of the in- 
dustry. A movement is on foot to 
take the matter to the city council 
and while they are about it, to ask 
for an ordinance taking the city out 
of the merchandising business. 
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(CLASSIFIED ADVERTISING) 


HELP WANTED. 
appliance salesman to conduct training pro- 
for 
senting 

Interesting 
experience 
ested in 

Merchandising, 520 N. 
cago 11, Ill. 


SELLING OPPORTUNITY OFFERED 


Male sales experienced 
salesman of distributors repre- 
nationally known manufacturer 
salary and expenses Write 
and why you would be inter 
this work SW-1770, Electrica 
Michigan Ave., Ch 


ADVERTISING 
MANAGER 


We're a comparatively small, but ag- 
gressive, nationally known appliance 
manufacturing company in one of | 
Michigan’s pleasant, lake cities. Our | 
advertising manager is taking over in- | 
herited business. We need an experi- | 
enced man to direct our merchandis- 
ing and sales promotion programs. | 
Appliance experience is desirable but 
not essential. Right man will find con- 
genial conditions and a real opportun.- | 
ity. Living accommodations available. 
Please give full particulars, which will 
be held in confidence. 


P-1815, Electrical Merchandising 


520 North Michigan Ave., Chicago 11, Il! 


MANAGER WANTED 


Must have background successful experience whole- 
sale electrical appliances (household) and com- 
mercial refrigeration. Company young (4 years 
and aggressive. Age 30 to 40. Salary and commis- 
sion. Believe it to be most attractive proposition 
in the South. 
P-1778, Electrical Merchandising 

330 West 42nd Street, New York 18, N. Y 
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EXECUTIVE BOARD of the Natl. Assn. of Domestic and Farm Pumping Equipment 


and Allied Products Mfrs. gets down to business at its recent meeting in Ohio. 
Left to right: Herbert C. Angster, secretary-director of the association; D. L. Mc- 
Donald, A. Y. McDonald Mfg. Co.; Robert Hula, Clayton Mark & Co.; Harry 
Park, Flint & Walling Mfg. Co.; G. R. Deming, the Deming Co.; John C. Myers, 


the F. E. Myers & Bro, Co. 


Water System Mfrs. 
Meet for Discussion 


The appliance association with the 
longest name, the National Associa- 
tion of Domestic and Farm Pumping 
Equipment and Allied Products Mfrs., 
met with the Electric Water Systems 
Council in mid-July at Mansfield and 
Ashland, Ohio, to discuss 
publicity, merchandising, and 
ages problems. 

During the course of the meetings 
of sub-committees it was disclosed 
that farm pumps and water systems 
are now being produced at a rate of 
from 750,000 to 775,000 a year. Be- 
cause of this increase, the organiza- 
tions said that in the future there 
will be a greater emphasis on con- 
sumer promotion, 


surveys, 
short- 


Lewyt Corp. Holds 
5-Day Sales Meeting 


Distributors of the Lewyt vacuum 
leaner met last month in New York 
for a five-day sales clinic. The first 
four days were devoted to sales train- 
ing and demonstration methods. Com- 
pany policies, merchandising, sales 
promotion and advertising plans were 
outlined at a meeting of distributor 
executives and sales managers on 
the final day. 

Heading the list of speakers was 
Alex M. Lewyt, company president. 
Others included Walter J. Daily, 
manager of the vacuum cleaner divi- 
sion; J. Gordon Lippincott, indus- 
trial designer; Arthur Grossman, 
Chicago advertising display execu- 
tive; and E. Harold Greist, vice- 
president of Hicks and Greist. 


Canada Reports Washer, 
Refrigerator Production 


The Dominion Bureau of Statistics 
f Canada has reported that June out- 
put of domestic washing machines 
totalled 16,706 units, six percent less 
than the record of May’s 17,742 units. 
During the first six months of the 
year, 94,657 units were produced, com- 
pared with 59,233 in the first half of 
1946 

Refrigerator output in June went up 
to 7,886 units, compared with 7,550 
inthe preceding month. Output in the 
trst half of the year has been well 
im advance of the same period last 
year, 48,715 units being produced com- 
bared with 26,360 a year ago. 
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Vacations, Seasonal Decline 
Affect July Radio Output 


Despite the fact that radio produc- 
tion for July was computed on a five 
weeks basis, the total production fig- 
ures dropped from June’s 1,213,142 to 
1,155,456, the Radio Manufacturers’ 
Assn. reported recently, attributing 
the drop a seasonal decline plus many 
plant vacation shutdowns. 

Television receiver production dur- 
ing the month reached 10,007, slightly 
below the record of 11,484 sets pro- 
duced in June, but above the total of 
any other month reported this year. 
Video output for July breaks down as 
follows: 5,546 radio table models, 
2,591 radio consoles, 1,862 radio-phon- 
ograph combination consoles, and 
eight television converters. 

FM-AM receivers produced by 
RMA members in July totalled 70,- 
649, as follows: 14,176 table models, 
485 consoles, 55,987 radio-phonograph 
combinations and one table 
model radio-phonograph combination. 
July’s production was below that of 
76,624 such sets in June. 

Total radio set production for the 
first seven months was 9,766,100. 


consoles 


Russell Camfield Dies 
in Michigan at 47 
Russell W. Camfield, founder and 


president of the Camfield Mfg. Co., 
toaster and serving tray manufacturing 


RUSSELL CAMFIELD 


firm in Grand Haven, Mich., died 
Aug. 8 at his home in Spring Lake. 
Mr. Camfield, who was 47 years of age, 
had undergone an operation the pre- 
vious week for an injured knee. He 
was a native of Springfield, Ill., and 
founded the Camfield firm in 1937. 
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 WLScomura | 
ADHESIVE BLANKS 


DESIGN 10—2 Sizes 
Gold on White 


that interfere with traffic . . 


water color or press to apply copy. 


6 Different Designs............... 

Only $4.55 
Designed, Produced and Distributed Exclusively by 
W. L. Stensgaard & Associates, Inc. 


388 N. Justine St. Chicago, Illinois 


| Apply Identification and Selling 
Copy Directly onto Merchandise 


Pertinent facts about the product ... 
| ...can now be applied directly onto the Appliance in a mod- 
ern, decorative, styled manner. Eliminate clumsy floor stands 
. copy brackets that are easily 
mixed or misplaced. Use Comura Adhesives to tell your story. 
WLS COMURA ADHESIVE BLANKS go on in a jiffy 

off as easily. ..can be applied to any surface... will not 
mar. Use any type of sign writer’s paint, chalk, japan, ink, 


Available in 13 Practical Sizes 


Get acquainted with this new WLS product. Send for starter set 
No. 200. 38 Comura Adhesive blanks in assorted designs and sizes 


important to selling 


> Pleasing Colors 


Brochure giving 
complete informa- 2 

tion on all designs, 

sizes and applica. 

tions, sent FREE on 

request. 


| 
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NOT THIS 


“BRING THE 
SALES INSIDE” 


Demonstrate the magic of 
a Firan GLOMASTER 
. . . INFRARED electric 
heater . .. it sells itself. 

GLOMASTER distributes 
an abundance of clean 
... odorless... penetrating 
INFRARED hect ... watt- 
age consumption is less 
than thatof a modern electric iron...cabinet 
surfaces will not burn the skin . . . long life 
safety switch ... four beautiful finishes. 
The sintered Carbide Compound Element 
always looks new . . . is not affected by 
splashed water ... WILL NOT BURN OUT. 
Distributors . . . Dealers... Write... 
Wire for complete information and litera- 
ture on Firan GLOMASTER portable and 


wall type heaters. © 
COPYRIGHT 1947 


portable 
v-10 
4 


THE FIRAN CO., 1735-39 Berkeley St., Santa Monica, Calif, 


GLOMASTER “BRINGS THE SUN INSIDE” 
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"— AND THIS IS OUR QUONSET HUT MODEL!" 


LETTERS 


Water Heaters Are an Asset 


To the Editor: 

Your June issue carried a most 
interesting article about Southern Ap- 
pliances, Inc., titled 
Dealer's Business,” 


Mertland heaters are particularly 
valuable because they are made in 
sizes from 10 to 80 gallons, in round, 
table top and square models. The line 
includes a model ideally suited to al- 
most any home. 

Mertland cooperates closely with us 
widely read magazine has caused in- jn furnishing wiring to fit our require- 
terest and concern. From our point of ments. They have been most helpful 
view it was most favorable. However, in assisting in merchandising activi- 
we regret that you did not mention our ties and have maintained a_ steady 


‘Boosting the 


ind as usual, your 


ever-increasing volume of automatic flow of heaters to us even during 
electric water heater sales. periods when manufacturers were hav- 
For the past two and a half years ing greatest difficulty in 
we have distributed the Mertland auto- demand. 
matic electric Mertland heaters have steadily in 
creased in popularity in this area and 
merchandising and close cooperation we regard them as being one of our 
with retailers and utilities have re- ost important business assets. 
sulted in a Carvin D. MitcuHetr, President, 
Sales of Southern Appliances Inc. 
517 East Trade Street, 
Charlotte 1, N. C. 


meeting 


exclu- 
sively in the two Carolinas. Aggressive 


water heaters 


dramatic increase’ in 
volume. Mertland heaters 
has risen to 8,074 units and is third in 
our dollar volume, post-war, to date 


“| WONDERED WHY FROBISHER HADN'T ASKED FOR A VACATION THIS YEAR!" 
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HAVE YOU HEARD... 


IF WISHES WERE WITCHES 


Down in Fayetteville, N. C., no- 
body wondered when the Evans Fur- 
niture Co. advertised “automatic elec- 
tric brooms.” But enough people 
thought that if wishes-were-witches- 
the-current-might-sweep to inquire 
about this latest in phenomenal work- 
saving gadgets. Dreamers were 
brought back to earth with a thud 
when cold, hard, practical considera- 
tions dictated that the ad be corrected 
to read “automatic electric irons.” 


TRICKY DIRT 


It’s a little hard to believe that 
inybody could have so resisted the 
tremendous volume of Bendix washer 
sales promotion as to still wonder if 
the machine really gets clothes clean. 
But if there are any such, Fred Nor- 
ton, service man for the Kansas Elec- 
tric Power Co., has a convincer. He's 
slipped a glass section into the rub 
ber drain hose for demonstration pur- 
poses so that prospective customers see 
that the water that goes out is actu- 
ally dirty and gets progressively 
cleaner with every rinse. Personally, 
we always thought a pretty good test 
was to look at the clothes—still do, in 
fact. 


SHOP TALK 


Called an aid to shopping is a new 
merchandising device named _ the 
“Shopper’s Talkie,” an electronic de- 
vice which is an auditory supplement 
to a display window. The window- 
shopper presses a button on the glass 
and hears a recorded description of the 
merchandise within. The idea calls up 
a mental picture of self-conscious 
housewives looking surreptitiously 
over their shoulders before pushing the 
button. Maybe radio listeners can even 
be educated to dial frantically in 
search of commercials. Maybe. 


NICHOLAS FOR KNOWLEDGE 
Annual for 1947 


contains a 2,000-word article on radio 
by E. A. Nicholas, president of the 
Farnsworth Television & Radio Corp. 


The Americana 


SEPTEMBER 15, 


This Encyclopedia Americana publica- 
tion employs the services of foremost 
experts in their field. Mr. Nicholas’s 
article .reviews the radio industry's 
conversion to peace-time production, its 
latest progress in research, and radio 
manufacturing activities in other cou 
tries of the world. Farnsworth point 
with pride! 


CURRENT JUDGE 


Just how much current a 60-watt 
electric light bulb consumes has ofter 
been the subject of electric utility ad 
vertising, but it remained for Polic« 
Justice Carleton E. Jewett of Ric! 
mond, Va., to make it official. During 
a recent court dispute between a 
roomer and his landlady over how 
much of the bill should be paid by the 
roomer, the landlady claimed he owed 
her 75 cents. “Aren’t you ashamed 
queried the judge. “Why, a 60-watt 
bulb could burn, oh, I don’t know 
how many hours for 75 cents.” Upshot 
was that the court decided that the 
roomer should pay 20 cents a month 
for use of the light. “The State Cor- 
poration Commission doesn’t have any- 
thing on me,” said the judge. “I fix 
rates, too.” 


HARD WATER 


According to Wallace's Farmer, a 
recent survey of Iowa farms reveale’! 
that 51 percent of the interviewees’ 
farms have running water as compared 
with 49 percent who still have to fetc! 
and carry. Questioners discovered that 
61 percent of farm owners had run- 
ning water, while only 38 percent of 
those who depended on the charity 
of a landlord could make the same 
boast. More cheerful was the fact that 
among those who do not now havé 
running water 24 percent expect 
install a water system in 1947, Water 
in some parts of Iowa is plenty hard 
the magazine says, but only 19 per- 
cent of those farmers with water sys- 
tems have a water softening device as 
well. About 139,000 women in Towa 
really know what hard water is; it’s 
the water you pump into a pail and 
carry to the point of use. 
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